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LOOK CLOSER.

There’s so much more to the Metro Toronto Convention Centre than meets the eye. Located  

in the heart of the city, the Centre is surrounded by endless entertainment options. Inside, 

you’ll find flexible, contemporary meeting spaces that accommodate events of any size – from 

20 attendees to over 2,000. Even our refreshed and diverse menu is world-class. In fact, every 

meal is prepared in-house with locally sourced and sustainable ingredients. Plus, it’s all served 

by our award-winning team, who are dedicated to working with you to ensure your event is 

a success, every time. Take a closer look at all we have to offer at mtccc.com.
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what's new on

Listen in on the conversation or better 

yet, join in! Follow us on Twitter for the 

latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  

from other planners and suppliers or react 

to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

MARRIOTT LAUNCHES 
“LIVE BETA” INNOVATION LAB

NEWS

CANADIAN  
MEETINGS  
MARKET  
STABLE
The industry is  

enjoying a period  

of relative stability,  

according to  

M+IT’s 2016 Meetings 

Market Report. But  

planners say increasing 

costs, flat budgets  

and public perception 

are challenges.

“Looks like you’ve done everything  

in your current capacity… I think  

it’s time for you to move on.” 

QUÉBEC CITY NAMED  
CULTURAL DESTINATION

HOTELS

DESTINATION

MONTEREY 
 UPDATE

“Social media is  

not a one-way 

conversation.  

If your attendees  

feel like they’re  

being talked at,  

not to, they won’t  

feel excited to 

respond or  

share your  

content!”

Courtney Stanley,  

Marketing Strategist

“Getting up to Speed on  

Social Media Marketing”

QUOTABLE

RECOGNITION

Best Advice 
from Trevor Lui  

VIDEO
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InternationalCentre.com
6900 Airport Road, Mississauga, Ontario  
905.677.6131 / tf 1.800.567.1199

3 500+ EVENTS A YEAR
3 $7 M RENEWAL PLAN
3  500,000+ FT2 EVENT  VENUE
3 5,000 FREE PARKING SPACESFollow us!

THERE ARE EVENTS. AND THEN THERE ARE EVENTS FEATURING 
MENUS CREATED BY ONE OF CANADA’S CELEBRATED CHEFS. 
Our Executive Chef, Tawfik Shehata is dedicated in the pursuit of 
exquisite food sensations. A graduate of Cordon Bleu, he apprenticed 
at Scaramouche and cooked his way through some of the finest 
kitchens in Canada the likes of Winston’s, Rosewater, Boba, Vertical, 
Taboo and Truffles. At The International Centre, Tawfik and his staff 
are focused on “thrilling our guests with mouthwatering food 
experiences prepared using fresh, local, healthy ingredients,” 
he says. Whether you’re having a meeting for 20 or a conference 
for 2,000, Tawfik and team look forward to seriously refreshing 
your notion of event cuisine.

p04-10 Contents_WhatsOn_Masthead_Ed.indd   5 2016-11-17   9:14 AM

http://www.internationalcentre.com


6

 Managing Director  ROBIN PAISLEY
 416.510.5141 robin@newcom.ca

EDITORIAL
 Editor LORI SMITH, CIS
 416.442.5600 x3254 lori@newcom.ca

 Senior Contributing Editor  DON DOULOFF
 416.442.5600 x3255 don@newcom.ca

ART
 Art Director ELLIE ROBINSON
 416.442.5600 x3590 ellie@newcom.ca

SALES
 International Business ALANNA MCQUAID
 Development Manager alanna@newcom.ca

 416.510.5144 

 Advertising and  MARK KELLY
 Marketing Consultant markk@newcom.ca

 416.510.5199 

INCENTIVEWORKS
 Operations Manager HEATHER MACAULAY
 416.510.6819 heatherm@newcom.ca

 Event Manager SIM FRAYNE
 416.510.6867 sim@newcom.ca

 Senior Event Coordinator STEPHANIE HILTZ
 416.510.5231 stephanie@newcom.ca

 Event Coordinator TIFFANY GIN
 416.510.5236 tiffany@newcom.ca

M E E T I N G S C A N A D A . C O M

Meetings + Incentive Travel (M+IT) magazine receives unsolicited features and materials (including letters to the editor) from time to time. M+IT, its affiliates and assignees may use, reproduce, publish, re-publish, distribute, store and archive 

such submissions in whole or in part in any form or medium whatsoever, without compensation of any sort. MAIL PREFERENCES: Occasionally we make our subscriber list available to reputable companies whose products or services may be of 

interest to you. If you do not wish your contact information to be made available, please contact us via one of the following methods: Phone: 1-800-668-2374, Fax: 416-442-2191, E-Mail: privacyofficer@annexnewcom.ca, SUBSCRIPTION PRICE: 
Canada $77.95 per year, Outside Canada $108.00 US per year, Single Copy Canada $13.00, Buyers Guide $60.95. HST #10386 2405 RT0001. Meetings + Incentive Travel is published 6 times per year except for occasional combined, expanded 

or premium issues, which count as two subscription issues. Meetings + Incentive Travel is indexed in the Canadian Business Index and is available online in the Canadian Business & Current Affairs Database. Contents Copyright Newcom 

Business Media. Canada Post — Canadian publications Mail Sales Product Agreement 40063170 ISSN No. 0225-8285 (Print) ISSN No. 1929-6428 (Online). 80 Valleybrook Drive, North York, ON M3B 2S9. We acknowledge the financial support 

of the Government of Canada through the Canada Periodical Fund of the Department of Canadian Heritage.

CIRCULATION + PRODUCTION + ONLINE

NEWCOM BUSINESS MEDIA

EDITORIAL CONTRIBUTORS
Circulation Manager

416.614.5831

Production Manager 

(Print & Online)

 416.510.6779

MARY GARUFI 
mary@newcom.ca

KIMBERLY COLLINS
kim@newcom.caPresident 

 
Chairman & Founder

Vice-President, Operations   

JOE GLIONNA

JIM GLIONNA

MELISSA SUMMERFIELD

Allan Lynch | Dallyce Macas 

Bailey Roth | Carly Silberstein

  

WHAT IS YOUR 
FAVOURITE HOLIDAY 

TRADITION?

"When my big, loud, crazy italian  

family comes for our traditional fish &  

seafood feast on Christmas Eve! 

Oh, let's not forget the pasta.

Buon Natale!

“All the festive foods: mince pies,  

turkey with all the trimmings, British-style  

puddings. Seasons Eatings!”

“Eating my mom’s potato latkes,  

opening presents and watching  

Love Actually!”

“Being surrounded by all my dearest  

at the annual Kelly Holiday feast and indulging 

  in my Mum’s absolutely delectable trifle  

on Christmas Day!”

“An annual brunch with a group of  

friends I’ve had since high school. Still talking 

and laughing after all these years!” 

“Getting together with my  

extended family and playing all  

sorts of board games.”

“Christmas cookie making/eating with the 

kids.  Cookie cutters, food colouring, icing, 

sprinkles and candies … oh my!

“My 33-year tradition is  

Christmas gift shopping with my  

best friend Heather!”

“Sitting by the fireplace, drinking  

a nice warm cup of cocoa with peppermint 

schnapps! It’s cliché, but true!”

“I follow a family tradition.  I give each  

of my children an ornament each year for our 

Christmas tree.  When they grow up and have 

their own tree they'll have a collection  

of ornaments to start with.” 
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This is where you discovered you have 
more in common than you thought.
You wouldn’t have guessed it. But you’ll never forget it.
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Welcome to  

Heather MacAulay, 

who has joined  

the M+IT team  

as operations 

manager for 

IncentiveWorks!

+EDITOR’SCOMMENT

In January we set the goal of significantly 

deepening our coverage of the meetings 

and incentive travel industry. We had been 

conducting our annual market report for 

19 years. It was very good but we decided 

it could be better.  The 20th anniversary 

of the report seemed the perfect time to 

change things up.

So, we created two distinct surveys: one 

for the meetings market and the other for 

the incentive travel market. A summary of 

the results of the meetings market report 

was presented in the September/October 

issue. The results of the incentive travel 

survey are in this issue. This change al-

lowed us to target survey reicipients, send-

ing one survey to planners who primarily 

planned meetings and conventions, and 

the other to individuals whose respon-

sibilities included incentive travel program 

planning. We wanted purer information—

quality over quantity.

Once the surveys were out of the field 

and we had the results, we decided we 

had to dig deeper. Fortunately, Meetings 

+ Conventions Calgary signed on as the

sponsor of the Meetings Market Report.

Thanks to their support, which was com-

pletely hands-off in terms of editorial, we

were able to hold a dedicated planner

panel discussion at IncentiveWorks 2016

(see videos on meetingscanada.com), cre-

ate an eight-page  data summary, and de-

velop a three-part series of online exclusive 

articles on some of the survey's findings

and the challenges meeting planners are

facing. All of these elements can be found

on a dedicated Meetings Market Report

LORI SMITH
EDITOR

lori@newcom.ca

M+IT EDITORIAL MANDATE Meetings industry and travel publications are often offered free FAM trips, accommodations and gifts. 

M+IT magazine only accepts those that will be featured in the magazine or online through editorial content. Destinations are chosen 

through reader surveys and market research.

JUST THE BEGINNING

COMING NEXT ISSUE

page on meetingscanada.com.

Despite not having a sponsor for the in-

centive travel survey and report, we held 

a dedicated panel discussion at Incentive-

Works and are in the process of publishing 

the videos from the session on meeting-

scanada.com. The survey results have also 

been the impetus for an ongoing video 

series on incentives that's on the editorial 

schedule for 2017. 

I'm proud of the work we did last year 

to  reach out to the industry and cover it 

more effectively. And I'm looking forward 

to doing more and doing better in 2017. To 

that end, Bramm & Associates will work 

with us once again and field the meetings, 

incentive travel and salary surveys in the 

first quarter of the year. From those results, 

we will do more comprehensive analysis, 

reaching out to planners and suppliers for 

additional input. And, once again, we will 

bring people together at IncentiveWorks 

to discuss the state of the industry, its chal-

lenges and its future. Our efforts in 2016 

were just the beginning.

On behalf of the team at M+IT and 

IncentiveWorks, I'd like to wish you all 

a fabulous fourth quarter and a happy, 

healthy, prosperous 2017! Cheers!

Best advice from industry leaders on 

professional development, handling 

unruly delegates and more; Heather 

Reid's new column on contracts; and 

Allan Lynch's report on a FAM to India.
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Expérience distinctive

Signature Experience

ZIPLINE AND 

CANOPY TOURS

WORK RETREATSW

MEETING SPACE

OPEN PATIO
Casual Dining from 
David’s on Tour

WINE TASTINGSWWWW

VINEYARD TOURS

OFFICIAL
RED WINE
Legislative 

Assembly of 
Ontario

FACILITATION

LPFUN.CA  |  (877) 743-8687 

EXPERIENCE
A UNIQUE CORPORATE

AWAITS

Reservations required.   Please book in advance. burning    kiln
winery

burningkilnwinery.ca
(519) 586-9858

For patio service and wine tour reservations,

please visit us online or call us today!

FF

TEAM BUILDING
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+LEADERSHIP

©iStock 11

Recently, I was tasked with preparing a report on the Canadian 

MICE (meetings, incentives, conferences and exhibitions) industry 

for a global airline. I had to explain the “state-of-the-nation” and 

what the future has in store for suppliers to the meetings and in-

centive industry when doing business in Canada.

It’s difficult to obtain statistical data on activity from Canadian-

based MICE organizations. Large conglomerates and multi-national 

travel corporations seldom separate MICE volume in annual report-

ing. Mid-size, regional and privately-held event planning firms re-

port no financial or statistical data. 

However, by extracting data from this magazine’s consistent 

and reliable annual yearly survey and report [Ed. see pages 33-36 

for the 2016 Incentive Travel Survey Data Summary], the SITE/J.D. 

Power & Associates’ Index Report and IBIS World, a picture of the 

current and future of doing business in Canada took shape. 

What did it look like? 

The MICE industry in Canada is “an inch deep and a mile 

wide” and growth is stagnant. A staggering number of compan-

ies operate with 10 employees or less. A considerable “experi-

ences” gap exists between the millennial buyer and the boomer 

event organizer. 

In its current state, the industry faces significant challenges. To 

begin with, there is the pricing transparency that continues to drive 

down margins. Also important is the fact that workers, who are 

the backbone of long-term client relationships, are stretched to the 

point of breaking as they do more work, with fewer resources. 

There are also economic factors at play. Increasing airline costs 

and a weak world economy rate as higher factors in having a nega-

tive impact on the industry than terrorism threats. In addition, the 

Canadian dollar weighs heavily on the destination selection process.

What does this mean for the industry moving forward?

The future state of the industry in Canada will require a sig-

nificant shift in business strategy to survive, and thrive, whether 

operating with 10 employees or 100. Lean, nimble organizations 

will have to be pricing competitively, and be responsive to 

change and evolving business demands.

Buyers of incentive, meetings and conference management ser-

vices will be looking for smarter uses of technology to eliminate 

traditional costs associated with staging group movements. Right 

now, online platforms to help real-world groups and professional 

communities manage themselves are plentiful. We can easily use 

virtual reality for destination familiarity, and set up live webcasts to 

reduce the need for site visits. 

Look at the way you conduct your business day to day. Are you 

challenging the status quo? Is the challenge being addressed be-

cause your client is demanding innovation, or through your own 

motivation to survive and thrive? Can you implement solutions so 

that you and your most valuable resource, your front-line workers, 

are less “time poor”? 

People will find money to buy knowledge and expertise from a 

true professional that is a strategic partner. Overloaded employees 

exhibiting anxiety and stress make doing business with their com-

pany a less than rewarding experience. 

If the current state of affairs is “good enough,” please take note 

of other industries that have been slow to adapt to customer de-

mands for convenience, creativity and cost savings. 

Photography and video dominate our everyday lives through on-

line and traditional media. Yet Kodak, the dominant player in the pho-

tography market for 128 years, resolutely kept its focus on internal 

projects, not recognizing the changing landscape all around them. 

Is your three-year business plan leading to a “Kodak Moment” 

or moving you toward being part of the future of the industry 

in Canada? 

Dallyce Macas is a 25-year veteran of the travel and incentive 

travel industries. She runs eminence Canada, which represents 

Platinum DMC Collection, VAT IT (value added tax reclaim spe-

cialists), and explora Lodges in South America.

BY DALLYCE MACAS

L

CHALLENGING 
GOOD ENOUGH
The MICE industry needs to change to survive and thrive
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BIG THINKING DESERVES 
A BIG PRESENTATION

An immersive meeting experience.
Cineplex.com/CorporateEvents    |   1-800-313-4461   |   Events@Cineplex.com

™/® Cineplex Entertainment LP or used under license.
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+THESUPPLYSIDE

Recently, the sales director for 
a U.S. company was stunned by 

a request from a New York City-

based DMC for payment to cover 

site inspection costs. “Is this a 

new standard or something pe-

culiar to the New York market?” 

she asked her LinkedIn group. 

In response to her query, several 

U.S. DMCs said they charged pro-

spective clients for site inspec-

tion costs, which were rebated 

when the event was executed.

An unscientific quiz of Can-

adian destinations and suppliers 

drew mixed responses. Some 

were gobsmacked by the idea of 

charging for research. But since 

hotels and airlines have institut-

ed a whole series of add-on char-

ges to their services, why should 

we be surprised when suppliers 

try to recoup some of their costs?

Catherine Morellon, media 

manager at Tourisme Montreal, 

was surprised to hear about the 

U.S. sales director’s experience. 

“Montreal doesn’t charge any 

fees and doesn’t plan to ever 

change that,” she says. “Actually, 

we recently issued a new value 

proposition stating our will to 

be even more service-oriented. 

When in Montreal, they are our 

guests, and we really care about 

being the best hosts.”

According to Lynn Chiasson, 

assistant director of sales for the 

Quebec City Convention Centre, 

neither the convention centre or 

Québec City Business Destination 

charge for site inspections or FAM 

trips. However, clients are asked 

to pay for their plane tickets 

upfront, and are reimbursed once 

they’ve visited. “As you know, no-

shows and cancellations can be 

quite pricey for destinations, car-

riers and hotels,” says Chiasson. 

“This [policy] minimizes money 

‘lost’ due to cancellations. It also 

gets the client more invested in 

the process.”

Krista Cameron, director of 

sales at Destination St. John’s, 

says the cost of “no-shows” has 

been an on-going, growing dis-

cussion across the industry.

Jennifer Holly is the chair and 

founder of Meeting of the Minds, 

a group of 27 Canadian destina-

tion marketing organizations 

(DMOs) that get together regu-

larly to discuss the meetings 

industry. She reports that the 

problem of no-shows—for FAMs, 

site inspections and in-market 

events—is a subject that comes 

up often when the DMOs meet. 

It’s a problem that Holly has 

first-hand experience with. In a 

previous position, she organ-

ized an event in Toronto that 

192 clients registered to attend. 

Only 72 showed up. Aside from 

the disappointment was the f&b 

waste. And even when a group 

has f&b to donate to a homeless 

shelter, that carries a cost for 

the food as well as the safety 

approvals for the donation and 

its transportation to the shelter. 

Without naming names, rep-

resentatives from 15 Canadian 

destinations supplied their com-

ments, thoughts and experi-

ences on research costs. First off, 

none of the destinations charge 

CONTINUED 

WHAT PRICE RE$EARCH?
BY ALLAN LYNCH

Does the industry need some rules for  
invitation acceptance and cancellations?

© Rawpixel Ltd/iStock
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+THESUPPLYSIDE
clients for FAM and site inspec-

tion costs. However, while des-

tinations allow clients to send 

one or two representatives, they 

all expect that costs for any addi-

tional person would be covered 

by the individual, not the host. 

In some instances, if the site 

inspection is during a particular-

ly busy time for the city—maybe 

a client is hoping to tag onto a 

big event—hotels may charge 

for the room, but credit that 

back if the client selects them 

as a host property. 

Like Québec City, several 

destinations ask guests to book 

and pay for their own flights. The 

tickets are reimbursed on the 

site. This has gone a long way to 

reducing client cancellations. 

The problem of no-shows 

varies. As much as all invitees are 

qualified by the hosts, no-shows 

and last-minute cancellations 

happen. Some destinations have 

no-shows occasionally, while 

others say it happens all the 

time. One destination rep said 

they regularly experience as 

much as 30 per cent no-shows 

for FAMs. Another destination, 

which isn’t in the market often, 

averages a 10-15 per cent no-

show rate. Others have had can-

cellations a day out. 

One host said, “I booked a 

flight, hotel and registration for a 

client to attend a FAM last week. 

The client RSVP’d and confirmed 

she was attending. My credit 

card was used and all payments 

were final except the hotel room, 

which could be cancelled. Three 

days prior to her flight, she sent 

an email stating that she could 

no longer attend as she was busy 

with work. I am now out $1,000 

for the cost of the flight and con-

ference registration.”

No-show losses can be small 

(an airline’s $75 name and date 

change fee) or substantial ($300-

$1,000 for cancelled flight, plus 

food and beverage, gifts, tickets 

to special events, as well as staff 

time). These are direct losses 

costing some host organizations 

thousands of dollars a year. 

The bottom line is that sup-

pliers would appreciate clients 

embracing a kind of standard-

ized industry etiquette for in-

vitation acceptance and can-

cellations. “ASAP” is preferred, 

followed by at least two weeks 

notice. Suppliers know that life 

happens, but would appreciate 

if everyone observed an Events 

Golden Rule: Do unto other plan-

ners and suppliers as you would 

have delegates do unto you.  

Allan Lynch is a free-

lance journalist based in 

New Minas, Nova Scotia. 

He writes extensively 

about the business 

events industry. 

We’ve been delivering next level 
service to the meeting industry 

for three decades. With our 

stellar dining,  & luxurious 
accommodations... discover why 

you’ll Meet Great Here.

WHITEOAKSRESORT.COM   
1-800-263-5766 

meet great here.

CONTINUED FROM P.13  

a kind of standard-

ry etiquette for in-

ceptance and can-

“ASAP” is preferred, 

 at least two weeks 

pliers know that life 

ut would appreciate 

observed an Events 

e: Do unto other plan

“As much as all invitees are qualified by the hosts,  
no-shows and last-minute cancellations happen.  
Some destinations have no-shows occasionally,  
while others say it happens all the time.”
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What worked, what didn’t and the need to tweak

BY BAILEY ROTH AND CARLY SILBERSTEIN

Starting a business is risky and takes a lot of time 
and energy. Even the most educated business-

person is not a mind-reader and cannot accurate-

ly predict the immediate or eventual outcome of 

their business. A lot of the time, it comes down to 

trial and error, a less “scientific” or calculated way 

of making decisions. In our earlier columns, we 

explained how we planned, planned, and planned 

some more before we launched Redstone. As an 

industry of planning professionals, we know that 

even the best, most thought-out plans will meet 

unexpected challenges and require some creative 

thinking to tweak courses of action. In this, our 

final column, we reflect on the past year and we 

highlight some of the things we tried (in some 

cases, are still trying) where the outcome was not 

exactly what we had planned for. 

CRM Implementation. There are so many 

things to think about when starting a business. 

Oftentimes you know the “right thing to do,” but 

your priorities may not align with this. As such, 

we have a CRM system that we selected but have 

not yet been successful in implementing com-

panywide. As a startup, everything is being done 

for the first time, so procedural manuals need to 

be created, training sessions need to be coordin-

ated and everyone on the team needs to “buy in.” 

Don’t forget, all of this legwork and preparation is 

happening while you are trying to stay ahead of 

your client priorities. At Redstone, the CRM im-

plementation continues to be a work in progress. 

Working Remotely. At the outset, we ex-

perimented with working remotely. Back then, 

the team was smaller, three to four people, and 

we thought that being a “remote” workplace 

would be a draw to prospective team members 

and clients (flexibility, agility, accessibility, etc.). 

However, we soon found that this work environ-

ment was not conducive to our corporate cul-

ture or delivering the best possible results to our 

clients. We have a very collaborative, team-ori-

ented approach and being in the same physical 

space has afforded us many benefits. We tried 

the remote office, we decided it wasn’t working, 

and we invested in an open office space that has 

done wonders for team morale and productivity.  

Internal Communication Tools. It’s no se-

cret that event and association professionals are 

bogged down by email. We wanted to find a way 

to communicate effectively, in real time with our 

team. Again, we relied on trial and error as we 

tested different apps, platforms and tools to help 

us communicate, brainstorm and share images/

videos/documents. We finally landed on one that 

works on our mobile devices (when we are on 

the go) as well as on web browser and desktop. 

Technology is always changing, so while we have 

implemented something that works for now, we 

may have to be ahead of the next trend soon. 

Budgeting. As a startup, you have to budget 

for various scenarios: break-even, financial loss 

and financial prosperity. We had, and still have, 

budgets and plans for all situations, but as we 

have made decisions to spend money on certain 

things throughout the year, we realized we had 

over-budgeted on marketing. In today’s world, 

with a little bit of creativity, your marketing dollar 

can go very, very far.  

Don’t get us wrong, having money left over 

is a bonus, but we could have possibly allocated 

the funds differently. Now we know, and as we 

moved into year two, we were better equipped 

with real-life experience to make the necessary 

allocations and tweaks to our budget. 

A lot of things that we have “tried” are still 

in the trial phase. They appear to be serving our 

purposes now, but they might not forever. Entre-

preneurship is about taking risks and rolling with 

the punches when the landscape changes, your 

clients’ needs change and your team evolves. 

We are grateful to you for reading our col-

umn over the last year. It has been a great ex-

perience sharing our plans, processes, successes 

and challenges with you. While this is our last 

column, we hope you will stay in touch.  

Bailey Roth and Carly Silberstein are the co-founders of 

Redstone Agency, an event and association management 

company headquartered in Toronto and operating inter-

nationally. www.redstoneagency.ca

Bailey Roth

Carly Silberstein
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+HARDWIRED

During the Meetings Market Report Panel Session held 

at IncentiveWorks 2016, Bettyanne Sherrer, CMP, CMM, 

of ProPlan Conferences & Events, explained how she 

successfully controlled costs by “piggybacking” on 

other events. She said that she always asks her CSM 

to tell her who’s in front of her, or in the case of f&b, 

who’s holding an event at the same time. Any area she 

can “piggyback” on—rigging, room set-up, menus—

saves money, which can then be used for other pro-

gram elements. It’s a solid business practice in today’s 

world of tight meeting budgets and turnaround times. 

Another solid business practice, particularly in 

terms of providing (and proving) ROI, rests on get-

ting members of the media to attend and cover your 

event. But it’s often difficult to determine who the 

right reporters, bloggers and influencers are to in-

vite, particularly if your event is being held in an-

other city or country.

All planners have to meet the challenge of con-

trolling costs, and many are also tasked with media 

relations. Fortunately, help has arrived. Showslice 

and Invite The Media were two of five companies that 

made the finals of the 2016 edition of #IMEXpitch, 

IMEX America’s annual competition for new technol-

ogy products. Here’s a look at what they offer. 

New online platforms help planners control costs and find media

PIGGYBACK & PROMOTE
BY LORI SMITH

INVITE THE MEDIA
The power behind this platform is PRGlobalMedia, an AD Avenue Group Company. PRGlobalMedia’s database contains 1.6 million contacts 

from 150 countries. These reporters, bloggers, editors and “social influencers” are divided into 600 categories. Event organizers are not 

given direct access to this database. Invite The Media is the intermediary. To begin, organizers submit the details of their event (what, 

where, when, etc.) and select one of four service packages, ranging from $79 to $499 USD. Invite The Media then selects the most relevant 

contacts and issues the invitations. Organizers can use their own EventBrite link or have Invite The Media create a custom page and link 

for them. All packages include “save the date” and “reminders” sent by mail, email or fax. For $79, all local journalists are invited to an 

event. The $99 package invites local and specialized media, while the $149 option adds bloggers to the invitation list. The $499 package 

invites all relevant media to an event, and also includes a dedicated RSVP/landing page and social media coverage. invitethemedia.com

SHOWSLICE
This innovative event “matchmaking” startup began operation in the 

United Kingdom this October. Created to meet the challenges of “falling 

budgets, rising costs and shorter event preparation times,” it is a search 

engine that facilitates the sharing of infrastructure for large meetings 

and events—i.e. piggybacking. Its foundation is a database of venues 

that build profiles on the platform. Information on current confirmed 

bookings at these venues is then submitted by the event owner, supplier, 

third-party agency or the venues themselves. The search engine “slices” 

the information by dates, event size, logistics, set-up, AV, staging, labour 

and more. Planners can then submit details of their own events and the 

search engine will find them a compatible match. In the UK, Showslice 

earns 10 per cent commission on successful bookings. Damian Oracki, 

the company’s CEO, says there are plans to scale into other markets, 

including North America. He does not know if the UK commission model 

will be applied to other geographic areas. In addition to being selected 

for #IMEXpitch, Showslice just won second place in the EventTech Live 

Launchpad Pitch.  showslice.co.uk
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Meet Somewhere 
Amazing. 

From Prince Edward Island’s famous beaches to New Brunswick’s mighty Miramichi River, 

our meeting venues have some of the east coast’s best attractions. With a wide variety  

of spaces and specials available, we have the perfect venue for your next meeting. 

FOR YOUR EXCLUSIVE MEETING & INCENTIVE TRAVEL OFFERS: 

Janet Higgins, 1.902.629.2313  |  jhiggins@roddhotelsandresorts.com

MONCTON             MIRAMICHI             YARMOUTH             CHARLOTTETOWN             PEI RESORTS             RODDMEETINGS.COM       

 Rodd Crowbush Golf & Beach Resort
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CHANGING ROOMS
IACC RESEARCH LOOKS AT THE FUTURE OF MEETING SPACES

This year the International Association of Conference 
Centres (IACC) delivered industry-leading research 

on meeting spaces, from both the planner and 

venue sides of the business. The key findings from 

the survey of planners were released at the as-

sociation’s annual Americas Connect conference, 

held April 19-20 in New York City.  The second set 

of findings were shared at IMEX America, which 

took place October 17-20 in Las Vegas. Both sets 

of research were analyzed in a report, IACC Meet-

ing Room of the Future™, providing insights into 

the changing shape of meeting spaces. 

According to Mark Cooper, CEO, ICCA, the 

research showed that while “overall objectives 

and goals of meetings have remained constant,” 

three elements are becoming increasingly im-

portant: “the adoption and use of technology, 

the physical design of meeting space, and ‘ex-

perience creation’.” 

On the planner side, respondents agreed that 

the fundamentals of physical meeting spaces and 

design—high-quality broadband, strong acoustics 

and good lighting—are, and will remain, essential 

to successful meetings. However, 75 per cent said 

that their job involves more “experience creation” 

than it did two to five years ago; 77 per cent said 

that access to interactive technologies (apps and 

other tools that encourage attendee participation 

and collaboration) has grown in importance; and 

47 per cent said the demand for flexible meeting 

space is on the upswing. 

Asked to look ahead five years, the planner re-

spondents said that access to interactive technol-

ogy will be the most important element in selecting 

a meeting venue. It is followed by (in descending 

order of importance): flexibility of meeting space; 

networking spaces adjacent to meeting/event 

space; multiple options for f&b service styles and 

spaces; access to authentic local area experiences; 

and availability of team-building activities.  

Cooper said that these findings are not a sur-

prise to venues, particularly IACC-member prop-

erties, most of which derive the majority, or all, 

of their business from meetings and conventions. 

+MEETINGDESIGN

CONTINUED 

Convene Park Avenue lobby (top) and Nourish kitchen. Photo courtesy of Convene.
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+MEETINGDESIGN

Executive Education at Duke University’s Fuqua School of Business, 

explained that what she needs from a venue is changing. “Five-star 

service and f&b experiences are important. The quality of the venue 

in terms of design, art and furnishings needs to be higher in the fu-

ture, over the whole property. Breakout and team rooms are import-

ant, but the gathering spaces are vital too.”

One of the more interesting findings of the research, was that 

all generations expect “experience” from meetings and meeting 

spaces. It’s not simply a Millennial-driven change. Gen Xers and 

Boomers are also looking for change.

“Attendees can no longer bear being stuck in a room listening (or 

not) to talking heads and mindless speeches, and meeting profes-

sionals are being much more strategic about the where, why and 

how of bringing people together,” said Jessie States, manager of 

Professional Development at Meeting Professionals International 

(MPI), in the report. “Meetings are for ‘meeting’ and not for ‘at-

tending’. They are for ‘participating’ and not for ‘observing’. Venues 

must provide spaces that encourage engagement, boost learning 

and enhance experiences that foster conversations and growth.”  

WALKING THE TALK

IACC’s choice of venue for its 2016 Americas  

Connect conference, as well as a couple of program 

elements, demonstrated how meetings and  

meetings spaces are changing.

VENUE

Convene is a network of venues, housed in urban 

commercial buildings. IACC held the conference at 

two NYC locations, Convene Midtown East and  

Convene Park Avenue, which are four blocks from 

each other. Notable Convene venue features include 

natural light in rooms and pre-function spaces; 

“kitchens” fully stocked with snacks and non-alcoholic 

beverages that attendees can access any time; chairs 

with castors for easy repositioning; and foods that 

don’t require cutting with a knife, making eating and 

networking easier. RISK: IACC CEO Mark Cooper  

acknowledged they took a chance using two locations. 

Fortunately, the weather cooperated and the  

umbrellas they had on hand weren’t needed.

ROOM BLOCK

None. Attendees were free to book where they  

wanted, spending as much—or as little—as they 

wanted. BONUS: No attrition.  

NETWORKING

The opening night networking event was built  

around the finals of the association’s Global  

Copper Skillet Competition, which had chefs from 

member venues face-off in a “Chopped”-style  

cook-off. Everyone had something to talk about  

and a chef to cheer for, which made for natural  

conversation and socializing. BONUS: Chef  

Barrington Graham from St. Andrew’s Club  

and Conference Centre in Toronto took  

home the top prize. 

CONTINUED FROM P.19 

The finals of IACC’s Global Copper Skillet Competition provided a natural 

networking opportunity. Photo courtesy of IACC.

p19-21 MeetingDesign.indd   20 2016-11-17   9:16 AM

http://www.meetingscanada.com
http://issuu.com/action/page?page=20


Y O U R  O N E  S T O P 
M E E T I N G  S H O P . 

When you host your meeting at Halifax  
Marriott Harbourfront, you can rest  
easy knowing everything you need 
is under one roof: stunning spaces, 
luxurious accommodations and exquisite 
food. And with Halifax’s largest pillar-less 
ballroom, gorgeous harbour views and 
assistance from our expert staff, you’ll 
wonder why you considered any  
other venue.

H A L I F A X  M A R R I OT T  H A R B O U R F RO N T
1 9 1 9  U P P E R  WAT E R  ST R E ET,  H A L I F A X ,  N O V A  S COT I A

P H O N E  9 0 2 . 4 2 1 . 1 7 0 0    W W W . H A L I F A X M A R R I OT T . CO M

FACEBOOK.COM/HALIFAXMARRIOTTHARBOURFRONT

TWITTER @HALIFAXMARRIOTT
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2016

The winners are….

Since 1998, Meetings + Incentive Travel’s Readers’ Choice Awards program has 

given planners the chance to thank and celebrate the industry suppliers that 

make their events successful. This year, the program kicked off at IncentiveWorks, 

Canada’s leading tradeshow for event professionals. The call for nominations 

ran from August 16th to September 16th and drew 113 submissions in 14 categories. 

It was followed by a three-week online voting period, which determined the 

winners and runners-up in each category. A record 2,190 votes were cast. Here 

we reveal our readers’ choices! ~ Lori Smith, Editor

CATEGORIES

The Readers’ Choice Awards program currently has 14 categories. Three of the categories—Best Hotel, Best Venue (without bedrooms) 

and Best Caterer—each call for nominations in three regions: Eastern Canada, Central Canada and Western Canada. Five more 

categories—Transportation Provider (ground), Speakers Bureau, Online Registration, Mobile App and AudioVisual—are awarded 

nationally. Please email Lori Smith at lori@newcom.ca with suggestions for additional categories. 
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WINNER
THE LORD NELSON HOTEL & SUITES 
HALIFAX, NS

TOP PICK
DELTA PRINCE EDWARD ISLAND
CHARLOTTETOWN, PE

TOP PICK
SHERATON HOTEL 
NEWFOUNDLAND  
ST. JOHN’S, NF

2016

BEST HOTEL – EASTERN CANADA

Photo courtesy of Lord Nelson Hotel & Suites

Photo courtesy of Starwood Hotels & Resorts
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2016

BEST HOTEL IN CENTRAL CANADA

TOP PICK
FAIRMONT ROYAL YORK
TORONTO, ON

TOP PICK
THE WESTIN OTTAWA 
OTTAWA, ON

“A great location, beautiful 

atmosphere and amazing 

conference centre.”

WINNER
WHITE OAKS RESORT & SPA  
NIAGARA-ON-THE-LAKE, ON

Photo courtesy of FRHI Hotels & Resorts

Photo courtesy of Starwood Hotels & Resorts

Photo courtesy of White Oaks Resort & Spa
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TOP PICK
FAIRMONT CHATEAU LAKE 
LOUISE RESORT HOTEL 
LAKE LOUISE, AB

TOP PICK
DOUBLETREE BY 
HILTON HOTEL 
WEST EDMONTON  
EDMONTON, AB

“Staff accommodated a variety of spe-

cial requests—in advance with special 

planning and on-site during our event.”  

—Lorie Welsh, Doctors of BC

WINNER
PAN PACIFIC VANCOUVER HOTEL 
VANCOUVER, BC

2016

BEST HOTEL IN WESTERN CANADA

Photo courtesy of Pan Pacific Vancouver/Kristopher Grunert
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Photo courtesy of DoubleTree by Hilton Edmonton
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“Great service team, dedicated  

to a program’s success.”  

—Sameth Wolfe, Meridican 

 Incentive Consultants

WINNER
HALIFAX WORLD TRADE & 
CONVENTION CENTRE 
HALIFAX, NS

27M E E T I N G S C A N A D A . C O M

TOP PICK
SCOTIABANK CONVENTION CENTRE  
NIAGARA FALLS, ON

TOP PICK
TIFF BELL LIGHTBOX
TORONTO, ON

TOP PICK
THE ROOMS
ST. JOHN’S, NL

“This facility is fantastic and 

the staff work diligently with 

us to ensure that all of our 

needs are met.” 

– Andrea Bright, Ontario Nurses’

Association

WINNER
METRO TORONTO  
CONVENTION CENTRE 
TORONTO, ON

2016

BEST VENUE IN EASTERN CANADA

2016

BEST VENUE IN CENTRAL CANADA

Photo courtesy of The Rooms

P
h

o
to

 c
o

u
rt

e
sy

 o
f 

M
T
C

C
C

Photo courtesy of Scotiabank Convention Centre

Photo courtesy of TIFF
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TOP PICK
BANFF CENTRE
BANFF, AB

TOP PICK
VANCOUVER CONVENTION 
CENTRE VANCOUVER, BC

“Easy to work with. Excellent  

off-site venue for a welcome  

to Vancouver reception.”

– Ellen Boddington, Stellar

Conference & Event 

Management Inc.

WINNER
VANCOUVER AQUARIUM  
VANCOUVER, BC

2016

BEST CATERER IN EASTERN CANADA

“Fed over 900 people in approxi-

mately 30 minutes with delicious food!” 

– Heidi Wilker, Blessed Events

WINNER
SIZZLER BBQ CATERERS  
CHARLOTTETOWN, PE

2016

BEST VENUE IN WESTERN CANADA

Photo courtesy of Vancouver Aquarium

Photo courtesy of Banff Centre/Don Lee Photo courtesy of VCC/Angus Macgillivray

Photo courtesy of Sizzlers BBQ
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“They always have fresh new ideas 

for our events and can customize 

any program.”

“Wow! They are exceptional. I was so 

impressed with their catering: tasteful 

and beautiful. Very professional!” 

~ Sonia Langevin, Innotech Aviation

WINNER
PETER AND PAUL’S  
EVENT CATERING
TORONTO, ON

WINNER
CULINARY CAPERS CATERING
VANCOUVER, BC

2016

BEST CATERER IN WESTERN CANADA

2016

BEST CATERER IN CENTRAL CANADA

2016

BEST TRANSPORTATION 
PROVIDER 

WINNER

WESTCOAST SIGHTSEEING

VANCOUVER, BC

TOP PICKS

ALLANTE AIRPORT 

TRANSPORTATION SERVICES

OTTAWA, ON

LUXURY COACH

TORONTO, ON

BEST AUDIOVISUAL COMPANY 

WINNER

PSAV® 

TOP PICKS

AV-CANADA

FREEMAN AUDIO VISUAL CANADA 

BEST MOBILE APP COMPANY

WINNER

EVENTMOBI

TOP PICK

CVENT

BEST SPEAKERS BUREAU

WINNER

SPEAKERS’ SPOTLIGHT

TOP PICK

NATIONAL SPEAKERS 

BUREAU (NSB)

BEST ONLINE  
REGISTRATION COMPANY

WINNER

EVENTBRITE

TOP PICKS

CVENT

EFFECTIVE REGISTRATION INC.

TOP PICK
PUSATERI’S CATERING
TORONTO, ON

Photo courtesy of Culinary Capers

Photo courtesy of Peter and Paul’s Catering
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they’ll never get caught in a sticky situation. 
Furthermore, list useful telephone numbers, 
ideally on a document that can fi t in a wallet 
or purse, that attendees can call if they 
become ill, have an accident, or are 
in danger. 

5. Consider online/mobile solutions
to improve event safety
While your event website, social media
networks, and mobile app may have originally
been designed for promotion, standard
information, networking and community
conversations, don’t underestimate their
power to increase delegates’ safety. They
can be fast and practical should you need
to send out mass notifi cations, real-time
updates, and streamline coordination
with your team. Some social media networks,
such as Facebook, can even be set up so
that people can tag themselves as “Safe”
should something untoward arise.

While the last thing you want to do is put 
a damper on the excitement your team, 
local partners and delegates have for an 
upcoming event, precautions should be 
taken so that your convention, tradeshow or 
meeting does not become a cautionary tale 
for others. As the Scouts motto says: “Always 
be prepared!”

3. Put together a preparedness plan
It’s better to be prudent than sorry. Develop
a plan that details the safety procedures your
team and delegates must follow in case of
an emergency. Even if your event is taking
place in a relatively safe part of the world,
it is nevertheless wise to have the steps
everyone needs to follow to remain safe and
healthy. In addition, factor in a Plan B or C
in case an urgent situation or crisis occurs.
Work with your host city’s event resources to
gather information on the safety measures
of your venues, off-site activities and hotel.
Find out what type of medical services are
readily available and accessible.

4. Provide attendees with a safety kit
An event safety kit is a written guide, much
like the event program, that gives tips and
tricks to delegates on safety procedures as
well as guidelines when visiting the city. Give
attendees a list of safe and unsafe areas of
the host city. Provide maps, recommendations 
on attractions and tourism itineraries so that
if event goers have some personal time,

Here are 5 recommendations to 
ensuring your event is a success 
and that attendees remain safe.

1. Carefully research destinations
While no one can guarantee that a
destination is 100% safe and secure, you
can nevertheless opt for a host city that is
located in a politically and socially stable
area of the world, has low crime rates, and
is open to welcoming different cultures
and religions.  And don’t forget to check
regularly  travel advisories.

2. Get the lowdown on your host city
Talk to local representatives to determine
what travellers should look out for when
visiting the city. What areas are traveller-
friendly? Which neighborhoods should be
avoided? Do the representatives have any
tips on local crime (pickpocketing, car
theft, etc.) tactics so that you can inform
delegates? Is the city safe to walk through
at night?

5 IMPORTANT STEPS FOR ATTENDEE PEACE OF MIND

TODAY’S GLOBAL MARKETPLACE, ECONOMIC TRENDS AND WORLDWIDE EXPANSION OF MANY BUSINESSES ARE DRIVING THE 
NEED FOR MORE CONVENTIONS, TRADESHOWS AND CORPORATE MEETINGS. UNFORTUNATELY, THE INTERNATIONAL POLITICAL AND 
SOCIAL SCENE AS WELL AS UNPREDICTABLE CLIMATIC/NATURAL EVENTS CAN HAVE A HUGE, AND POTENTIALLY DISASTROUS, IMPACT 
ON BUSINESS TRAVELLERS.

Québec City Skyline | Photo : Emmanuel Coveney

To start planning your meeting 
in Québec City, visit :
QuebecBusinessDestination.com

#MeetQuébecCity
Québec City Business Destination

@MeetQuebecCity

Rue St-Pierre in Québec City | Photo : Emmanuel Coveney

Mobile networking | Photo : Stéphane Audet
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INCENTIVE 
TRAVEL 
MARKET 
REPORT

25%

Corporate in-house planner 

11%

Association planner 

33%

Independent or 

 third-party planner 

18%

A planner or buyer working for 

 an  incentive house or a marketing  

or event services company that plans  

incentive travel programs  

for external clients

41%

have been employed in the industry 

for 20 or more years

88%

have been employed in the industry  

for at least 5 years

THE 
RESPONDENTS

(all had to have planning incentive travel 
programs as a key responsibility)

ABOUT THE SURVEY

The 2016 Incentive Travel Survey was conducted 

by Bramm Research Inc. on behalf of Meetings + 

Incentive Travel. The survey was fielded from late 

May 2016 to early July 2016. It drew 99 complete 

responses from planners (suppliers were exclud-

ed and incomplete surveys were not included in 

the calculations). The 2017 Incentive Travel Survey 

is scheduled to field in January 2017.

M
eetings + Incentive Travel’s 2016 Incentive Travel Survey revealed 

that the industry is holding steady in the face of increasing costs, and 

growing concerns about security. The data showed that while there is 

no year-over-year change in average overall spend on programs, airfare, f&b 

and accommodations are eating up greater chunks of program budgets. Be-

yond controlling costs, global safety and health concerns are also challenging 

planners, who are now tasked with finding “safe” destinations and creating 

security protocols for programs. One respondent noted that while they didn’t 

cancel any programs in 2016 because of terrorist activities and the Zika virus, 

they “came very close in both cases.” The person added that it is “a major chal-

lenge to keep current on all available and reliable information to best inform 

clients and participants.” 

According to respondents, the industry also continues to grapple with diffi-

culty getting, and keeping, stakeholder buy-in. One respondent wrote that “com-

panies do not understand how to design and budget for incentives to drive max-

imum corporate performance. Too often budgets are locked in based on previous 

years and attendance keeps being reduced.” Another said that there’s a need to 

have incentive planning effectiveness incorporated into business curriculums at 

the college and university levels. “If we can create a greater understanding of 

this effective marketing and sales tool, at the grassroots level of new business 

leaders, it would be much easier to get incentive programs incorporated into the 

marketing mix of corporations,” they wrote. ~ Lori Smith, Editor
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Program Elements – Spend (2015)

Element Increased Decreased Stayed The Same Not Applicable

Airfares 64% 0% 31% 6%

Corporate apparel or logo’d items 6% 19% 47% 28%

Corporate Social Responsibility (CSR) Programs 17% 3% 40% 40%

Entertainment/talent 28% 11% 47% 14%

“Experience” Programs (Cooking classes, wine appreciation, etc.) 33% 0% 47% 19%

Food and Beverage 53% 11% 33% 3%

Guest Speakers 14% 17% 47% 22%

Hotel Rooms 56% 11% 33% 0%

Program Collateral Printing 8% 31% 50% 11%

Room Drops 22% 25% 42% 11%

Sightseeing Tours 36% 3% 56% 6%

Sports & Recreation (golf, spa, etc.) 42% 3% 50% 6%

Spousal Program 22% 3% 42% 33%

Team-Building Programs 20% 6% 54% 20%

Third-Party Management Fees 14% 6% 53% 28%

Transportation (local, chartered) 39% 6% 53% 3%

WIFI 22% 19% 47% 11%

Average Spend on  
Group Incentive Travel

2015 | $2,625,000

2016 | $2,625,000

This is consistent with 61% of

 respondents saying spend on programs 

would remain the same this year

Average Spend  
Per Participant  

(Group Travel) 

Ý 7.3%
2015 (actual) | $4,220
2016 (forecast) | $4,526

Average  Number 
of Programs 

Planned

Length Group  
Incentive Travel  

Programs
(2016)

Average Group Size

2016

9.8

2015

9 43%
2-4 days

57%
5-7 days

Average 
group size 

(2015)

198
Est. average  
group size

 (2016)

165

2 0 1 6 INCENTIVE TRAVEL MARKET REPORT
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 86% 
USA (including Hawaii)

3% 
South Korea

83%
Canada

69% 
Caribbean

6% 
Middle East 

3%
Russia

67% 
Europe

61%
Mexico

33%
UK and Ireland

6% 
India

6% 
New Zealand

6% 
South Pacific

33%
Central America

17%
Australia

14% 
South America

11% 
China

11% 
Southeast Asia

11% 
Scandinavia

8% 
Japan

8% 
Africa

Destination Overview
(Respondents selected  

all destinations that applied)

Sourcing Destinations

Word-of-mouth, peers 71%
Destination’s website  68%
Trade shows 61%
CVB/DMO 59%
Industry websites 59%
Industry magazines 59%

Google/other online search engines 54%
DMC 51%
Incentive house 12%
Corporate travel agent 12%
Site selection company 10%
Other 24%
30 years’ experience; client requests/preferences; FAM trips
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Caribbean 
Jamaica  62%

Bahamas 24%

Aruba 19%

Barbados 19%

Turks and Caicos Island 14%

Bermuda 10%

Cayman Islands 10%

Cuba 10%

St. Lucia 5%

St. Maarten 5%

Europe
Italy  36%

Spain 32%

France 23%

Portugal 18%

Austria 18%

Croatia 14%

Germany 9%

Greece 9%

Czech Republic 9%

Switzerland 5%

The Netherlands 5%

Monaco 5%

Other: Ireland, Iceland

DESTINATION DRILLDOWN

Canada 
Ontario 46%

British Columbia 42%

Quebec 38%

Alberta 17%

Prince Edward Island 13%

Newfoundland & Labrador 4%

The Yukon 4%

Did your company/clients  
cancel 2016 programs to areas  

unexpectedly affected by terrorism)?

91%9%

Did your company/clients  
cancel 2016 programs to areas  

affected by the Zika virus?

92%8%

Corporate Canada understands  
the business value of professionally 
planned incentive travel programs.

36%64%

The general public understands the 
business value of incentive 

travel programs.

83%17%

United States 
California 43%

Arizona 29%

Florida 29%

Hawaii 25%

Nevada 18%

Tennessee 14%

New York 11%

Washington, D.C. 11%

Alaska 7%

Louisiana 7%

Colorado 4%

Illinois 4%

Texas 4%

Newfoundland & Labrador 4%

The Yukon 4%

2016 PROGRAM COMPONENTS
Respondents selected all that applied.

Spa 91%

Sightseeing 88%

Adventure (kayaking, dogsledding, 

hiking, white-water rafting, etc.) 53%

Fitness (cycling, walking tour, etc.)  47%

Food & wine appreciation (e.g. cooking lessons, 

wine/food pairing class, etc.) 44%

Cultural immersion (e.g. tango lessons) 44%

CSR component 41%

Cruise 32%

Art/Music appreciation 32%

Other 9% 

2 0 1 6 INCENTIVE TRAVEL MARKET REPORT
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SASKATOON
EXPERIENCING FARM TO TABLE

BY LORI SMITH

F&B | DESTINATION
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Dale MacKay is, by any measure, an accom-
plished chef. The winner of season one of 

Top Chef Canada, he developed his culinary 

chops working in Gordon Ramsay-owned 

eateries and at top Vancouver restaurants. 

Following his Top Chef victory, he opened 

(and closed) two restaurants in B.C.’s big-

gest city. In a 2012 interview in The Georgia 

Straight, he explained that his experience 

owning his own restaurants and touring 

Canada as part of his Top Chef duties re-

vealed that the country’s food and restau-

rant culture is “saturated in major centres 

and sadly under-represented in most sec-

ondary and smaller markets.” A situation, he 

said, he would like to see change someday.

For MacKay, someday came on Friday, 

Nov. 15, 2013 when he and his business part-

ner, mixologist Christopher Cho, opened the 

doors of Ayden Kitchen and Bar in MacKay’s 

hometown of Saskatoon. While the return of 

a hot, young chef to his small-city roots says 

something about the costs of doing business 

in a big-city market, it also says a lot about 

the small markets they are drawn to. And 

here’s a straight-up fact: Saskatoon is cool. 

It has the country’s youngest demograph-

ic. The downtown has been revitalized. A 

world-class art gallery is about to open. And 

it's burgeoning food and beverage scene 

celebrates Saskatchewan’s natural bounty. 

In September, I participated in Farm & 

Food Care Saskatchewan’s Farm to Fork 

Tour. Along with dieticians, chefs, food writ-

ers and bloggers from Canada and the Unit-

ed States, I spent two days visiting farms 

and restaurants. I learned that Saskatchewan 

produces 65 per cent of the world’s lentils 

and 32 per cent of its canola. It's  the leading 

producer of flaxseed and the world's largest 

exporter of mustard seeds. It’s the second 

largest producer of beef in Canada. It also 

supplies the country with eggs, pork, chick-

en and of course, grains—wheat, barley, rye. 

I also learned about bio-tech seeds, plant 

science innovations, pest control and bio-se-

curity. We visited Wilbar Farms, which has 

both grain and beef operations. Dan Willms, 

the fourth-generation owner of the grain 

farm, gave us a tour. He talked about life on 

the farm and the challenges of being a farm-

er. He said that the greatest threat to farm-

ing today isn’t climate change or the econ-

omy, it’s misinformation about food safety. 

After the grain farm, we stopped at Wil-

bar Cattle Company. It is run by Willms’ son, 

Bryan, and his wife Tracey, who was herself 

raised on a cattle ranch in Alberta. There 

was discussion about the use of hormones 

and antibiotics. Tracey said that she thinks 

buying local means buying Canadian. And 

she explained that due to heavy regula-

tions, Canadian farms produce the safest 

food in the world.  

Local is what Saskatoon's food scene 

is all about, and the restaurants we visited 

all served up dishes highlighting Saskatch-

ewan ingredients. At the Delta Bessbor-

ough, the FAM's host hotel, we sampled 

sea buckthorn berry smoothies (tart and 

loaded with antioxidants, including elusive 

Omega 7). At Agar's Corner, a family farm 

(est. 1906) turned catering house located 

outside of Saskatoon, we dined on pulse 

(lentil, chickpea, etc.) salads and Saskatch-

ewan trout. At the Great Western Brewing 

Company, we quaffed award-winning beer 

and ale made from 100 per cent Saskatche-

wan-grown wheat and barley. 

Day two of the trip brought more taste 

treats. At Wanuskewin Heritage Park, a guid-

ed Medicine Walk was followed by a lunch 

of bison stew, bannock and Saskatoon ber-

ry tarts.  The group's last dinner was held at 

Boffin's Public House, an eatery located in the 

agriculture research park at Innovation Place. 

My favourite  bite in the five-course feast  was 

slow-cooked pork belly with raspberry sage 

gastrique, crushed potato and a mustard sor-

bet that was a surprise and delight.

The eating didn't end there, as I stayed 

on for another day and toured the city 

with Tourism Saskatoon's director of media  

Aviva Cohen. We walked the River Landing 

and visited the revitalized Riversdale area. 

A highlight was a hard-hat tour of the Re-

mai Modern Art Gallery. Scheduled to open 

in July 2017, it has amazing event spaces 

with spectacular views. 

On the f&b front, Cohen took me to LB 

Distillery, Black Fox Farm & Distillery, and 

9 Mile Legacy Microbrewery. Lunch was at 

Ayden Kitchen and Bar. Finally, dinner was 

at The Hollows, a restaurant renowned for 

its zero-food waste practices and innovative 

dishes. It is helmed by chefs Kyle Michael 

and Christie Peters. Michael is Vancou-

ver-born but Peters, who was a successful 

model before becoming a chef, hails from 

Saskatoon. Like MacKay, she is a cool kid 

who's returned to Saskatoon and the op-

portunities it offers.  

INNOVATION
During the FAM, we visit The Grains 

Innovation Laboratory at the  

University of Saskatchewan. We 

learn about the development of new 

crop lines and tour the agriculture 

and bio-resources greenhouses. It's 

a fascinating look at the work being 

done to feed Canada, and the  

world, well and safely.

IN VOGUE
A Nov. 1, 2016 article on  

vogue.com gives the thumbs-up  

to Saskatoon and Winnipeg.  

Saskatoon is praised for its 

 innovative restaurants, great  

"unwind" options (i.e. bars,  

distilleries, brew pubs), and  

the quirky coolness of the  

revitalized Riversdale area.

INVENTORY
Along with solid population growth, 

Saskatoon is experiencing a hotel 

boom. In 2015, 570 guestrooms  

were added, bringing the city's 

inventory up to 4,646. This year  

125 more rooms came on board.  

Currently under construction: a  

155-room ALT Hotel opposite the 

Remai Modern Art Gallery.

PHOTOS (clockwise from top left): Ayden Kitchen and  

Bar. Photo: 2015 Tourism Saskatoon; LB Distillery tasting. 

Photo: 2015 Tourism Saskatoon/CONCEPTS Photography & 

Design; Drift Café Riversdale. Photo: 2015 Tourism Saskatoon; 

Vodka from Black Fox Farm & Distillery. Photo: Black Fox 

Farm; Owner/barista Jackson Wiebe, Collective Coffee 

Riversdale. Photo: Tourism Saskatoon; Village Guitar and  

Amp Co. guitar shop and live music venue. Photo: 2016  

Tourism Saskatoon; 9 Mile Legacy Brewing growler. Photo: 

2016 Tourism Saskatoon/CONCEPTS Photography; River 

Landing, South Saskatchewan River. Photo: Tourism  

Saskatoon; The Hollows. Photo: Tourism Saskatoon;  

Remai Arts Centre. Photo: Tourism Saskatoon/CONCEPTS 

Photography; and (center) Wanuskewin Heritage Park.  

Photo: Tourism Saskatoon/CONCEPTS Photography.
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awash in chocolate browns and its open kitchen constantly in mo-

tion. At weekend lunch, there’s silky, intensely flavoured carrot 

soup, and ruby red slices of seared tuna cleverly garnished with 

chunks of grapefruit, orange and cantaloupe that contrast bril-

liantly with briny black olives.

Channelling a more traditional ambience is Panache, in Au-

berge Saint-Antoine, a Relais & Chateau property ensconced in a 

quiet corner of Old Québec. The white-tablecloth room is serene 

in its rustic stone walls, wooden ceiling beams, wingback chairs 

and comfy booths. Saturday brunch brings a creative take on eggs 

Benedict, built on perfectly poached eggs bolstered with classic 

hollandaise and perched atop moist shredded duck and spinach.

Channelling a thoroughly homespun, and altogether boister-

ous, ambience is Le Pied Bleu, which models itself on a Lyonnaise-

style bouchon, a convivial restaurant dishing up rustic, largely 

meat-based fare. Past Le Pied Bleu’s front area selling charcu-

terie sits the small dining room — bare wood tables and a bust-

ling open kitchen — that fills early on a Friday night with a lively 

crowd feasting on family-style platters of hearty Québecois fare. 

The hours-long bacchanale plays out like an annotated history of 

organ meats: Tripe two ways — soft and garnished with chunks 

of smoky bacon; and crisp, lavished with mayo-based sauce 

gribiche. Coarse-grained andouillete sausage, its richness cut by 

sharp mustard sauce. Smooth chicken liver mousse. But it doesn’t 

end there. The night also brings the restaurant’s signature blood 

sausage, sweet and mild, contrasted with sweet apple; Lyonnaise-

style quenelle de brochet, feather-light pike dumpling drizzled 

with intense crayfish sauce; and braised, smoked tongue paired 

with earthy lentils. Countering all of this rich fare is a trio of light 

desserts offered at the serve-yourself table: strawberry-studded 

shortcake; praline tart; semolina walnut cake.

It’s impossible to resist a restaurant with a view, and there’s 

no better view than that at Le Ciel, the revolving eatery on the 

28th floor of the Hotel Le Concorde Québec. Making one complete 

T he most European of all North American destinations, 

Québec City boasts a diverse and exciting food scene 

that’s firmly rooted in French traditions, but isn’t hand-

cuffed by them.

Case in point: Légende, a sophisticated eatery nestled on rue 

Saint-Paul, in the Old Port area. The room is chic in its soft lighting, 

exposed brick walls, up-to-the-minute light fixtures and eye-pop-

ping modern art. That chic sophistication carries through to plates 

that reflect a menu capitalizing on the bounty of the sea and land, 

refracted through a contemporary Québecois sensibility. Leek sor-

bet and sweet strawberries animate tiny, sparklingly fresh shrimp. 

Caesar vinaigrette, enriched with smoked herring, accessorizes 

smoked Arctic char and Brussels sprouts. Translucent slices of 

scallop ceviche partner with cucumber and tart sea buckthorn. 

Flaky pastry sweetened with maple syrup anchors extravagant 

foie gras tart. Earthy morel mushrooms beautifully complement 

stunning bison tongue so tender it’s decidedly mousse-like. Cap-

ping this feast is frozen soufflé, a heavenly construction of choux 

pastry, strawberries and buttermilk.

Also in a modern vein is Chez Boulay, which takes its inspira-

tion from Nordic-style cuisine that reimagines traditional ingredi-

ents in untraditional (and delicious) ways — for instance, perfect-

ly fresh salmon tartare given crunch with sunflower seeds, and 

Arctic char carpaccio sweetened with elderberry marinade. Even 

more memorable and elaborate is parmentier layered with confit 

of goose and duck, scalloped parsnips, dried magret duck breast 

and pumpkin seed crumble. Resting in a pool of deeply savoury 

cooking juices, the dish is hearty, homey and refined all at once, 

and resembles an upscale shepherd’s pie. More Nordic influence is 

seen in dessert, where green-alder cream fills feather-light choux 

pastry. Animating the space is a beautiful pressed-tin ceiling, Nor-

dic-themed birch tree accents, Edison bulbs and hardwood floors.

In a decidedly contemporary bent, too, is Bistro B. Located 

on Avenue Cartier, it’s a buzzy, bustling space, its hard surfaces 

A DINE-AROUND QUÉBEC CITY’S  
EXCITING FOOD SCENE.

B Y  D O N  D O U L O F F

FRENCH 
TOAST 
A DINE-AROUND QUÉBEC CITY’S  

EXCITING FOOD SCENE.

B Y  D O N  D O U L O F F

FRENCH 
TOAST 
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revolution every 90 minutes, Le Ciel dishes up scrumptious week-

end brunch fare such as thick-cut brioche French toast sided with 

poached pear stuffed with cream cheese and drizzled with choco-

late sauce and cream. Equally delicious is the visual feast served 

up as Le Ciel completes its leisurely 360-degree journey.

Of course, Québec City isn’t just about the restaurants. It’s also 

about food shops and markets. In the former category, rue Saint-

Jean is chock-a-block with intriguing food stores. Do not miss Tutto 

Gelato (the intense dark-chocolate and boozy crèma a la whiskey 

creations are a must), or Erico Chocolate, a combination museum 

and shop devoted to the namesake food (the 70 per cent chocolate 

ice cream is heavenly).

Other must-visit stops on rue Saint-Jean’s culinary tour in-

clude coffee specialist Cantook Micro-Roasters; utterly charm-

ing J.A. Moisan, in business since 1871 and often touted as North 

America’s oldest grocery story; and Délices de l’érable, for all 

things maple. For a first-rate cheese experience, head to Fro-

magerie Yannick, on 3rd Avenue, where a carefully curated 

lineup yields such treasures as Zacharie Cloutier, made from 

sheep’s milk cheese bursting with nutty, buttery notes.

For a quintessentially Québec retail experience, visit the Old Port 

Market, on quai Saint-André. Open year-round, the market offers 

one-stop shopping for locally made or sourced cheeses, deli meats, 

baked goods, sweets, fruits, vegetables, wines, spirits and fine food 

items. Browse through stands laden with tempting 

wares and meet friendly agrifood producers while 

perusing all manner of potential edible souvenirs of 

this most charming of cities.  

Don Douloff is a food and travel writer based in Toronto.

Photos (clockwise from top left): 1. Scallops, 

Panache, in Auberge Saint-Antoine; 2. Rabbit, 

Panache; 3, 4. Légende; 5. Charcuterie platter, Le 

Pied Bleu; 6. Stew, Le Pied Bleu. 

Visit meetingscanada.com for a scrumptious Gifts and Gear section packed with all manner of unique and noteworthy food-themed gift 

ideas. This holiday season (and any season!), give the gift of food! 

F&B | CUISCENE
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program, according to Archam-

bault, and partners include more 

than 50 corporations and indus-

try organizations. La Tablée des 

Chefs works with 15 food shelters 

in the Montreal area; operates an 

event kitchen in Montreal’s Jean 

Talon market; and works in 80 

high schools educating students 

on diet and healthy lifestyle.

In addition, the program has 

started developing outside Que-

bec, in Toronto, Ottawa, Calgary 

and Vancouver, where, it was an-

nounced in late September, two 

hotels will implement a pilot food recovery program.

Following Archambault’s presentation was a workshop on food 

waste led by John Winter Russell, chef/owner of Candide restau-

rant, in Montreal.

Using ingredients from PaintBox Bistro’s larder at his makeshift 

demonstration cooking area, Winter Russell extolled the virtues of 

proper food storage to maintain freshness and prevent spoilage.

He advised that when it comes to fruits and vegetables, esthet-

ics don’t affect taste—a misshapen carrot tastes just as good as a 

perfectly formed one; ugly peppers can be grilled and transformed 

into stuffed peppers. Winter Russell said the two biggest sources of 

food waste are consumers who reject esthetically imperfect fruits and 

vegetables, and distributors who reject ugly produce at the farm level.

He also demonstrated a number of savvy kitchen tricks. For 

example, if a chef overcooks vegetables, they can be pureed in a 

food processor and used as a binder in, say, a stuffing. Overcooked 

vegetables can also be cut into tiny pieces, to make them more 

palatable. Cooks should also use every part of each ingredient, he 

said. As an example, he cited a pineapple heart that can be finely 

diced and added to a stuffing.  

F&B | FOOD MATTERS

FEED 
PCMA East members get a lesson in sustainable food practices

Today, the 
organization 
redistributes 

500,000 meals, 
annually, to people 

in need. All major 
Montreal hotels 

participate in 
the program.

EDUCATE
B Y  D O N  D O U L O F F

T aking the theme, “feed and educate, beyond the mission, 

a history of social values,” a Sept. 14 PCMA Canada East 

Chapter education session highlighted La Tablée des 

Chefs and its mission to feed people in need.

Held at PaintBox Bistro, in downtown Toronto, in partnership with 

Tourism Montreal, the morning workshop presented Jean-Francois 

Archambault, who spoke about how he came to found the Longueuil, 

Que.-based organization. Through its sustainable food brokerage 

service, La Tablée des Chefs serves as a liaison between food surplus 

producers, particularly donors from hotels, restaurants and institu-

tions, and the organizations that distribute food to people in need.

Leading off his presentation by noting, “food is a passion for 

me,” Archambault said that he was exposed, at a young age, to 

food and chefs. He formed a social conscience at the same time.

While taking kitchen-basics classes as a hotel management 

student at Institut de tourisme et d’hotellerie du Quebec (ITHQ), 

Archambault witnessed, on a regular basis, leftover food being 

discarded. Soon after his studies at ITHQ, Archambault became a 

manager in the hospitality industry. After working as a sales rep at 

a number of Quebec hotels, where he witnessed food waste first-

hand, Archambault, in 2002, presented, to culinary and hospitality 

industry leaders, his concept of recovering food from hotels and 

caterers. La Tablée des Chefs was born.

In 2005, Archambault convinced Montreal’s Bell Centre (home 

of the Canadiens hockey team) to implement a food recovery pro-

gram at the venue’s executive 

suites, which had regularly been 

discarding half a ton of food. That 

high-profile win put La Tablée des 

Chefs on the map, and the organ-

ization hasn’t looked back.

Today, the organization redis-

tributes 500,000 meals, annu-

ally, to people in need. All major 

Montreal hotels participate in the 

Left: Jean-Francois Archambault, founder the 

Longueuil. Right: John Winter Russell, chef/

owner of Candide  restaurant, in Montreal

©Andrey Moisseyev/iStock
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CANADA   
UPDATEA CROSS-COUNTRY LOOK AT NEW EVENT SPACES, 

HOTEL OPENINGS, RENOS, F&B AND MORE

B Y  L O R I  S M I T H

Lobby, Hilton Garden Inn Montreal Airport

The Permanent, Vancouver, BC. Photo: Jason Statler Photography

QUEBEC
Hilton Garden Inn Montréal Airport has completed renovations to 

its public spaces and guestrooms. The property’s 161 guestrooms 

feature all-new custom furniture, drapery and artwork, and fully 

renovated bathrooms. Rooms include beds with new mattresses, 

new 43-inch HDTV with premium channels, USB outlets, free WiFi, 

Keurig coffee maker, refrigerator and microwave. Among the hotel’s 

public spaces, Resto Bar & Lounge was enlarged and brightened, 

and the fitness centre was relocated, doubled in size and outfitted 

with up-to-date workout equipment. There’s also a business centre 

adjacent to the lobby. Other amenities include 1,600 square feet 

of meeting space for up to 100 people; a 500-square-foot terrace; 

heated indoor pool and Jacuzzi; and the Pavilion Pantry offering 

grab-and-go items. + Atlific Hotels has assumed management of 

the Sheraton Montreal Airport Hotel, effective Sept. 19. That hotel 

CONTINUED 
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marks Atlific’s sixth managed property in 

Quebec and its second in the Montreal airport 

business district.

ONTARIO
Infinity Convention Centre, featuring 15,000 

square feet of space, opened in Ottawa on 

Oct. 13. The facility is located in a hotel cluster 

near Ottawa International Airport, adjacent 

to West Hunt Club retail developments. It can 

accommodate 1,200 people in a customizable, 

obstruction-free space featuring 23-foot ceil-

ings. The pre-function area has a marble floor, 

crystal chandelier and programmable water 

feature. Designed by local architect Robert 

Woodman, the convention centre offers three 

“bridal suites” that can be used for green 

rooms and VIP lounges; a boardroom with 

full audiovisual capability for small meetings; 

and several flexible suites that can function as 

onsite production offices. + WestJet will begin 

daily service between the Greater Sudbury 
Airport and Toronto Pearson International 
Airport starting Feb. 3, 2017. Operated by 

WestJet’s regional airline, WestJet Encore, 

the service will increase to three daily flights 

in May 2017. + The 104-room Hampton Inn & 
Suites by Hilton Thunder Bay opened Sept. 

27. Located near OLG Casino Thunder Bay, 

the five-storey hotel offers amenities such 

as free WiFi, a 24-hour business centre with 

complimentary printing, a fitness centre, and 

a 624-square-foot meeting space that can ac-

commodate up to 40 people. +  Billy Bishop 
Toronto City Airport (Billy Bishop Airport) 

has placed fourth worldwide in the Condé 

Nast Traveler 2016 Readers’ Choice Awards. 

Ranking only behind Singapore (SIN), Seoul, 

South Korea (ICN), and Doha, Qatar (DOH), 

Billy Bishop Airport (YTZ) was the only airport 

in Canada to be recognized in the category. 

+ One of the latest additions to Toronto’s 

inventory of event sites, Canvas Event Space 
Venue offers 5,000 square feet of multi-func-

tional space with a full-kitchen. + Founded by 

restaurateurs Jonathan Gonsenhauser and 

Will Tomlinson, Lbs (“pounds”) restaurant is 

located in Toronto’s downtown core at 100 

Yonge Street. Available for buyouts, it accom-

modates 140. 

SASKATCHEWAN
Competing against seven of the city’s culinary 

best, Radisson Hotel Saskatoon’s executive 

Photos (clockwise from top left): Between rooms, 

Canvas, Toronto, ON. Photo: Ted Chai Photography; 

Lbs Restaurant, Toronto, ON; Pre-function area, 

Infinity Convention Centre, Ottawa, ON.  

Photo: Andre R. Gagne.
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FAIRMONT LE 
MANOIR RICHELIEU

22,000 sq.ft. of meeting space 
405 rooms

As magnificent in winter as in 

 summer, a paradise for those who 

appreciate wide open spaces

90 minutes from Québec City (YQB)

Spa & 27-hole golf

Direct access to snowmobile trails 

(Rental on-site)

LAMALBAIE@FAIRMONT.COM

FAIRMONT LE  
CHÂTEAU MONTEBELLO

15,000 sq.ft. of meeting space 
211 rooms

The largest log building  

in the world

Golf, Spa,  

Land Rover off-road,  

curling, sporting clays,  

dog-sledding and more…

MONTEBELLO@FAIRMONT.COM

FAIRMONT  
TREMBLANT

22,000 sq.ft. of meeting space 
314 rooms

The only ski-in/ski-out,  

full service hotel at the resort

5 Signature golf courses  

minutes away

Indoor and outdoor 

four-season pools

TREMBLANT@FAIRMONT.COM

INFORMATION & BOOKING: 

1 (888) 770-0830 | FAIRMONT.COM

SUCCESSFUL MEETINGS BEGIN WITH FAIRMONT

7:30 PM
The moment you celebrate success.
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chef Scott Torgerson claimed first place at the 

Gold Medal Plates Culinary Competition in 

Saskatoon. Torgerson’s win came less than 24 

hours after returning home victorious from the 

Culinary Olympics in Germany.

ALBERTA
Calgary International Airport has been 

renamed YYC Calgary International Airport. 

Throughout the airport’s history, “YYC” has 

been the official IATA code and will now be 

enshrined permanently in its official new 

name. +  Cineplex’s new concept, The Rec 
Room, has opened in Edmonton. Located 

at South Edmonton Common, the two-level, 

60,000-square-foot complex devotes half of 

its space to dining and live entertainment and 

the other half to amusement games and at-

tractions. On the f&b front, it has four eateries: 

Three10 restaurant, which serves an upscale 

casual menu of classic; The Loft, which serves 

pizza, shared plates, greens and sweets; The 

Shed, a quick-service venue that includes a 

poutinerie offering toppings like porchetta, 

smoked brisket, lobster and wild mushrooms; 

and The Pumps, a custom donut bar. Multiple 

bars throughout the space serve spirits, cock-

tails, six draught wines and over 20 draught 

beers, including several local craft brews. Ten 

private dining rooms accommodate groups of 

up to 250 people.

BRITISH COLUMBIA
Pan Pacific Vancouver was named one of 

Vancouver’s best hotels by Condé Nast Trav-

eler readers. The magazine’s 2016 Readers’ 

Choice Awards program drew over 300,000 

readers (nearly twice as many as last year), 

who cast votes for 7,394 hotels, 606 cities, 

500 cruise ships and 236 islands. The 23-stor-

ey property is located in downtown Vancou-

ver, on the city’s waterfront. The property’s 

503 guestrooms, including 39 suites, offer 

panoramic views of the harbour, mountains, 

Stanley Park and the city skyline. Amenities 

include two waterfront restaurants, Oceans 

999 and The Five Sails, as well as Coal Har-

bour Bar, serving West Coast Cuisine. Onsite 

meeting and event facilities offer direct access 

to the Vancouver Convention Centre. + The 
Permanent is a 2016 addition to Vancouver’s 

roster of event venues. Located in a renovated 

heritage bank building in the city’s downtown 

core, it can accommodate up to 130 guests for 

a seated dinner and up to 250 for a standing 

reception. Maximum capacity is 263 people, 

including staff and vendors.  Originally home 

to BC Permanent & Loan Company (1907) 

followed by The Bank of Canada (1935), the 

restored building features the original vault 

door and other neo-classical elements includ-

ing original stained glass, crystal details and a 

16-foot heritage bar.  
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Add a pop of colour 
                   to your next event

Add a pop of colour 
                   to your next event

Canada’s most colourful city

is even more attractive with the 

opening of the new St. John’s 

Convention Centre. The pedways 

create 100,000 square feet of 

meeting space under one roof and  

it’s ready for you. 

Contact Krista Cameron, Director of Sales, Destination St. John’s 
kcameron@destinationstjohns.com  1.877.739.8899 ext. 201       destinationstjohns.com
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SITE CANADA 2016 Education Day

MPI Toronto AGM & Volunteer Recognition Dinner

+SNAPPED
1 3

5 76

11

10

4

(Left to right) SITE CANADA 2016 EDUCATION DAY | 1.  Tiffany Drennan and Debbie Cotton-Burinski, Cantrav (Toronto); Diane Alexander, Strategic Meetings + Incentives; Katey Dignam, Cantrav. | 2.  

Brigitte Perreault, Select Group Marketing (SGM); Francine Miller, CMP, Scotiabank; Jan Zandboer, SGM | 3. Filomena Nepomuceno, DMCP, Altima Concept; Stacy Thorpe, CWT Meetings & Events; 

Debbie Miller and Stephanie Uy, Business Events Toronto/Tourism Toronto.   | 4. Andres Serrato, Connect DMC; Hayley Bishop, CMP, Wynford.  |  5. Cathleen Kelley, Monte Carlo, SMB; Patrick Smith, 

The Leading Hotels of the World; Heather Douglas, Meridican Incentive Consultants.  |  6. Liz Akey, EMA Marketing Ltd.; Kelly Shannon, MCC – Moore Carlyle Consulting; Michele Taylor, CMP, Horn-

blower Niagara Cruises. |  7.  Q Duong, Sheraton Vancouver Airport Hotel; Reggie Lang, WestJet.  MPI  TORONTO AGM & VOLUNTEER RECOGNITION DINNER | 8. Steven Barclay, Erin Ellis, Felicia 

Mongelli, Carol Grant and Marisa Goncalves, Courtyard by Marriott Downtown Toronto.  | 9. Caitlin Burgess, CMP, Canada Health Infoway; Stephanie Rapko, CMP; Christina Northcott, CMP, Canada 

Health Infoway. | 10.  Wassim Dawoud, Allstream Centre/Enercare Centre; Gabrielle Whittaker, student. | 11.  Ellen Ettinger, The International Centre; Enza Velocci, Travelodge Toronto Airport; Lynn 

Miedzik, Canada Health Infoway.  | 12. Margaret Binns, Ontario Catholic School Trustees’ Association; Jane Pearlman, DT Floral. | 13.  Stephanie Chiang, CEM and Melissa Ho, Annex Business Media; 

Delia Lapensèe, Shaw Centre (Ottawa).

13

2

8 9

12
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Destination Halifax Client Appreciation Event

2016 CanSPEP AGM & Education Day

+SNAPPED

(Left to right) DESTINATION HALIFAX CLIENT APPRECIATION EVENT (TORONTO) | 14.  Helene Moberg, Destination Halifax; Karina Davison, Gilles Lavigne and Alannah Cruickshank, Canadian Country Music 

Association (CCMA). | 15. Cheryl Tucker, Association of Workers’ Compensation Boards of Canada; Bruce MacDonald, Dragonfly Meetings and Events.  | 16.  Nalina Williams, Platinum Hospitality Group Inc.; 

Michelle Planche, CMP, Paradigm Events; Roni Feldman, CMP, DMCP, CIS, Roni Feldman & Associates | 17. Shannon Byck and John Nishi, Meeting Encore Ltd.; Catherine Porter, Destination Halifax. | 18. Joanne 

Keating, Meridican Incentive Consultants; Michelle Pollard, The Westin Nova Scotian; Terry Manion, Meridican Incentive Consultants. | 19. Janice Ruddock, Destination Halifax; Tammy Sweeney, Learn2.   2016 

CANSPEP AGM & EDUCATION DAY | 20. Robert Thompson, AV-Canada; Tuesday Johnson-MacDonald, CMP, CMM, president, CanSPEP. | 21. Caroline Aston, Aston Events & Communications; Helen Stukator, 

Blue Mountain Resorts/Westin Trillium House. |  22.  Natalie Lowe, Celebrate Niagara; Bettyanne Sherrer, CMP, CMM, ProPlan Conferences & Events; Rob Gray, Creative Club Inc. | 23.  Sherry Lucia, Tourism Ham-

ilton; Sue Martin, STEP IN Marketing Solutions; Ammar Balika, Hamilton Convention Centre. | 24.  Vicki Davis, Holiday Inn Suites Parkway Conference Center; Bria d’Amours, Starlight Children’s Foundation 

Canada. | 25. Maureen Shuell, RendezVous Communications; Karen Dowhan, CMP, Tourism London.

252423
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191817
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Search the Buyers’ Guide online at

The most comprehensive event venue and supplier database in Canada.

NEED MEETING SPACE? SPEAKERS? 
ENTERTAINMENT?

Over 3,000 meeting industry suppliers have listings  
in MEETINGS + INCENTIVE TRAVEL’s searchable,  

online buyers’ guide database

ASSOCIATIONS
SERVICE + RENTALS

SPEAKERS, ENTERTAINMENT + STAFFING
TRANSPORTATION

HOTELS, VENUES + DMOs
EVENT RESOURCES

PREMIUMS + GIFT CARDS

Air Canada OBC
aircanada.com

Business Events Toronto 22
BusinessEventsToronto.com

Burning Kiln Winery 10
burningkilnwinery.ca

Calgary Exhibition & Stampede 44
venues.calgarystampede.com

Calgary Telus Convention Centre 32
calgary-convention.com

Celebrity Cruises 37
celebritycorporatekit.com

Cineplex 12
cineplex.com/CorporateEvents

Destination St. John’s 49
destinationstjohns.com

Fairmont Hotels 47
fairmont.com

Hilton Worldwide 43
hilton.com

The International Centre 5
internationalcentre.com

Long Point Eco-Adventures 10
lpfun.ca

Luxe Modern Rentals 16
luxerentals.com

Marriott Halifax Waterfront 21
halifaxmarriott.com

Meetings + Conventions Calgary 
IBC
meetingscalgary.com

Metro Toronto Convention Centre IFC
mtccc.com

Newcom Business Media 53
newcom.ca

Quebec Business Destination 30, 31
QuebecBusinessDestination.com

Rodd Hotels & Resorts 17
roddmeetings.com

Vancouver Aquarium 48
vanaqua.org

Visit Phoenix 7
visitphoenix.com

WestJet Groups 8
westjet.com

White Oaks Conference Resort & Spa 14
whiteoaksresort.com
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We believe in the power of print and know you do too!

“Sixty-five per cent 

of M+IT readers 

share each issue 

with two to five or 

more colleagues.”
2015 M+IT 

Readership Survey

+  81% of our readers spend from 15 minutes to more than an hour

reading each issue

+   In the US alone, 234 new titles made their debut, up 21% from 2013.
(Guide to New Magazines, USA)

+  FOLIO Magazine’s annual survey of US city and regional magazines

said 2015 featured more new launches than any year since 2009.

Publications Serving Niche Markets (like B2B) Provide Unique

Content Readers Cannot Get Anywhere Else.

At Meetings + Incentive Travel, we’re proud to deliver

the education and stories that matter to Canadian

Business Event planners.  Be sure to tell our

advertising partners how much you value their

commitment to supporting business publications.

Thank you 
for reading 
Meetings + 
Incentive 
Travel

is proudly produced by 

Newcom Business Media
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I got my start in the meetings indus-
try with a rather unconventional path. I had 

always had an interest in planning, but had 

only briefly considered it as a career. I studied 

Psychology, French and continued on to 

complete a Master’s degree in International 

Development. I held various positions focused 

on international relations. Then, a few years 

ago, I joined the Canadian Bureau for Inter-

national Education to work on one of their 

international scholarship programs. When 

an internal position opened up for a manager 

of events and development, I thought it 

was too good to be true—a job that would 

integrate my professional experience with my 

education background, all with the enjoy-

ment of planning events. And while I fell into 

this position rather unexpectedly, I feel very 

fortunate to have seized the opportunity.

When people ask me what I do for a 
living, I tell them that I work for Canada’s 

international education organization. I man-

age the company’s large-scale events and 

identify development and growth opportun-

ities for existing events, as well as explore 

new initiatives. One of the greatest benefits 

of this role is the variability of work. Each 

day I learn new skills, new approaches, and 

new ways to improve our member services. 

My role offers a little bit of everything: sales, 

customer service, procurement, business 

development, sponsorship, marketing and 

promotion, and, of course, event planning.

The most challenging thing for me 
when I began my career in this industry 
was learning to plan events at a high level 

without any formal training or education 

in event planning. I had many transferrable 

skills from previous roles but I was not yet 

familiar with the language, terminology, and 

intricacies of the event planning world. Luck-

ily, this industry is very supportive and has a 

significant network of enthusiastic profes-

sionals who are more than willing to share 

advice and lessons learned along the way.

The most valuable thing I’ve learned is 

just how much a large-scale event requires 

the coordination and selflessness of a team. 

With so many elements and thousands of 

details surrounding a successful event, you 

have to rely on the support of your immedi-

ate event staff, as well as other areas of the 

organization, the host city, the venue staff, 

the suppliers and so many others. In the end 

it always comes together, but it certainly 

requires all hands on deck.

I think our industry could benefit from 
a better understanding of each stakeholder’s 

perspective in order to more fully appreciate 

the needs of each unique role in getting a 

project completed. Whether it is a supplier, 

client, venue, or host city, all play an integral 

role in the success of an event. The better we 

all understand each other’s goals and chal-

lenges, the more seamless and efficient we 

can coordinate to ensure the event’s success. 

I plan to make my mark on this indus-
try by taking a fresh approach to planning 

events. I have never been a conventional 

planner and I’m told this is refreshing and 

that it allows me to see our industry with a 

bit of a different lens. This has helped me 

identify unique opportunities, question the 

status quo, and even explore taking things 

in a new direction. I look forward to seeing 

where this career path takes me as it has 

been a fun and rewarding journey so far!  

Name
Erica Stewart

Title
Manager, Events and  

Development

Company
Canadian Bureau for  

International Education

Age 33 

Education
M.A. in International Studies 

from Simon Fraser University, 

B.A. in French and Psychology 

from Western University

“The better we all understand each 
other’s goals and challenges, the more 
seamless and efficient we can coordinate 
to ensure the event’s success.”
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Innovative and high energy, we offer the event expertise,  
amenities and hospitality needed for world-class events. 

With 1.2 million sq ft of meeting space,  
Calgary is a place where forward-thinking minds come together.  

Meet in Calgary – an intellectual hub that shares knowledge  
and promotes opportunities for the global economy.  

MEETINGSCALGARY.COM
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A LITTLE MORE CAN MEAN A LOT. 
It’s the little things in our Premium Economy Class that make a big difference. Like a larger seat with more recline and extra legroom. 
In this spacious, quiet cabin, your clients can sit down to a premium meal they’ll love, enjoy an 11" personal touch TV, and pamper 
themselves with comforts all around. Plus, they can take advantage of priority airport service. aircanada.com/premium-economy
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