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President’s Message  
Fall reminds me of transitions and the changing of the guard. As the season changes so do 

we; the warm clothes come out, we tend to hibernate more, settle in front of a fire and get 

cozy.  

This is also a time of transition for the SITE Board. We just completed our elections. We 

welcome new friends joining the Board and thank our long-time directors for your time and 

passion for our organization. 

It has been an absolute pleasure serving as your President.  It has both challenged and 

inspired me. My biggest takeaways are; many are stronger than one and don’t take yourself 

too seriously. Plus I can survive public speaking without fainting! Even if I get emotional and 

tongue-tied and say sex instead of success—no one will let me forget about that at the last 

SITE Social—but at least we know people were listening. 

To my Board friends, I can’t thank you enough. Your passion and commitment to our Chapter 

is amazing. Having travelled for SITE this year, I realize that your leadership makes us such a 

strong Chapter. While fingers are crossed that we will win Chapter of the Year for a third time in 

a row, even if we don’t, I feel that we have won already. We know that the initiatives and best 

SITE Canada office:  
6700 Century Ave, Ste. 100 

Mississauga, ON L5N 6A4 
T:  905.812.7483   

F: 905.567.7191 
office@sitecanada.org 

SITElines new flip book is 
fueled by  
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ENTER FOR A CHANCE TO

Celebrating 25 years!
WINQR

CODE

 Save Time
 Save Money
 Be On Target

www.meetingencore.com

Site Canada Calendar 
 

Dec. 16, 2014  
SITE Canada Hol iday Social  

InterContinental Hotel 
Toronto Centre 

 
Feb. 11, 2015 

SITE Canada AGM 
 

Apr. 14, 2015  
SITE Canada Social 

 
May 13, 2015  

Chapter Meeting  
 

July 15, 2015  
Members Only Event 

  
Aug. 17, 2015  

Annual Golf Tournament 
 

Sept. 30, 2015  
Chapter Meeting 

  
Nov. 4, 2015  

Education Day  

practices that we put in place this year will serve us well into the future. 

My board theme for this year was collaboration. I am proud that the Board was engaged in this 

challenge and worked together with other Chapters and amongst different portfolios to build 

synergy. Some of our achievements this year include; continued promotion of Gain InSite 

program, co-chairing the inaugural SITE North meets SITE South event, the launch of our chapter 

ICE Awards, the new Ignite-sponsored SITElines flipbook and our hosted buyer program at SITE 

Education Day. These are just a few of the successes that the Board can be proud of. I look 

forward to sharing even more at our AGM in February. 

Congratulations to our first ICE Award Program Excellence winner; Meridican Incentives. It takes a 

lot of time and effort to put together a submission for the award and I personally applaud you for 

your great work both on the incentive and your win. Congrats to our other finalists Butterfield & 

Robinson and Manulife/Meeting Encore. I look forward to continuing an active role in promotion of 

these awards and having even more of you showcase your best work that promotes the value of 

incentives. 

This is not good-bye, but a handing over of the baton to your new leader Hayley Bishop on 

January 1st. Her energy is contagious and I am confident that her leadership of your 2015 Board 

will continue to work on your behalf.  I know that SITE Canada will continue to be a leader in  our 

global SITE community. 

Change is the law of l i fe. And those who look only to the past or present are 

certain to miss the future. —John F. Kennedy  

 

Jenn Glynn 
 

As this issue went to press, SITE Canada and Melaya Horsten were recognized with awards at 
the SITE Global Conference. We’ll have all the details in the next issue of SITElines. 

 

http://www.meetingencore.com
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Dissecting the data further, the ADR is 

growing fastest in the luxury and upscale 

hotel categories, typically used for incentive 

programs. ADR is now exceeding pre-2008 

rates, and with the limited new hotel supply, 

incentive planners can expect to see larger 

price bumps until the newly financed 

projects open their doors, slowly starting in 

2016, and then increasing in 2017 and 

beyond. Dominguez’s message to planners 

was to expect ADR to increase as much as 

13% year over year in the luxury market for 

the next few years. 

Hotel operating cost increases have put 

further pressure on the negotiability of hotel 

contracts. When comparing 2007 hotel 

operating costs with 2013 costs, 

Dominquez stated that direct room costs 

and food and beverage costs have 

increased by 6% of the total hotel operation, 

and other operations have risen by as much 

as 16% of the total costs, meaning that 

there is less room than ever before to 

negotiate complimentary services and food 

and beverage offerings, and planners can 

expect increases far in excess of inflationary 

rates. 

On the delivery side, the future for hotel 

services and offerings is exciting. While 

hotels embrace the changes in generational 

SITE Canada Education Day 2014 
Luxury Hotel Market Rates to 

Increase  

Back by popular demand, Michael 

Dominguez, senior vice president, Global 

Sales for MGM Resorts International 

brought a wealth of industry intelligence as 

the keynote speaker of SITE Canada’s 

popular Education Day. Citing results from 

several highly respected industry resources, 

he capsulated hotel industry trends and 

provided evidence-based forecasting useful 

to everyone in attendance.  

The single biggest take away is the 

understanding of short-term hotel supply 

and demand. As Dominguez explained, due 

to the 2008 economic downturn, new hotel 

building and financing almost came to a 

halt, meaning that for close to six years, little 

new hotel product was added to the supply. 

Meanwhile hotel demand has slowly been 

increasing to a point where it is now 

exceeding pre-2008 levels in many North 

American markets. In 2013, a staggering 

number of records were set by hotels—

more rooms available than ever before, 

more rooms sold than ever before, the 

highest total rooms revenue ever seen, the 

highest average daily rate (ADR) and the 

highest revenue per available room 

(RevPAR). 

By: Pam Graham 

demands, IT, and culture, we will see the 

impact in new hotel design and offerings in 

the hotel experience for our incentive 

participants.  

Power Panel 

Moderated superbly by Padraic Gilligan, the 

Power Panel members introduced the hot 

topics of our industry.  This served as the 

stepping stone for each of their individual 

presentations. 

Paul Mi l ler, 2014 SITE President 

Paul Miller, SITE president, started his 

career as catering managing at Buckingham 

Palace and then moved to the incentive 

industry in 1988. As managing director of 

Spectra DMC in the UK, he is a past-

president of the Great Britain Chapter and a 

past chair of the international conference. 

Miller started his presentation by 

commending SITE Canada on its 

unprecedented achievement as Chapter of 

the Year for two years in a row.   

His presentation was jam-packed with 

useful information derived  from many 

different resources including a survey from 

over 85 incentive and meeting buyers from 

the U.S. and Europe.  

Photos courtesy: The Image Commission  
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reporting that their budgets have either not 

increased, or have increased to a maximum 

of five per cent.  And since air costs are 

taking up a larger part of the overall budget, 

the overall program will be impacted by 

reductions such as fewer participants, 

shorter programs, lower quality hotel 

selection, increasing some pay-on-own 

activities and changing from business class 

to economy class air. 

For more information on industry trends, 

see the SITE Global website for the SITE 

Index studies, and participate in the many 

SITE educational offerings. 

As incentive program producers, we need 

to be alert to trends for upcoming desirable 

destinations. Miller’s presentation identified 

criteria used by planners when considering 

an emerging destination. Not surprisingly 

the research identifies safety as the most 

important factor, and then followed by 

sufficient air scheduling, high quality hotels, 

interesting cultural and historical activities, 

great weather and then supports including 

experienced DMCs, quality ground 

transportation, and ability to promote the 

destination. 

What are the 10 hottest destinations in the 

new horizon?  Look at Panama, Croatia, 

Vietnams, Budapest, Guatemala, India, 

Peru, Brazil, Iceland and the Dominican 

Republic. 

Miller’s research results concurs with that of 

Michael Dominguez, indicating that today 

and for the next three years, we are in a 

seller’s market for high end hotel product, 

with higher prices and less room for 

negotiation. In this cycle there is more focus 

on cancellation, attrition and force majeure 

clauses. Along with the higher guest room 

rates, there will be higher minimum spend 

requirements, higher deposits, more 

aggressive payment schedules and new 

costs such as site inspections and room 

rentals. At the same time clients are 

The Ethics Debate – 50 Shades of 

Grey 

Always a hot topic, Padraic Gilligan, partner 

at Sool-Nua, from Dublin, Ireland, and a 

past president of SITE, brought a refreshing 

thought provoking perspective to 

participants. He is a past chair of the Ethics 

Committee for ASAE and has served and 

chaired diversity and ethics committees for 

other industry associations including MPI 

and PCMA. 

The presentation separated macro ethics 

from micro ethics by showing and 

Global Sales services for nearly 30 years. 
Over 160 luxury level hotels and resorts. 

20 Global Sales Offices.

ALHI.com

ALH0000 SusanBernadAd.indd   1 11/13/14   8:49 AM

http://alhi.com
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Amanda Skena 

Account Director, Group 

Walt Disney World Swan and Dolphin 

Resort 

 

I joined SITE as it offers a unique way to 

connect with the meeting planning 

community across Canada.  As an account 

director at The Walt Disney World Swan and 

Dolphin Resort, it is my privilege to partner 

with the Canadian market and bring 

exceptional meetings and incentives to our 

incredible property.    

Having worked for Starwood Hotels and Resorts for over nine years, I have had the opportunity to 

work in Los Angeles, Phoenix and now here in Orlando.  I am now enjoying my challenging new role 

handling the Canadian market, where everyone has been incredibly welcoming and supportive.  

I look forward to partnering with all of you in the SITE community, and welcome any inquiries regarding 

our iconic hotels.  

New Member Spotlight  SITE Canada New Members 

Be sure to extend a warm welcome to 
the newest or returning members of our 

chapter at future events:  

 

Karen Fior in i   

Global Planning Source 

 

Cathy Macdonald  

MCIT-Banff Lake Louise Tourism 

 

Lyne Montpetit  

InterContinental Toronto Yorkville 

 

Laura Weisman 

Cascadia Motivation, Inc. 

 

I t ’s t ime to renew your 2015 SITE 

Canada membership! 

 

The window of 

opportunity is 

closing soon on 

the ICE Award 

and sometimes the degree of the situation is 

the guiding light to make your decisions.   

The Site Code of Ethics is a good reference 

for micro situations. To date there is no 

such Code of Ethics for macro examples. 

Keys to Event Success 

With over 25 years of strategic meeting 

experience, Patricia Kerr, AVP meeting and 

event planning for Nationwide Insurance, 

was the ideal client to share her wealth of 

practical knowledge from the client’s 

perspective. 

Kerr’s three Keys to Meeting Success 

include exceptional execution, (The 

Expectation) memorable moments (The Aha 

Moment) and Strategic Alignment (The Seat 

at the Table). She explained the details of 

each of the keys that she uses for her 500+ 

meetings annually. 

The biggest takeaway from Kerr’s thoughtful 

presentation was understanding how the C-

suite thinks, which can be counter-intuitive 

discussing examples of each.   

A macro ethical situation example for a 

meeting planner is to include a social 

statement in their destination selection. 

Should the event planner exclude 

destinations where social practices such as 

child labour, sex trade, or homophobia are 

practiced?  Can one meeting planner’s 

decision or lack of decision make a 

difference? Should it make a difference? 

Several examples of micro ethical situations 

were also discussed such as proprietary 

information provided by DMCs and 

agencies. Who should share in the 

information? Who owns the information – 

the employee? The company?  Both? 

Participants agreed that they see examples 

of questionable behaviour in their work 

experience, and it can be difficult to 

distinguish correct from incorrect ethical 

practices. Gilligan concluded that although 

the end doesn’t justify the means, there are 

many shades of grey with each situation 

to the logistic, detail focused planner.  If the 

planner wants a seat at the C-suite table, 

they need to present the information in a 

matching style.  Think big—what are the 

company’s objectives, why do you want the 

meeting or program, and how does the C-

suite define success?  In thinking big, take 

on the 30,000 foot view from above, think 

three to five years out, and know the 

financial impact of all the programs in your 

jurisdiction.   

Ron Tite – Branding and Creativ ity 

Expert 

Second City trained, Ron Tite, CEO of The 

Tite Group was the perfect finishing 

speaker. With non-stop humour he 

demonstrated well known industry brand 

successes and strategies, making the entire 

day’s learning stack up in a logical and 

meaningful way to conclude the day. 
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The inaugural SITE 

Canada ICE Award is 

to give our members 

industry acclaim for 

the world-class travel 

incentive programs 

they regularly design and deliver. 

The ICE Awards are comprised of two 

categories: 

Program Excel lence recognizes an 

incentive program, designed and managed by 

a SITE Canada member, and applies to both 

group and individual travel incentive programs. 

Destinat ion Excel lence recognizes a 

creative and impactful initiative developed by a 

SITE Canada member, aimed at promoting the 

growth of the incentive travel market as a 

whole. Special consideration will be given to 

promoting collaboration with the destination, 

and showcasing cultural and other unique 

elements. 

In this inaugural year we did not receive a 

submission for Destination Excellence but I am 

confident that this will be a very competitive 

category in the coming years. 

In the category of Program Excellence we 

received a number of submissions and had a 

difficult task of determining which program 

was the winning entry. The submissions were 

graded on a 100-point scale with 20 points 

available in each of the following areas: 

 - Objectives of incentive program including 

metrics  

- Budget optimization  

- Creativity of program 

- Destination and culture 

- Overcoming challenges and innovative 

execution  

Bonus points (to a maximum of 20) will be 

given to any applicant who illustrates 

exceptional performance in any of the above 

five categories.  

The finalists for the SITE Canada ICE Awards 

were: 

- Butterfield & Robinson with their program to 

Rome and Tuscany 

- Manulife and Meeting Encore Group teamed 

up to present their program to Monaco 

- Meridican Incentive Consultants submitted 

their program to Barcelona   

It is important to note that only six points out of 

100 separated the excellent submissions. Also 

worth noting, all of these programs 

demonstrated the power of relationships 

between client and planner and planner and 

supplier. In all cases, these programs would 

not have been as successful as they were 

without strong, established working 

relationships between all parties. It bears 

noting that the program with the most 

illustrated negotiations (Manulife / Meeting 

Encore Group) fully embraced SITE Canada’s 

Gain InSite program. 

Butterfield and Robinson’s submission was a 

smaller program in terms of participants with 

30 travellers which afforded them the ability to 

truly be “hands on” with their host to 

participant ratio and create more exclusive 

activities like private viewings in the Vatican 

and an aperitif with the Count, Marchese 

Guiseppe Ferrajoli at Pallazzo Ferrajoli.  This 

program beautifully captured the essence of 

what it means to be in Italy and the concept of 

la dolce vita.  

Inaugural ICE Awards 

Manulife/Meeting Encore Group had the 

largest group size but still successfully met 

the needs of participants with participant 

survey scores through the roof. The metrics 

of this program were detailed and the ROI 

diligently illustrated. This program 

demonstrated that even a very large group 

can provide business results and high end 

incentive participant satisfaction. 

Meridican Incentive Consultants submission 

focused on perhaps one of my favourite 

things—food. The destination was Barcelona 

and as the client is in the food industry, they 

took this theme and wove it through the 

program. Theming, attention to detail, 

exclusive events as well as a focus on 

business results—this program had it all and 

more. The program was not without 

challenges, including a labour demonstration 

on the biggest night of the program that was 

mitigated through DMC contacts within the 

local constabulary, and at no cost. 

Relationships—gotta love ‘em! 

Our committee had a difficult task. One 

program was off the charts on objectives 

including metrics and another was creatively 

brilliant. All three were very strong in 

destination and culture.  

At the end of the deliberations the winner of 

the 2014 SITE Canada ICE Award for 

Program Excellence was Meridican Incentive 

Consultants. 

From left: Paul Miller and Joe Orecchio congratulate Diane Alexander and Heather 
Douglas on their ICE Award win. 

By: Joe Orecchio 

Photo courtesy: The Image Commission  
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ICE Award Win 

President’s Cup Barcelona 
2013 

 
Diane Alexander 

Business Development, North America  

Team Lead, Meridican Incentive Consultants   

It’s incredible how many people in the Meridican office touched 

this program, over the course of the two-year period from 

presentation to the client in Chicago to the actual program for 

560 participants in May of 2014.  

I would say that no one person deserves the credit for this 

program. Our team included our planners (buyers), two program 

managers and two air specialists, all of whom had a huge 

impact on the success of this program. Additionally there were 

many people in our office who helped with website building, 

creative writing and assisting participants. We had a strong 

program lead, and several more people in the office helped with 

our submission to the ICE Awards.  

Our client is in the food business, so the food culture in 

Barcelona and Spain took centre stage. Our submission for the 

ICE Awards took the form of a cookbook, a recipe if you will, for  

a great incentive program, which included lots of pictures!  

Every night we had a different function, one evening at the 

Codorniu Winery, our gala evening at the Hotel Arts Barcelona 

and a grand farewell evening at the stunningly beautiful Oval 

room at the MNAC Museum in Barcelona surrounded by 

collections of Catalan art and history. The venues were stunning 

and the caterers were outstanding. For our client, it was 

important that the food be exceptional.    

It was really special to be recognized by our peers for what we 

do every day and what makes our industry so extraordinary.  

It is also important to recognize our supplier partners on the 

ground, our DMC, MTZ Destination Management Company and 

the Hotel Arts Barcelona.They took our program to heart and 

helped elevate it to a higher level.  

Lastly, our client encouraged us to run with our ideas and 

creative suggestions and challenged us to think outside of the 

box. It was truly a team effort on every level, so this is an award 

that we share with a lot of people.  
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You can also participate in our “arm’s length” raffle and silent 

auction for great holiday gifts. 

We are looking for prize donations. If you have a great holiday 

gift item (hotel stay, electronics, gift certificates) you would like 

to donate please contact the SITE Canada office at 

mailto:office@sitecanada.org 

You can register for the Holiday Social here.  

 

In keeping with this year’s theme of collaboration, SITE Canada 

and SITE Texas coordinated our first SITE North meets South 

event prior to the IMEX trade show. We were hosted by the 

lovely Delano, Las Vegas hotel for our meeting and reception. 

The Delano Las Vegas provides a touch of South Beach to the 

Vegas Strip with its all-suite boutique offering. 

This event brought 20 SITE 

Chapter leaders from nine 

different chapters around the 

globe. The group was 

welcomed with an update on 

SITE and what we can expect to see from the association in 

2015 and beyond with a presentation from Kevin Hinton, chief 

excellence officer of SITE, and 2014 SITE president Paul Miller, 

managing director of Spectra DMC in London, England. We 

had the chance to discuss issues affecting all of our chapters 

such as: how to engage members from large geographical 

areas, volunteering, creating real value for our members and 

sponsorship. We took this opportunity to share best practices, 

how to best serve our members and brainstormed ideas for events 

and education with each other. SITE Canada shared a number of our 

programs with sister chapters, including Gain InSite, our Young 

Leaders program and mentoring sister chapters.  

The event was capped off with a reception in one of the penthouse 

suites in the Delano overlooking the 

Vegas strip. We continue to look for 

ways to engage with other chapters on 

how we can provide even more value 

to our current and potential members.  

At SITE Canada we look forward to 

incorporating some of our insights to our events for 2015. 

We encourage everyone to get involved in your local chapter. When 

travelling, reach out to our other chapters and leverage your 

membership by attending chapter events. Hopefully, this will be the 

start of many more networking opportunities and chances to 

collaborate with our other SITE chapters. 

 

SITE North-South 
By: Lynne Coyne 

Get Merry – SITE Holiday Social 

Join friends and colleagues as we celebrate the holiday season 

and toast yet another successful year for the SITE Canada 

chapter. The InterContinental Toronto Centre will host our 

annual gathering at the spacious Azure Restaurant & Bar, with 

a wonderful array of exquisite appetizers.  

We hope you will take a moment during the busy holiday 

season, to help us give back to our local community. We are 

collecting items for the Windfall Basics charity and its Jo’s 

Snowflake Program. Many of the children that Windfall serves 

enter shelters in the middle of the night with nothing more than 

the clothing on their backs. Jo’s Comfort Packs are a backpack 

full of comforting items given to children to help ease the 

trauma they are experiencing.  

Please help SITE Canada build packs by bringing any of the 

following new children’s items: pajamas, toothbrush, books, 

stuffed toys, blanket or slippers. Cash donations can also be 

made towards this cause on-site during the social. The cost of 

a full back pack is $41. 

By: Jennifer Moir 

http://www.windfallbasics.com/index.php
http://www.windfallbasics.com/index.php
http://www.sitecanada.org/index.php?mact=EventsManager,cntnt01,detail,0&cntnt01articleid=54&cntnt01origid=15&cntnt01returnid=66
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Liz Akey, 

Executive Director 

EMA Marketing   

I am thrilled to be returning to the SITE Canada Board having been gone for two years. I truly have missed my 

SITE friends and colleagues and working with such a group of dedicated and esteemed professionals. 

Our Chapter just continues to grow stronger in many respects and our recent Education Day was a prime 

example of the high level of education we provide to our members and the incentive industry. 

It is an honor to be elected on this 2015 prestigious SITE Board of Directors. 

 

John Crowe 

President 

Metracon Travel Group Inc. 

I am happy to have been re-elected to the board and look forward to new initiatives for 2015. The first two 

years have been such a learning experience, and I am excited to contribute in a new way for the next two 

years. The Canadian Chapter is a very strong organization and we will need to keep that momentum going— 

I’m confident that our new board will have no problem meeting that challenge. 

 

Brock Dale 

Sr. Coordinator, Group Sales 

Porter Airlines Inc. 

I've attended as many SITE events as possible throughout my tenure at Porter. Spending time with the 

membership, making industry connections, and learning from the pros enticed me to get more involved with 

the organization. When the opportunity to join the running for this years board election opened, I jumped at 

the chance. I'm quite excited to work with so many talented people from whom I can learn so much about the 

industry. 

 

El l ie MacPherson 

Senior Vice President s m + i Strategic Meetings + Incentives   

"Being part of the SITE Canada Board is a privilege coupled with an opportunity to give back to an industry I 

have lived and breathed for 30+ years. SITE Canada is charting an exciting and innovative path for the future 

of our industry through education, networking, and collaboration not only locally but on a worldwide scale 

through Site Global.  

On a personal level, the opportunity to continue to learn and grow alongside talented industry professionals is 

unparalleled."        

SITE Canada Board of Directors Elections 
For the second year in a row, there was an election for four of the 13 seats on the SITE Canada Board of Directors. The slate of six candidates 

included: Liz Akey, CMP, Melanie Cook, John Crowe, Brock Dale, Ellie MacPherson and Thomas Rado. 

After voting closed on October 24, two incumbents, John Crowe and Ellie MacPherson had been re-elected, with Liz Akey returning to the board 

and Brock Dale emerging as a new board member.   
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If there was ever a perfect time to support a 

program to encourage young professionals 

in the industry, the time is now. The SITE 

Global Young Leaders program welcomed 

60 attendees to the annual Young Leaders 

Conference, held prior to IMEX America this 

year. Reporting the largest turn out in years, 

the growth of the program is incredibly 

promising for 2015.   

The conference involved two full-days of 

education and networking featuring 

prominent speakers including tourism 

historian Paco Alvarez, curator and historian 

at Zappos Inc., Scott Voeller, senior vice 

president of sponsorship and event 

marketing MGM Resorts International, 

Cathy Tull, senior vice president of 

marketing, Las Vegas Convention and 

Visitors Bureau, and Tara Thomas, co-

founder and CMO, the Meeting Pool. While 

the City of Lights offers a surreal backdrop 

compared to the realities of most tourism 

destinations, the knowledge and passion 

imparted by these industry leaders provided 

inspiration on a grand scale.  

Attendees participated in animated 

discussion over the challenges of preserving 

the historic integrity of a city that is 

constantly in a state of change. The need 

for genuine experiences over a contrived 

environment often arises with clients who 

want their guests to experience the “real” 

destination. Alvarez outlined the challenges 

of preserving the historic Las Vegas to 

visitors in an unexpected way, with the 

revival of the downtown arts community. 

Voeller shared with the SITE Young 

Leaders the exciting growth of the 

MGM brand, their positive approach to 

recession challenges and how they are 

constantly evolving to meet their clientele’s 

needs. The numbers he quoted were 

staggering, but the lessons were apparent.  

Voeller shared that the new generation of 

tourist doesn’t spend their money on 

gambling, those 20-35 visiting Las Vegas 

will easily spend 80%+ on their experiences 

in Las Vegas; on upscale accommodations, 

entertainment and exceptional dining.  

This has changed the name of the game for 

many hotels on the Strip as properties 

become known—not for their high rolling 

stakes, but for the latest high profile musical 

artist they are featuring. The competition is 

fierce as brands strive to associate 

themselves with the next big thing.  

MGM Resorts has never been one to shy 

away from the challenges of a changing 

audience. Just recently they launched 

Hakkasan, a club that cost over $131 

million to build, yet made multi-millions on 

its first weekend alone. However with 

names such as Tiësto coming on board as 

a guest DJ, they’re easily making up for the 

big price tag. They know their audience 

wants authentic, so they’re giving it to them. 

An eight-acre park for outdoor music 

festivals along with a full-scale amphitheater 

for those artists who demand larger stadium 

spaces is slated to open in 2016. 

Understanding your audience and what 

they’re looking for is imperative to success 

in the tourism industry. MGM knows that 

Generation NEXT will make up 50% of the 

workforce in just five to six years, so Voeller 

challenged the Young Leaders to take a 

good look at how they will adapt their 

approach to the industry. 

Building on Voeller’s presentation, professor 

Todd Uglow from the University of Las 

Vegas lead the group through the ups and 

downs to booking big name talent for 

events. Whether you are a planner looking 

to book an act for your event, or a 

hotel/resort property bringing an artist in to 

entertain clients, there is a certain element 

of risk. A seasoned artist who works within 

the corporate sector is a much safer 

investment than a high profile “celebrity” 

performer, but doesn’t always hold the 

same cachet that is desired for incentive 

level programs. Uglow  detailed the unique 

aspects of booking these type of artists: 

from tracking down their “real” agent, to 

contracting – to the unknown factor that 

comes with high demand riders, dealing 

with the “diva complex” and last minute 

cancellations. Preparation is always key and 

there comes a point where you need to 

decide if you’ll invest in an expensive back 

up plan, or take the risk of forging ahead.  

One of the highlights of the conference for 

many was the incredible breakfast, panel 

discussion and behind-the-scenes tour at 

Mandalay Bay. In a lively, interactive panel 

The NEXT Generation 
of Leaders  

at IMEX America 
By: Melaya Horsten, CMP 
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discussion featuring Rick Fields, senior vice 

president, Casino Operations, Sean 

DiCicco, vice president Food & Beverage, 

Stephanie Glanzer, vice president Sales, 

Stacey Stark, executive director Convention 

Services, and Trinka Kuftedjian, director, 

Human Resources, the Young Leaders 

were encouraged to push themselves 

professionally as they navigate the 

unconventional landscape of the tourism 

industry.  

The panelists shared from their own 

personal stories of growth, the importance 

of mentors in their lives, and the attitude 

needed to succeed. Career growth 

shouldn’t be about simply getting that next 

title, but rather pushing yourself to get 

better, take on new challenges, and feel 

pride in your work. It’s about personal 

fulfillment as much as it is making a bigger 

pay cheque.  

The morning was topped off by a complete 

tour of the Mandalay Bay’s conference 

facility, the casino’s high stakes room, the 

front of house operations and the launch of 

the newly rebranded tower, the Delano. 

Thank you to Mandalay Bay for providing 

the Young Leaders with an exceptional 

morning of learning! 

The success of this program could not have 

been possible without the hard work of the 

SITE Young Leaders Global Committee. To 

learn more about SITE Young Leaders, 

please visit SITE Global. If you are interested 

in sponsoring the SITE Young Leaders 

program, please contact Diane Alexander.  

SITE Young Leaders is a program designed 

to engage young professionals with SITE at 

an early stage in their career. Marriott is the 

sponsor of  SITE Canada Young Leaders. 
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The staff at the Mandalay Bay Hotel took the 
Young Leaders on a behind-the-scenes tour. 

Young Leaders heading out on a tour. 

http://meetingservicesapp.com
http://www.siteglobal.com/p/cm/ld/fid=188
mailto:dalexander@meridican.com
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By: Vlad Haltigin, CITE, CIS 

The Destination Canada - Maximum Velocity Forum in Winnipeg was 

convened to examine why Canada’s tourism business had fallen from the 

eighth position in the world to sixteenth in just over 10 years. Stakeholders 

from all over Canada representing government, the meetings, incentives 

and conventions business, the leisure tourism business, and as well as 

destination marketing organizations airports and carriers met with The Hon. 

Maxime Bernier, Federal Minister of State for Small Business, Tourism and 

Agriculture, and The Tourism Industry Association of Canada (TIAC) to 

determine next steps in order to raise our country profile within the world. 

The fact that the Business Events Industry Coalition of Canada (BEICC) 

was invited to participate was fitting, as it plays a rapidly growing and 

important role in championing the business meetings and events industry.  

The BEICC was first established in Canada in 2009, following government 

direction in both USA and Canada for organizations to rein in spending on 

travel, hospitality, conferences. It comprises nine key associations - MPI, 

PCMA, SITE, ADME, CAEM, CanSPEP, CAPS, ISES and Convention 

Centres of Canada - and was formed to be the voice of business events, 

as well as to raise the industry’s profile. Business events are a key, 

strategic business tool that drives creativity, employee loyalty, and business 

success. The BEICC gives the industry a sharper focus of its value to the 

overall Canadian economy.  It takes time to develop that focus, and over 

time, advances are made. 

In January 2013, the Canadian Tourism Commission (CTC), responsible for 

marketing tourism to Canada around the world, recognized the unique and 

important role that business meetings and events play in supporting 

Canada’s international business by renaming their Meetings, Conventions, 

and Incentive Travel group as Business Events Canada—an ideal synergy 

with the work that BEICC is doing. Business Events Canada has to have 

the capability to continue to reach clients around the world frequently and 

consistently. They do a really good job, and have carefully crafted a 

strategy to be in line with seven priority industry sectors in the federal 

Global Markets Action Plan.  

One of the key issues identified at the Winnipeg Forum was that in order to 

regain its position in world tourism rankings the (CTC) should restart its 

marketing  efforts in the U.S. Four years ago the CTC curtailed its U.S. 

marketing campaign in favour of targeting tourists in overseas and 

emerging markets.  

It requires a concerted effort by the entire tourism industry, including 

business events, through  influence with government to secure more funds, 

so that the CTC is able to carry out that increased level of marketing. As 

the luncheon speaker, Minister of State Maxime Bernier, clearly said he 

was open to listening to proposals on how to achieve this. TIAC has 

Business Events are BIG Business  
already called on the CTC to resume marketing to the U.S. market. With an 

impending general election in Fall 2015, the time is right for lobbying. 

Bernier’s response was that upon the appointment of a new CEO at CTC 

this Fall, he will be open to finding new ways to get back to investing in the 

U.S. market. As it turns out, David Goldstein, president of TIAC was 

announced as the new CEO on October 16th. This is a clear and positive 

encouragement for the industry as a whole to mobilize.   

In his former role with TIAC, David Goldstein told participants that there is 

no easy button to success. The industry has to be organized and must 

make the case for compelling change in an environment where many other 

industries are all clamoring for government attention. It is essential to frame 

issues properly in order to have a chance at that success. It takes 

decisions in 15 federal departments and agencies to affect the travel and 

tourism industry. Encouragingly, there appears to be a new willingness by 

the federal government to listen and work with industry partners. Goldstein 

went on to say that tourism is part of a global mobility economy, and that 

progress will evolve from collaboration by different sectors of the industry, 

and not in a top-down manner like other industries, such as resources or 

automotive.   

Collaboration between its many independent suppliers will be important to 

raise the business event profile and influence. In terms of the Canadian 

economy, business events is already a significant contributor: while it 

accounts for just 16 per cent of all visitors to Canada, it generates almost 

one quarter of all revenues, and what is more, over 80 per cent of business 

events travelers to Canada already come from the U.S. 

From a BEICC and business events standpoint, the Canadian Economic 

Impact Study (CEIS 3.0), reinforces several significant and eye-opening 

findings. The CEIS 3.0 study was conducted by Maritz Canada and the 

Conference Board of Canada, on behalf of the MPI Foundation, and has 

now moved to the BEICC for implementation and further development.  

Here are some of the findings: 

The business events industry delivered no less than $27 billion to Canada’s 

GDP in 2012, the base year for the data.  

Business events account for 1.5% of Canada’s total GDP. What is more, 

business events also contributed $8.5 billion in taxes and service fees to all 

levels of government. 

Business events drove a significant level of employment, over 340K jobs, of 

which 200K were full-time. 

These jobs are generally well paid, averaging almost $50K a year, and 

account for about 2% of all employment in Canada. 

The relative size of the business events industry in Canada is significant. It’s 
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as big as agriculture, forestry, and the arts and entertainment industry. 

Additionally, the number of jobs is nearly double that of 

telecommunications, or utilities.  

These are powerful and relevant facts that government must be aware of. 

An important side note is that business events, and tourism as a whole, 

have a rapid impact on employment as the economy rises and falls. For 

that reason, maintaining the focus on business events and tourism 

without doubt should be an important priority.  

It is a fragmented and fluid industry, with a collection of independent 

suppliers, who create formal and informal partnerships with as many 

stakeholders as necessary, based on the requirements of an individual 

event. These independent, small-business suppliers operate in every 

corner of our country. They need encouragement and help to attract 

business, and to be able to seamlessly implement programs for clients, 

with committed and well-trained employees.  

People in this industry love what they do, and get much satisfaction from 

the programs they create. They can be said to be the classic profile of 

small business entrepreneurs, whom Joe Oliver, the federal Minister of 

Finance, recently mentioned as “the drivers of Canada’s prosperity.”  

In preparing for this forum, I spoke to several business events industry 

stakeholders from Halifax to Vancouver. Unanimously, they shared a 

common view that Canada as a destination simply must be on the radar 

screen of potential clients around the world through CTC to recover its 

pre-eminent role, and must involve stakeholders from all 10 provinces and 

three territories. Sustainable long-term funding, both direct and indirect, is 

vital. Additionally, continued participation by individual suppliers in 

worldwide trade shows and expositions such as IMEX, EIBTM, MPI WEC 

Forum, ASAE, ICCA, and many others, will help increase our profile. 

During the event it was very stimulating to observe a strong commonality 

and agreement between forum delegates in the various industry sectors—

business events, leisure, and air industries—of how important it was to 

the federal government to pay attention not only to the impact of their 

segments of the tourism business as a whole to Canada’s economy, but 

on the way in which Canada interacts with the rest of the world. It truly 

does connect humanity. Our industry has a key role to play. Now is the 

time to raise our collective voices and be heard.  

 

 

 

 

 

SITE Canada has decided to donate to various charities this year. We 

invited Jennifer McGregor, communications manager at Windfall Basics 

to tell us a little more about this charity.  

Windfall is an award-winning registered charity that provides new, 

donated clothing and other basic-needs items to 64,000 people in the 

Greater Toronto Area who are struggling with poverty. More than 21,000 

of them are children. The items are distributed through 100 social service 

agencies, such as shelters for abused women and children, centres for 

newcomers to Canada and job-training programs. New basic necessities 

promote dignity and help increase life-improving opportunities. For every 

$1 spent to operate, Windfall puts $56 worth of new basic-needs items 

into the hands of those who need them most! Windfall also provides 

meaningful job-training placements and workshops for hundreds of 

people each year. 

Windfall was grateful to be chosen as the recipients of a winter clothing 

drive by SITE Canada this past September. We are also thrilled to be 

involved with your Chapter again for the holiday event this coming 

December. Thank you to SITE Canada for their incredible on-going 

support of Windfall and helping individuals living in poverty across the 

GTA. Together we can make a difference! 

Windfall volunteers were 
happy to receive the hats, 

mittens and scarves donated 
by attendees at our September 

Chapter Meeting.  
 

John Crowe and Jennifer Glynn present a cheque to 

SITE Canada CSR – Windfall Basics 

John Crowe and Jennifer Glynn present a cheque to KidSport 
at the September Chapter meeting. KidSport was our charity 

of choice for our 2014 Golf Tournament. 
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http://www.sitecanada.org/index.php?page=support-our-sponsors

