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s partners in this industry, how do we collectively embrace
the future in the global context of revolutions and
upheavals? How do we partner-up to make the right
choices to stay strong and relevant despite a new order of
things? How can we sharpen our vision, strategies and

skills in a concerted effort to make our industry thrive? 
For one thing, we need to meet at the Summit... At the Global Speakers Summit in

Vancouver, December 8–10, 2013. The Summit is way more than a convention: with
more than 11 countries represented and major industry players from around the
world being actively involved in the program, we have a unique platform to give us
the right elevation and perspective to create a sustainable vision for our collective
future.
As you know, brilliant programming in a convention is more than just a series of

sessions arranged in a logical order. In a recent conversation with Sid Ridgley, CSP;
2012 Spirit of CAPS Recipient, and 2013 Global Speakers Summit Chair, he shared his
vision for this unique event – a first in North America. “Like a great movie, the Sum-
mit will take the delegates on an intellectual, emotional and physical ride. The pur-
pose of the ride is to create a meaningful experience through a delicate balance of
knowledge, exchange and entertainment,” said Ridgley. “We want to provoke, inform
and challenge the participants’ views. The Summit is faithful to the need to have a
beginning, middle and end, as each day will progressively address the challenges we
face. Sunday is about Revolutions. Monday is about Upheavals. Tuesday is Choices.
This Summit has integrated entertainment throughout the storyline to help the audi-
ence shift, both emotionally and intellectually, from one scene to another,” he said.
This is our opportunity to get a better, deeper understanding of our industry

through compelling knowledge and enlightening insight. As Albert Einstein so elo-
quently pointed out: “Any fool can know. The point is to understand.” And there is no
better time than now to collaborate in making sense of the forces at play.
A the Summit, a breathtaking 360° panoramic view spanning our entire industry

will stretch before our eyes. Whether you’ll want to look at the landscape through a
telescope or through a microscope, you’ll have a clear picture of what your options
are going forward.
So, I invite you to check out the program and register now if you haven’t done so

yet (www.gss2013.com) as we definitely want you to be part of this unique journey
with us.
Meet you at the Summit...

Nabil Doss
2013 CAPS National President

PRESIDENT’S MESSAGE

The Summit Beckons
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T
aking into account different cultural prac-
tices and preferences when planning events
is growing in importance in Canada, a coun-
try with a diverse population. A recent sur-
vey published by Statistics Canada shows

that of the 35.1 million people who live in Canada today, 20.6
are foreign-born. As three speakers with vastly different back-
grounds share from their experience, applying a combination
of forethought, courtesy and awareness can make everyone
feel included in events and give them a sense that their contri-
butions are valued.

RESPECT: THE BASELINE FOR UNDERSTANDING
JJ Brun was in a tough situation. As a member of the Allied
Military Intelligence Battalion working in war-torn Boznia-
Herzegovina in the early 90s, his job as a contact handler
looked nearly impossible. His task was to establish and build
relationships with local authorities, ascertain their intentions
and level of support and report back to his military command-
ers. First, he had to find a way past the fact that the local pop-
ulation was a mix of three different ethnic groups who spoke
different languages, came from different cultures and were at
war with each other. That was just one challenge – ensuring
his findings would be understood back at headquarters was
another. The mission itself was made up of troops from more
than a dozen different nationalities, all having to use English
as the working language. 

JJ quickly realized that the key to doing the job well was to
gain an understanding of the way the various people he
encountered viewed the world. That meant finding a way to
connect with them by design, rather than simply relying on
chance. By the time he left for home, he had built one of the
largest networks of local contacts in the region, pulling in
human intelligence that was critical and timely to decision
making in aid of establishing peace. Although he didn’t know
it then, the insights and tools he developed in the midst of
that conflict would prove invaluable in another career.

As principal of JJ Communications, Inc., JJ, better known
as “The Retired Spy,” now teaches business leaders and organ-
izations how decoding human capital can make the best use
of their resources in today’s multicultural workplace. The
baseline for understanding a person, JJ believes, is respect for
their model of the world. That model, he says, is constructed
by a combination of each individual’s life experience and
nature. Labelling people or pigeonholing them does nothing
more than taint the information. 

“People often react to different cultural practices with the
thought ‘Why can’t you be normal like me?’” JJ says. “But
what’s normal? In Africa, people often communicate through
stories. In North America we’re more direct. We focus on the
bottom line,” he says. “Achieving an open, fresh, non-biased
attitude towards people of different cultures isn’t always easy,
especially if your view has been influenced by negative reports
in the media. You’ll do better if you learn to respond to peo-
ple, rather than simply react.”

As the organizer of the Fast Track program for new speakers
offered by the Ottawa Chapter of the Canadian Association of
Professional Speakers, JJ recently had an opportunity to put
theory into practice. Realizing that the group included new
Canadians, he devised an end-of-program survey and offered
participants the choice between filling it out on paper or pro-
viding feedback orally. That simple step went a long way to
making everyone comfortable with providing feedback.

THINK PAST INTENT TO IMPACT
No one is more aware of Canada’s diversity than Ruth Sirman,
principal of CanMediate International, a company that pro-
vides a wide range of services to organizations dealing with
conflict. Ruth regularly criss-crosses the country and travels
north of the Arctic Circle to provide training, act as a media-
tor and facilitator or consult on organizational conflict
processes. In one mediation session she conducted recently, a
group of 32 people represented 28 countries.

She also speaks at events abroad and is careful to prepare

MULTIPLE CULTURES
Bringing together the mosaic

By Wendy Cherwinksi
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before each trip. Language is one area
where she pays special attention, even if
the meeting or conference is going to be
conducted in English. You have to keep it
simple and clear, she says, and avoid collo-
quial language in both written materials
and spoken words. “People may be reading
a handout or listening to someone speak

in their second, third or even fourth language. I ask listeners
to gesture if they’ve missed something. Then, if they do, I
offer another simple explanation,” says Ruth.

Body language is another area that can be very different,
she says. “In some cultures, for instance, nodding means No
not Yes. Or, it may mean that someone is listening without
indicating agreement – a difference that has the potential to
create major misunderstandings. It’s important to find out the
norms for verbal and non-verbal communication in different
cultures as well as the dos and don’ts regarding courtesy,
clothing, food and humour.”

Ruth takes a similar approach to designing exercises so that
activities don’t put people in awkward situations. Asking peo-
ple to work closely together or to share personal information
can backfire depending on who is in the room she says. “Dif-
ferent cultures have different boundaries as to what is appro-
priate to ask people to do and what questions are considered
‘personal’ and would be seen as intrusive,” she says. “Always
keep in mind that there can be a big difference between your
intent and its impact on others. Their willingness to engage
will depend on their comfort level with you, the rest of the
group and the nature of what is being asked of them.”

Silence does not equal consent or agreement, so it’s impor-
tant to be cautious about assuming that everything is okay,
cautions Ruth. “Don’t be afraid to manage an event by walk-
ing around. Keep your eyes and ears open to what’s happen-
ing. Are people participating or not? And, if not, what’s up?”

Ruth also advises people who are concerned with avoiding
missteps to seek out a trusted source and engage in a frank
and open conversation prior to an event or trip.

Despite the most sincere efforts to prepare and remain
aware, it’s still easy to make mistakes when dealing with
people from other cultures Ruth says. “A faux pas doesn’t
have to be the end of the world. If you do make a gaff,
address it as soon as you can following this process:
acknowledge the error, apologize, do your best to make it
right and don’t do it again.”

CROSS-CULTURAL COMMUNICATIONS: A NECESSITY
Paying attention to cross-cultural communications in the
workplace has gone from being a nicety to a necessity says
Tina Varughese, president of a Calgary-based company called
t-Works that specializes in
cross-cultural communica-
tions. “Now that one in five
Canadians is foreign born,
chances are practically any



meeting or conference is going to
involve people from different cultures,
many of whom speak English as a sec-
ond language,” says Tina.

To help events go smoothly, Tina
advises meeting planners to pay spe-
cial attention to three areas: food
choices, event communications and
social media. In terms of food, some-
thing as simple as making sure that
egg salad and vegetarian sandwiches
are served on platters separate from
sandwiches that contain meat can go a

long way to ensuring everyone is comfortable.
Encouraging speakers to accompany their words with visuals

that reinforce their points is also a big help to audience mem-
bers who may not have a perfect grasp of the language Tina
says. “People can often read a second language better than they
can follow it being spoken. So, showing slides that reinforce
key ideas and distributing handouts are great aids to under-
standing.”

Social media provides a communications channel with
people who may be uncomfortable communicating directly
with speakers or facilitators. By giving them another means to
ask questions or contribute to the discussion, event organizers
can do a lot to help everyone participate in the conversation.
For that reason, Tina says meeting planners should arrange

Twitter hashtags and encourage speakers to share electronic
contact information.

Seating is another area where a simple planning decision
can have a big impact on participants. Putting people at
round tables is well documented as a means of making people
feel included and for encouraging interaction. Similarly, Tina
says giving speakers the option of wearing a lapel mic so they
can move around the room instead of standing behind a
lectern can stimulate interaction and heighten participants’
sense of inclusion.

When it comes to the way Canadians communicate, Tina
describes our cultural norm as falling dead centre between
indirect and direct styles of communication. Even on this
issue we tend to sit on the fence, she jokes. However, she
emphasizes that communications style is a matter to consider
carefully when planning meetings. Tina recommends always
creating an agenda and setting time limits for each item as a
means of keeping everyone on track. 

At the same time, she warns planners against selling quiet
participants short. In some cultures, she says, in particular
those of Southeast Asia, reflection is more highly valued than
thinking on your feet. “The person who sits at the table in
quiet contemplation while a discussion rages around them
may have a great deal to offer given the right encouragement
to contribute,” she says.

Similarly, people should be slow to judge behaviour that
seems rude or difficult Tina warns. What might come across as
impolite or contrary may simply be a case of someone using a
different communications style rooted in culture. Likewise, a
speaker who sees a good chunk of the audience at work on
their mobile devices shouldn’t assume they’ve lost interest in
the presentation. They may simply be using translation apps
to follow along. 

Taking steps to make everyone feel included in meetings
and conferences regardless of cultural background doesn’t
have to be a daunting challenge. Becoming aware, thinking
ahead, and briefing and properly supporting everyone who
has a role in the event will go a long way to ensuring success.
“It’s also good to remember that, for all the differences, there
is one thing people of all cultures share,” says Tina. “We all
understand the meaning of a smile.”                                     SOI
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W
hen Marshall McLuhan,
noted Canadian philoso-
pher on communication
theory, coined the famous
phrase “The medium is

the message” in 1964, he was ahead of
his time. He was also astute in his
observations about our becoming a
“global village” in a time prior to the
Internet and social media.

We do live in an era where the medi-
um has become the message. Where, for
example, choosing to read a daily news-
paper on a tablet versus a broadsheet
hard copy can fundamentally alter how
we interact with the content. The way
we now find out about world events,
facilitated by social media, bottom-up
citizen reporting, and multimedia inter-
activity has fundamentally changed the
message. Arguably, as technology
advances, there is little chance of turn-
ing back. The form of the medium now
embeds itself in the message, creating a
symbiotic relationship where the medi-

um itself influences the message. 
For meeting planners, the speakers

selected become the medium for the
meeting or conference message. Getting
it right is critical. Increasingly, it’s not
only the speaker and their message, but
also the technology they employ that
have become part of that message.

TECHNO DISTRACTION
The very presence of technology and
the temptation to use it at times to
excess can blur the line between what is
message and what is medium. Frankly,
if used poorly to communicate key mes-
sages, technology can be a distraction.

Ponder the criminal abuse of Power-
Point, when the use of excessive tables,
charts and bullet points, turns a presen-
tation into a projected document, rele-
gating the presenter to a talking puppet
while the audience reads the content
on screen. Audiences will either listen
to what a presenter is saying or read the
slides themselves. They won’t do both

because we tend to focus on one stream
of verbal communication at a time. Lis-
tening and reading are conflicting
activities.

Then, there’s the use of Prezi and the
frequently induced visual vertigo. Audi-
ence members should not need seasick-
ness medication to attend a presenta-
tion. Excessive transition movement and
animation can be terribly distracting. 

Finally, there’s the equivalent of the
photo essay on screen that leaves us
laughing but unable to remember any
content several hours later. That’s a
style-over-substance offence in the
other direction.

Of course, all these assume that tech-
nical glitches don’t render the speaker
unable to deliver without the on-screen
prompts when a presentation fails to
sync with the projector. 

In all of these examples, the medium
has become the message, but it’s not a
message the presenter wanted to con-
vey at all.

Is the medium still the message?
FLASH over SUBSTANCE
By Mary Charleson
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Consider the powerful orator who
stands before a crowd and transfixes
them with simple words, gestures, tone
of voice and delivery. Using metaphors,
strong visuals and storytelling, emotion
moves the audience to action. 

GETTING BACK TO THE MESSAGE
So how did we get to a point where the
medium has often become a visual dis-
traction to the message? Ian Brown
wrote an interesting piece in the Globe
and Mail about how we have become a
society lost in digital translation. He was
musing how it could be that as an adju-
dicator in the 2013 Banff Mountain Film
and Book Festival photography competi-
tion, that in a sea of thousands of pho-
tos submitted, there was only medioc-
rity. His take was that digital photogra-
phy had encouraged the recording of
events, immediate sharing and the abili-
ty to know what had been recorded. He
contrasted that to film days when pho-
tographers captured a moment that told
a story, and the mystery of that moment
having been captured or not, was not
revealed until much later when photos
were developed. He was not necessarily
arguing a return to old technology, but
was acknowledging the loss of a keen
artistic eye seeking out mystery and a
story to share.

I would argue that this notion of
abundance rather than scarcity that
digitized media has enabled, has tran-
scended our lives on many levels. It has
become a catalyst for the inability to
edit presentations ruthlessly. As a socie-
ty, we have become so programmed to
capture and share via social media and
digital content that we are losing our
ability to edit content and tell com-
pelling stories. Hiding behind or sim-
ply interacting with PowerPoint or
Apple Keynote has become a default
accompaniment while on stage for
some speakers.

ARE YOU TALKING TO ME?
Two books, that I have turned to time
and again are slideology: The Art and Sci-
ence of Creating Great Presentations and
Resonate: Present Visual Stories that
Transform Audiences. Both books are by
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Nancy Duarte, who has shaped the per-
ception of leading brands and thought
leaders such as Adobe, Cisco, Facebook,
GE, Google, HP, Al Gore, Microsoft,
TED and Twitter. Her basic thesis is this:
Speakers should only project material
on screen that helps the audience
remember the message. Great slides
should serve as a visual aid to support
the presenter.

While these books are a great how-
to-guide, they also have relevance for
meeting planners. As a meeting plan-
ner, how do you define your audience?
While some messages have to reach
people of all ages, backgrounds and
beliefs, others have a narrow target
audience. Since the speaker you select is
indeed the medium for your message,
you want one who will understand the
target audience, their needs and fears,
and who will build trust and establish
an emotional connection. Duarte pro-
poses building audience personas. It
will not only help you select the right
speaker, it will also help you communi-
cate to the speaker who they need to
connect with when on stage. These key
questions will help you do that:

• What are they like?

• Why are they here?

• What keeps them up at night?

• How can you solve their problem?

• What do you want them to do?

• How might they resist?

• What’s the best way to reach them?

LESS IS MORE
If we accept the notion of abundance
that digitized media has created and we
acknowledge our inherent inability to
edit, then I would propose that it is the
job of speakers to take audiences to a
point of scarcity, both with their mes-
sage and their use of presentation media.

We now live in an era where less is
becoming more valuable than more,
simply because increasingly people will
crave thought leaders to edit and make
sense of it all. The message and the
selected medium should subscribe to
that.

There have been huge leaps in tech-
nology through which messages can
now be communicated that have
enabled many speakers to explore alter-
native delivery modes such as webinars
and live-interview call-ins. Shrinking
conference budgets have also left meet-
ing planners reconsidering delivery
modes. Used well, these tools expand
reach and audience influence exponen-
tially. On some level, that has to be a
good thing, but I would invite you to
ask yourself that critical question as a
potential audience member, “How will
the delivery medium affect the mes-
sage?” You want to be very clear on
how the use of technology will compli-
ment the message, not become the mes-
sage. The same rules still apply. Differ-
ent mediums may require an adjust-
ment of content.

So to answer the question, “Is the
medium still the message?” we need to
consider the role of speakers. Their job
is to edit information, propose ideas
and transform them to simplicity.
Speakers are communication catalysts
who take audiences from a place of
abundance to one of scarcity through
insight and clarity. They need to use
simple stories to transfix an audience,
seamlessly bringing them to action.
They should strive for the visual that is
worth 1,000 words and where only a
few words on the screen might be
enough or where PowerPoint isn’t need-
ed at all – where the speaker is both the
medium and the message.                  SOI

HOW DID WE GET TO
A POINT WHERE THE
MEDIUM HAS OFTEN
BECOME A VISUAL
DISTRACTION TO
THE MESSAGE?
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H
ave you ever had a meeting ruined by
the unexpected? Whether you are plan-
ning a large event, hosting your own
workshop or facilitating for someone
else, learning from the field of Improv

increases the likelihood of innovative and effective
responses to the inevitable surprises that crop up. 

Improv is short for improvisational theatre in
which actors practice developing their skills without
a script. Their emotions are stimulated by a word,
action or thought that generates an immediate
response. The actor works on the fly, making up the
words, movements, character and story as things
progress. Improv is acting in the moment and being
open to the unplanned discovery of whatever comes
next. 

Speaking in front of audiences in various venues
across the country offers many opportunities for
thinking on your feet when things do not go as
planned. Michael Kerr, CSP, HoF, is an expert at
Improv. He refers to Improv as “skills-based learning”
and as a “metaphor for life.” He teaches Improv skills
to senior executives in his leadership training busi-
ness and he uses these techniques in his own life.

Even the most experienced event planner will have
things go wrong. “You learn from experience‚“ says Dal-
las Ballance, CMP, of GoodwinBallance Communica-
tions, a Winnipeg-based PR and event-management
company. “You should always be ready for the unex-
pected.” 

Dallas recently attended the MPI-TEC 2013 confer-
ence, where organizers brought in experts to teach
Improv techniques. She says that learning to work or
play outside our comfort zones has immense value,
especially in dealing with the unexpected. “Any tech-
nique that increases communication is a benefit.
Improv’s focus on listening and adapting to a situa-
tion includes supporting each other individually and
as a team,” she says. This also means trust, taking risks
and recognizing that problems do happen but are sel-
dom insurmountable. “What does matter is how plan-
ners, speakers and meeting suppliers deal with those
moments,” says Dallas. 

THE

SPIRIT OF IMPROV
How to roll with it when an event suddenly goes south

By Dianne McCoy



IMPROV SAVES THE DAY
I took Improv classes to sharpen my
speaking skills, become more comfort-
able in social settings and increase my
ability to think creatively. What I didn’t
anticipate was how it might help me
turn a tense situation into a fun adven-
ture. Three years ago I was invited to
emcee a conference in rural Manitoba.
The morning of the event was stormy
with snow and sleet. The organizers
met to determine whether the event
should be cancelled. Despite the early
hour, they learned that some buses
were already rolling and, since they had
an action-packed agenda with some
presenters travelling a long distance,
they decided to forge ahead. 

I watched as bus after bus pulled up
to the community hall. Some of the
buses had travelled more than two
hours, but most of the 300 seniors who

showed up did not seem daunted by the
howling winds or blowing snow.
Instead, they seemed to be enjoying the
adventure.

We started the event a little late with
at least one presenter missing in action.
At coffee break he had not appeared
and he was next to go on. We extended
the break and brainstormed how to deal
with this challenge. One organizer had
heard I facilitated Laughter Yoga and
asked if I could fill in until the presen-
ter arrived. I had never worked with a
crowd that large but, given the difficul-
ty we were facing, I agreed.

The caterers arrived during my pres-
entation and started bringing in their
supplies, but still no speaker. We were
enjoying the last yoga exercise and
laughter filled the room, when the hall
plunged into darkness and total
silence – no power, no microphone,

only dim lights and a room full of sud-
denly talkative seniors.

The main organizer joined me mak-
ing a request for the local participants to
call anyone they knew for flashlights
and candles. Within 15 minutes, cars
and trucks were pulling up to the hall
and flickering lights were set throughout
the building – including the bathrooms,
which did not have emergency lighting. 

Everyone was requested to stay in
their seats as we debated how to man-
age the situation especially for those
with mobility issues. The thought of
how airplanes are boarded flashed
through my mind. A quick conference
on the strategy and we moved into
action. Each table was requested to
identify those who required assistance
and who would assist them. We had no
idea how long the power would be out
or how soon the buses could return to
retrieve participants. 

When the caterer gave me the signal
that the food was ready, we moved on
to the next problem. How do we make
sure everyone gets their food and
makes it back to their table safely and
efficiently? 

Since we had a system using the “air-
plane boarding” Improv strategy
already in place, we called up that
group first. Once they were looked
after, we used the more familiar method
of calling up each table. The partici-
pants responded with enthusiasm. 

A group of musicians arrived to play
after lunch. Most of their instruments
required electricity and since there was
still no power, they offered to improvise
and play what they could without plug-
ging in. The crowd was delighted.
Dancers arrived and they, too, impro-
vised, scaling down their performance
to ensure no one was at risk of injury
due to dancing in the dimly lit hall. 

When the power stubbornly refused
to come back on, the organizers decided
to end the event an hour early as the
buses were now on their way back. It
was two in the afternoon and we had
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IMPROV IS ACTING IN THE MOMENT AND BEING OPEN TO         



managed to run a conference without
power for nearly three hours.

IMPROV LESSONS LEARNED
• Engage in play – When was the last
time you played? Playing unleashes cre-
ativity and innovation. It assists us to
relax and energizes us, which helps us
discover new ways of thinking and
behaving. It also enhances our relation-
ships as we are easier to be around and
more supportive of those around us.
Kids intuitively know this, but many
adults seem to have forgotten. In the
story, a playful attitude turned a poten-
tial disaster into an adventure for every-
one involved. 
• Failure is an opportunity – Getting
comfortable with failure is not easy.
Each time we encounter failure, we
learn about ourselves and what we have
to overcome. In Improv, as in life, fail-

ing does not mean that you have failed
but that your plan has failed. We learn
to get back up and try it again because
others, like those three hundred sen-
iors, are counting on us. 
• Listen – There are many messages
transmitted by one person to another.
In Improv, listening with your whole
being provides the opportunity for
responsiveness to occur on the cues of
others. In the story, we listened for the
needs of others, then used that infor-
mation to assist the event organizers in
determining what to do next.
• Say yes – Saying yes invites others to
collaborate with you. It is an invitation
to discover shared meaning and
unleashes the possibilities of what we
can be together. When you say yes, you
are demonstrating that you are listen-
ing and supportive of that person and
their thoughts.

• Play within the rules – Rules are
everywhere, and if we think of them as
being limiting and restrictive they can
shut us down. On the other hand, if we
see rules as being the framework in
which we can play, it frees us up to be
creative. Freedom from worry releases
energy to engage more fully with each
other. At the hall, knowing who needed
assistance and how that assistance
would be provided allowed us to keep
people safe without having it take over
our teams’ focus. 

What I have learned about Improv is
that it is not just about techniques or
skills, nor is it about the application of
these skills to one profession or anoth-
er. Improv is about attitude, a way of
living and a way of being, applicable to
everyone.                                             SOI
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            THE UNPLANNED DISCOVERY OF WHATEVER COMES NEXT



LOOKING FOR SPEAKERS

WITH A GLOBAL PERSPEC

In December, you’ll find them in Vancouver

The Global Speakers Summit 2013 (GSS2013), December 8–10, in Vancouver,

is the strategic gathering of speaking industry professionals from the Global Speakers

Federation who, individually and collectively, impact the success of individuals,

companies and other organizations around the world. The GSS2013, hosted by the

Canadian Association of Professional Speakers (CAPS), is a learning, networking event

designed to help attendees navigate in this world of Revolutions and Upheavals that

affects every business whether that business is single or multi-country focused. This

Global Speakers Summit is dedicated to professionals who are committed to

making the Choices necessary to increase their relevancy in today’s world while

preparing for a changed tomorrow.

SPEAKING OF IMPACT
The official publication of CAPS is in its tenth year. This national magazine is distributed
to a targetted mailing list on a quarterly basis. To add your name to our database, simply
go to our website and click on the box labelled Speaking of Impact. Fill in the required in-
formation and you’ll be getting Speaking of Impact delivered right to your door.   



www.CanadianSpeakers.org
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xecutives tell me their world has changed substantially.
Why? Because it is not just time that they are feeling pres-
sured about. What has changed?
First, everyone has very long to-do lists with apparently

“everything is important” items. A meeting or event that adds to
their to-do list isn’t satisfying. Second, instead of decisions being
made at the appropriate level in the organization in a timely
manner, too many decisions are getting delegated upwards caus-
ing “decision fatigue.” The number of stakeholders that can
cause havoc or embarrassment or trouble for any organization in
just seconds using modern technology has multiplied the number
of crises. Finally, executives are willing to voice their concern
about the use of their time. If your target audience has experi-
enced poor meetings in the past, this would add a multiplier
effect to their concerns about attending your meeting. Despite all
of these issues, you can attract and engage executives.  
A little bit of TLC (Think Like a Customer) goes a long way.

Know the pressures of your target audience and ensure your
meeting/event in some way addresses one or more of their every-
day pressures. Though we are in a digital age, people are human
beings first, not digits. Remember the two primary motivators
that generate energy in people: pain and pleasure. If your meet-
ing helps time-pressed executives reduce pain or avoid pain all-
together, then chances are very high you’ll get their attention. If
your meeting can do both, then they will show up!
So ask yourself the following: “What is the primary purpose of

this meeting? What pain or pleasure items does the meeting
address? What is the target audience expected to do, think or feel
as a result of attending the meeting?”
One of the greatest sources of conflict, stress and irritation in

workplaces is ambiguity and paradox. A classic paradox that is
heard in business is “Do more with less.” Others include,
“Reduce expenses and grow the business.” When your meeting
addresses one or more paradoxes your audience faces, you get
their attention. Important questions to ask are: “What common
goals do the meeting and participants share? What paradox(es),
either real or imagined, could your meeting address?”
Think in threes. Every meeting has three parts: the pre-meet-

ing, the meeting and the post-meeting. The pre and post parts of
a meeting are important to capture attention. Think in threes.
Your meeting has a start, a middle and an end. Ensure that you

have a powerful start that emphasizes the benefits of the day.
Use seven imprints. A long email or communiqué is ineffective

for capturing your invitees’ attention. Most busy people prefer
information in bite-size pieces. As a general rule it takes seven
“short and sweet” imprints to get a message through to people.
Remember this axiom: “Executives hate to be told but love to be
reminded.” Reminders are effective imprints.
Involve them. Conduct polls of attendees prior to and after

the meeting. Consider free Internet-based technology such as
www.zoomerang.com or www.surveymonkey.com. A poll and
communiques about the event count towards the seven imprints. 
Ask attendees to introduce a speaker or open up the day with

some words of wisdom. 
Meeting mechanics, emotional energy and activities refer to

how each portion or segment of your meeting is being run. Are
your presenters simply presenting? Are there any opportunities
for group work/discussion? Is it appropriate to have group
work/discussion given the subject matter? There are four basic
adult learning styles. Your meeting should ensure presenters
and/or segments cater to each of them.  
Additional activities such as a group dinner or group experien-

tial exercise can truly add interest and enjoyment to the meeting. 
Location certainly has a significant impact. Using the organiza-

tion’s own facilities tends to play havoc with attendance. People
appreciate getting away from the office. Even better, consider
out-of-town events. 
Credible speakers, facilitators and trainers should come first in

your plan. All too often, this aspect of a meeting/event is handled
last and it shouldn’t be. Your speakers, facilitators and trainers
ensure the purpose of the meeting and it goals and objectives are
achieved. Plan ahead to have the right people.  
Time, just like money, is a currency. Unlike currency, there is a

finite amount of time – nobody can manufacture more of it.
Strategically speaking, one of the best things we can all do to
ensure that our busy executives are attracted to any meeting is to
ask this question: “What will it take get the target audience to
spend their time on this one-, two- or three-day meeting?”
Answer this question well and you’ll notice the difference when
your smiling executives walk with energy through the door at the
beginning of your meeting.                                                     SOI

Sid Ridgley simplifies the
complexities of people and
organizational development
by providing insights, guid-
ance, expertise and practical
tips and hints to leaders in
their pursuit of creating col-
laborative workplaces.

• www.sidridgley.com

SPEAKING OF ROI
By Sid Ridgley, CSP

Attracting and Engaging
Time-Pressured Executives
Executives don’t give a darn about attending your event.
They would rather use their limited time for their purposes

E
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ASK THE EXPERT

reating an event with an international flair that show-
cases your cultural competence may include profession-
al language services for your attendees. Here are some
tips to make a multilingual event a success.

Know your language lingo. Translators write. Interpreters
speak. Language professionals may specialize in either translation
or interpretations, but not necessarily both. 
There are two types of interpreting: simultaneous and consec-

utive. The skill set required for simultaneous interpretation is
highly specialized and technical. The interpreter must listen to
the presentation, understand what is being said and instantly
interpret it into the language of the listener. Simultaneous inter-
pretation is a highly specialized skill. 
In consecutive interpreting, the speaker stops after a short

period of time. Then, the interpreter takes over to convey what
the speaker has said. This type of interpretation generally slows
down your event, since they keynoter will have to stop many
times during a presentation to allow the interpreter to do their
job. Consecutive interpreters are easier to find and are generally
less expensive than simultaneous interpreters. 
Hire a professional. This is important! Speaking a language is

very different from being a language professional. The profes-
sional understands that your success is at stake and strives to help
you achieve a productive business relationship with your client.
The Canadian Translators, Terminologists and Interpreters

Council / Conseil des traducteurs, terminologues et interprètes
du Canada (www.cttic.org) is an excellent starting point to find
qualified professionals to work at your event. When it comes to
professional language services, you usually get what you pay for.
A qualified language professional should be able to provide

you with a minimum of three references who can attest to the
quality and reliability of their work. 
Seek professionals whose first language is the same as the lan-

guage you want interpreted. It is easier for an interpreter to listen
in their second language and interpret into their native tongue,
rather than the other way around. Native speakers often under-
stand cultural and language nuances that can make or break your
relationship with the client.

In addition to hiring a certified language professional, you will
also want to ensure that your interpreter’s education and experi-
ence are a good match with your audience and your event. Look
for translators and interpreters who are certified and experienced
in your industry. Language professionals often specialize by
industry. Hire someone with experience and expertise in same
field as your event.
Remember: you want to hire an interpreter who can dress, act

and speak in a manner that demonstrates your respect for the
client. You need an interpreter who helps you build relationships
by bridging a language gap, not one who embarrasses you with-
out you even knowing why. Make it clear to your interpreter what
type of attire in which you expect him or her to arrive. A business
suit in a dark colour is often a wise choice.
Give them a break. Unless you have written it into your con-

tract with your interpreter that he or she will work during lunch
or coffee breaks, do not assume that language services during
breaks are “just part of the deal.” Make it a team effort. If you
really want language services during break time, hire a second
interpreter. This allows your primary interpreter the chance to
clear their head, while ensuring that your event attendees can
still interact with one another despite language differences.
Because it is a small professional community, interpreters will
often have colleagues whom they would recommend. 
To ensure your interpretation runs smoothly, supply inter-

preters with as much written information about your event
beforehand as you can. This can include copies of your event pro-
gram, bios of your key speakers and even written copies of the
presentations, if they are available. Tell them who will be in atten-
dance including the names, job titles and rank of distinguished
guests. In some cases, it may even be important for your inter-
preter to know which city or region your guests are from. 
Consider your interpreter a key partner in your event success.

While they may not be in the spotlight, interpreters can help you
make or break an important business relationship that can either
last for years or fizzle in seconds. It pays to understand the impor-
tant role a language professional can have in ensuring the multi-
lingual success of your event and your business.                       SOI

Sarah has delivered presen-
tations and workshops in
seven countries and two lan-
guages. She has worked as a
professional translator and
interpreter for law enforce-
ment and the justice system.
Sarah also teaches at the
University of Calgary.

By Sarah Elaine Eaton, Ph.D.

The Lingo of Language

Making your event truly multilingual requires
more than just lip service

C
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Jennifer is an accredited
music therapist and author
of Tune In. She is also the
owner of JB Music Therapy
in Calgary, Alberta.

• www.jbmusictherapy.com

By Jennifer Buchanan, BMT, MTA

EFFECTIVE MEETINGS

Tuned in to Music

Consider appropriate music selections as valuable
components of your effective meeting plans 

ince the introduction of the fMRI
machine, brain scans have iden-
tified how music affects people.
The greatest challenge for event

and meeting planners in using music in
a conference setting is meeting the
requirements of diverse audiences and
their variance in music preferences.
While some music turns people off, that
same music may meet the needs of
many others. It is critical to be mindful
to how music functions and the impact
it has on the audience and the meeting.

A LEARNING AID
Music relaxes the mind and lowers
stress levels that can inhibit learning.
Music stimulates creativity by boosting
blood and oxygen flow to the brain –
going from sleepy brain to teachable brain. Music at a heart-rate
beat (60 beats per minute) is ideal during small group discussions
and other activities requiring focus and thought. 

MAKE MEMORABLE MOMENTS 
Music can trigger powerful recollection. This information is
important because conference organizers want to have their
important content retained. During a presentation, music can
help solidify new memories – anchoring a person to a particular
point or theme.

INFLUENCE MOOD
Changing a negative or resistant emotional state is at the root of
getting into a positive learning state. Music can help here, how-
ever, it can also do the exact opposite. The wrong song can dis-
tract an audience member and even send them into a deep funk
due, in part, to their personal associations to the song. 

TRIGGER WHAT’S NEXT
Just as game shows use music to tell the contestants when their
time is up and directors use music to create and aura of mystery
or suspense, music can cue us for what is about to happen. Dur-

ing a conference music can create a
flow-like state from seminar to seminar
or introduce an important presentation. 

SILENCE IS IMPORTANT
Just as you must know valleys to appreci-
ate mountains, silence helps people
focus the nuances in the music. Sound,
continuously made and sustained with-
out break, can become a drone. It is best
to select musical moments for specific
reasons. While you cannot know every
cultural and personal factor concerning
your audience, you can ensure the
music you select fits the tone of your
conference. It should match so seam-
lessly, that your audience’s focus stays
on the message.

MUSIC ACTS LIKE A DRUG
We take music in by choice and at our own risk. Music can open
doors to communication but it can also shut them out just as fast.
Just some of the hormones affected during music experiences
includes oxytocin, (the transmitter associated with pleasure, love
and bonding), dopamine (the feel- good hormone) and sero-
tonin (a mood booster by day and a sleep aide at night). The lev-
els increase at different rates for different people. 

MUSIC, LIKE REAL ESTATE, IS OWNED
You must pay to use music and know your permission rights. The
best way to do this is to look to organizations that regulate music
licenses. In Canada: For performing rights, contact SOCAN
(www.socan.ca); For mechanical rights, contact CMRRA -
(www.cmrra.com). Fortunately, there is a whole genre of music that
can be easily used without legal problems – royalty free, or buy out.
Remember that music is not always a substitute for insightful

content, inspiring activities and engaging facilitation. It is, when
used with the right intention and knowledge, a wonderful com-
munication tool to support everything else being done, and in
helping you establish the right mood, anchor memories and
more deeply connect your audience with your event.               SOI

S The following pieces from different genres are known to
relax people and are in the range of 60-70 beats per minute.

Someone Like You – Adele
Orinoco Flow (Sail Away) – Enya

Piano on The Beach – Liborio Conti
Piano Concerto No. 21 in C major (Elvira Madigan) – Mozart

Better Together – Jack Johnson
Pure Shores – All Saints

Buffalo Soldier – Bob Marley
Scar Tissue – Red Hot Chili Peppers

As I Lay Me Down – Sophie B. Hawkins
Inside Out – Britney Spears

Ignition – R Kelly
Flaws and All – Beyoncé

The Christmas Song – Nat King Cole
Space Oddity – David Bowie
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ncluding Twitter in your meeting plans allows a conversa-
tional backchannel to form among attendees, improving
engagement and building community. The conversation can
also be accessed by remote attendees and can continue well

after the event itself. It can be archived and reviewed for feed-
back and ideas for future conferences. Using Twitter successfully
also helps demonstrate that you are tech-savvy and up-to-date.
On the flip side, using it poorly also reflects on you.
For the uninitiated, Twitter allows users to post 140-character

mini-status updates or tweets. If a user follows you, anything that
you tweet is then shown on their twitter home page. Twitter uses
a concept called hashtags – a keyword preceded by the # charac-
ter – as the mechanism to allow conversations to happen. Search
for a particular hashtag, and you’ll usually find a robust conversa-
tion on the topic at hand. To join the conversation, merely
include the hashtag as part of your post.  
A Twitter Wall is web-based software that automatically listens

for a certain hashtag then displays it on the screen. Add a projec-
tor, and you are good to go. Twitter walls can be used in an open
area so that attendees can see comments made by others, or
within the conference rooms themselves, so that attendees can
use them as a backchannel during each presentation. Beware the
fine print on successfully using Twitter at your event.
Choosing a unique hashtag is critical; if you choose one that

another organization is using, then their comments will be mixed
in with yours. CAFE, for example, is an acronym for the Canadian
Association of Family Enterprises, the Canadian Association of
Fairs and Exhibitions, Canadian Association of Foundations of
Education, and many others. For a unique hashtag, add qualifiers
to your name: #CAFEtalks2013 is good.  
Publicize the hashtag and send instructions to attendees via

email, encouraging them to try it out beforehand.
Print instructions on a postcard: how to get Twitter on their

smartphone or tablet, what the event hashtag is and how to post.
The postcards can be given to delegates upon registration or at
the event.
Before a session, have an expert teach the audience how to

use the technology. This should include how to download/sign-in
on their smartphones, as well as sending their first tweet with the
event hashtag. 

There are a number of websites that provide Twitter wall func-
tionality. One that works particularly well is the free site Twitter-
fall.com. Ensure that the computer that is projecting the Twitter
wall is connected to a wired Internet connection. At many ven-
ues, the WiFi can quickly become bogged down, leading to few
(or no) updates being projected. While users won’t have a prob-
lem with slightly slower speeds when posting, they will become
frustrated if they don’t see their tweets appear quickly.
If you are considering adding a Twitter wall to a conference

room, ask the speaker how often they have presented with one. If
the answer is never (or only a few times), then reconsider. Profes-
sional speakers will always fine tune a presentation; the unending
stream of questions and comments via Twitter can be exception-
ally distracting unless they have experience with it.  
As well, mirror the Twitter wall on a monitor at floor-level in

front of the speaker. This will allow the speaker to see the
backchannel conversation without turning his or her back to the
audience.
Finally, use a staff member or volunteer to “live tweet” the

event; this adds value for remote attendees and avoids the prob-
lem of the Twitter wall looking empty. Attendees are more likely
to engage in a Twitter conversation if they see activity.
Using Twitter doesn’t just happen at the event. Afterwards,

consider downloading and reviewing the transcripts for ideas and
suggestions for future events. Ask the speaker to monitor the
hashtag and respond to questions for a few weeks after the event.
Send a note to attendees, reminding them that they can continue
the conversation by including the hashtag(s) in relevant posts.
Use the hashtag to provide links for event evaluations and reg-

istration for future events. Add Twitter (and social media) to your
post-mortem agenda: what did you learn and what would you do
differently? 
Some people are more comfortable reading posts; others are

more interested in actively being engaged. In both cases, using
Twitter adds an interesting dimension to your meeting – if it’s
done properly. What has worked for you? What have you
learned? Post your answer, and include both #SOItwitter and
@randallcraig so we can continue this conversation.                SOI

Randall Craig has authored
seven books, including Every-
thing Guide to Starting an
Online Business and Online PR
and Social Media. He is presi-
dent of consulting firm 108
ideaspace and speaks on
social media strategy and
risk management.
• randallcraig.com

TECH TALK
By Randall Craig

Twitter Wall Whoopsies

A Twitter wall to support your meeting may appear easy to
set up, but there are many fine points to consider

I
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SUPPLEMENT

Speaking of

Also referred to as Canada’s Capital Region, the
National Capital Region is an official federal desig-
nation for the Canadian capital of Ottawa, the
neighbouring city of Gatineau, Québec, and sur-

rounding urban and rural communities. 
Capital cities are vibrant locations in which important

decisions are made concerning finance, governance and
business. Holding an event in a capital city gives partici-
pants access to major players in key industries, political fig-
ures, lobbyists and organizations.

Ottawa continues to grow in popularity for a number of
reasons. Not only is it the major centre for high technolo-
gy, biotechnology and medical research, drawing delegates
from across the globe, it is also home to more than 1,000
associations. Located in one of the most beautiful settings
in the country, with easy accessibility, a variety of meeting
facilities, an excellent infrastructure, reliable services and
in close proximity to exciting entertainment and the feder-
al government, Ottawa possesses all the essential ingredi-
ents for success.

Ottawa is an impressive yet intimate G8 capital, home to
famous national Canadian landmarks, cultural attractions

and celebrations, rich in natural beauty and blessed with a
relaxed urban rhythm. It hosts popular events and festivals
year round, from Winterlude and the Canadian Tulip Festi-
val to outstanding music festivals and celebrations. Ottawa
is home to the country’s biggest line-up of national cultural
attractions devoted to art, culture, history, science, aviation,
nature, war, agriculture and more.

STRENGTH IN NUMBERS 
Fostering the city’s continued growth with respect to meet-
ing, convention and incentive travel is the Ottawa Tourism
Convention Authority (OTCA) together with the Canadian
Tourism Commission (CTC) and the Ottawa Tourism Mar-
keting Patnership Corporation (OTMPC).

“We work closely with our valued partners at the CTC
and OTMPC, in all markets, including MC&IT. Our efforts
to remain top of mind in the U.S. are paying dividends and
we believe the potential for more business from this market
is strong going forward,” asserts Glenn Duncan, vice presi-
dent sales, Ottawa Tourism. 

Much can be said about a city that has come a long way
since it was proclaimed the capital of the Dominion of

The National Capital Region
By Jamie Parcells

Meeting in the NCR a Capital Idea
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Canada in 1867. According to Ottawa Tourism, the city
greeted an estimated 8 million tourists in 2012. Approxi-
mately 1.5 million room nights were attributable to con-
vention, meeting and business travel, and Ottawa Tourism
booked 131 conventions during this period with overall
occupancy levels at about 70 per cent. 

According to Duncan, Ottawa’s strength as an ideal
meeting destination is attributed to its solid foundation.
“Our four pillars: the nation’s capital, culture, cosmopoli-
tan vibe and nature help enhance a vibrant destination
that boasts new state-of-the-art convention and trade facil-
ities, an award winning airport and many of the best off-
site venues in the country. The fact that Ottawa is safe, eas-
ily accessible, walkable and home to a great inventory of
hotels indicates some of the reasons why we are rapidly
moving up the ladder of destinations of choice,” he says. 

These views are shared among others in the industry.
“The National Capital Region is so beautiful – especially
during this time of year – that it continues to draw busi-
ness,” says Heidi Webster, general manger, Cartier Place
Suite Hotel, a 3 Green Key-rated facility in downtown
Ottawa. “Improvements to our transportation system,
including our new bus/train system and highway expan-
sion, will only enhance our appeal,” she asserts.  

Getting to Ottawa is easier than most people think. The
pre-clearance facility at the Ottawa-Macdonald Interna-

tional Airport makes travel to the U.S. quicker and easier
than ever. With non-stop flights to and from other Canadi-
an cities, the U.S., Caribbean and Europe, it is part of the
three busiest air routes in the nation. Via Rail provides con-
venient daily train service and bus terminals are located
minutes from the downtown core. 

ALL THE RIGHT STUFF
Choosing the right meeting venue is the first and most
important step in planning a conference. The location
must offer the right amenities for the event — flexible
meeting room space, great technology and support, atten-
tive guest services, while also being an attractive, vibrant
and memorable place to which people want to go. Capital
cities hold many key advantages for people looking to plan
events including event space, access and location

Ottawa is equipped with a number of exceptional meet-
ing and convention facilities – including the Ottawa Con-
vention Centre. Located within easy walking distance of
major downtown attractions, restaurants and shopping,
the OCC is just a 20-minute shuttle ride from the airport
and showcases 200,000 square feet of meeting space and
the ability to accommodate up to 5,000 visitors. Bookings
remain strong, with 52 events scheduled prior to the facili-
ty’s grand opening – 10 per cent of those from outside
Canada.

SUPPLEMENT

The Rideau Canal – Ottawa                    (IMAGE COURTESY OF OTTAWA TOURISM) The Ottawa Convention Centre
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Ottawa is a hotbed of activity when it comes to hosting
large events. Last May, the city hosted Rendez-vous Canada
2013. Upcoming events include those for the Canadian
Psychiatric Association (September 26–28), the Canadian
Association of Speech Language Pathologists (May 7–10,
2014) and the Canadian Association of emergency Physi-
cians (May 31–June 4, 2014).  

Whatever the season, Ottawa has outdoor adventures:
cycling along the 200 km of paved paths, challenging the
white-water rapids of the Ottawa River, horseback riding,
golfing, fishing, canoeing, skiing, snowshoeing in
Gatineau Park or partaking in any of a number of guided
tours. 

For the sporting enthusiast, Ottawa has a number of
options: professional and junior hockey league action, AAA
baseball and, of course, the CFL’s Montreal Alouettes. The
Canadian Tire Centre, home to the NHL’s Ottawa Senators,
also presents big-name concerts and skating extravaganzas,
while the National Arts Centre plays host to hundreds of
theatre, dance and orchestra performances each year. 

WHERE CULTURE IS KING 
From its humble beginnings, Ottawa has evolved into
Canada’s cultural capital. Perhaps the greatest difficulty for
meeting planners with respect to their delegates is choos-
ing what to do first. 

There are more than 50 galleries and theatres in the
region showcasing the best of Canadian and international
art, theatre, music and dance performances. The city’s
museums, heritage buildings, parks and monuments paint
an exciting picture of Ottawa’s multicultural and colourful
past, while allowing a glimpse of the future. 

Some of the lesser known cultural attractions in the
National Capital Region are sure to find favour among del-
egates with a hankering for history. The Billings Estate
National Historic Site is Ottawa’s oldest house and once
belonged to one of the city’s founding families. This her-
itage site showcases five generations of the family and
includes a historic cemetery, colourful flowerbeds and gar-
dens and century-old pathways. Rideau is another magnif-

icent stop. The official residence of the Queen’s represen-
tative in Canada (the Governor General) Rideau Hall
showcases 19th-century rooms and, for the gardening
enthusiast, tours of the greenhouses and greenrooms are
also available. 

Introduce your delegates to the dramatic story of our
country’s proud military history – from the earliest days of
New France to current day operations – at the five-star
attraction that is the Canadian War Museum. The new
facility opened in 2005 after nearly 40 years in its Sussex
Drive location. Boldly take your delegates where they have
never been before with a visit to The Canada Aviation &
Space Museum and the Canada Science & Technology
Museum. 

Confederation Boulevard is a series of streets that make
up a grand route around the centre of Ottawa and
Gatineau. Delegates can stroll past many of the Capital’s
attractions including Parliament Hill, Rideau Hall, 24 Sus-
sex, the Supreme Court of Canada, the Canadian Museum
of Civilization, the National Gallery of Canada, the
National Arts Centre (NAC), and more. Many of the Capi-
tal’s stunning monuments and public art are located along
Confederation Boulevard with green spaces and stunning
views of the Ottawa River and the Rideau Canal, a UNESCO
World Heritage Site.

GOT THE URGE TO SPLURGE
Delegates who enjoy shopping find Ottawa right up their
alley. From major department stores to discount warehous-
es and individual boutiques, Ottawa has them all. Of par-
ticular interest are the shopping districts, like the Bank
Street Promenade, ByWard Market, Rideau Street, Westboro
Village and North America’s oldest pedestrian mall – Sparks
Street. These areas are perfect for delegates wishing to take
a breather from the day’s events. They feature a wide range
of locally crafted original and antique merchandise, and
Canadian specialities can be found at numerous independ-
ent retailers and boutiques. All of this, in addition to the
numerous shopping centres throughout the city, makes
Ottawa a non-stop centre of activity. 

SUPPLEMENT

Confederation Square – Ottawa Ottawa – the view from Point Champlain
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THE OTHER HALF OF THE EQUATION: GATINEAU 
The National Capital Region spans two provinces – unique
in Canada. Across the Ottawa River is Gatineau, an excel-
lent choice for organizing events of any size with a sound
convention infrastructure and first-class hotels boasting
state-of-the-art services in an intimate setting. The Palais
des congrès is located near downtown Gatineau, the Cana-
dian Museum of Civilization and Ottawa’s Parliament Hill.
It has many meeting rooms that can accommodate numer-
ous types of events.

Have your delegates roll the dice at the Casino du Lac
Leamy or explore the vast amounts of green space that is in
abundance and close proximity. Not far from the down-
town core lies a vast territory covered in forests, lakes and
rivers. Gatineau Park is a spectacular outdoor paradise in
any season. Family members of all ages accompanying con-
vention delegates to the region will find plenty in the way
of recreation.

Long considered a “playground” for the National Capi-
tal Region, Gatineau offers an excellent mix of attractions.
It’s also a great draw for programs with a family compo-
nent. Depending on the season, you’ll find everything
from dog sledding and cross-country skiing to river cruises
and white-water rafting. 

And then there’s golf. Bordered by groves of trees and
on the banks of the Ottawa River, Château Cartier’s 18-hole

golf course has been crowned “#1 Downtown Golf
Resort in Canada” by Golf Canada. The entire course offers
a breathtaking view of the Champlain Bridge and the
rapids as well as the majestic Parliament Buildings and the
Peace Tower.

After a day filled with activity, delegates can satisfy their
collective palates and appetites with a visit to any one of
the numerous locales for fine cuisine. Gatineau is truly a
city to savour – boasting numerous restaurants, some of
which are rated among the best in North America. 

The city continues to be a draw for many large associa-
tions and will serve as host to the Canadian Society of
Forensic Science Conference (May 5–9, 2014), the Council
of Canadian Administrative Tribunals Conference (June
1–3, 2014) and the conference for the Canadian Urban
Transit Association (June 7–11, 2014). SOI

Jamie Parcells is the publisher of Speaking of IMPACT maga-
zine and general manager of Cutting Edge Communica-
tions. 

• www.cecommunications.ca

Gatineau Park                                       (IMAGE COURTESY OF OTTAWA TOURISM) The Canadian Museum of Civilization - Gatineau
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Meeting Design Study Unveiled WCC Renamed

INDUSTRY NEWS

THE WINNIPEG CONVENTION CENTRE
will now be known as the RBC Conven-
tion Centre Winnipeg, thanks to a nam-
ing rights partnership agreement
between the Convention Centre and
RBC Royal Bank. This is another chapter
in the$180+million expansion and reno-
vation project.
“Manitoba continues to solidify its

presence as an important economic and
cultural centre through facilities such as
the RBC Convention Centre Winnipeg
which brings local, national and interna-
tional visitors to our province,” said Pre-
mier Greg Selinger.
“The Winnipeg Convention Centre is

very excited to partner with RBC on this
milestone occasion,” said Klaus Lahr,
president and CEO, RBC Convention
Centre Winnipeg. “This agreement is a
further sign of the significance of our
expansion as we continue to remain
competitive in the Canadian convention
industry and reposition ourselves in the
community.”
“We are proud to share our brand

with one of Winnipeg’s most iconic meet-
ing places,” says RBC regional president
Rob Johnston.
With the expansion and renovation,

the RBC Convention Centre Winnipeg
will double in size and extend south
over York Avenue. The new facility will
include multi-purpose, divisible space,
additional underground parking and
main floor public assembly space. The
third floor will feature new exhibit space
that will connect to the existing build-
ing and create more than 135,000
square feet of contiguous, pillarless
trade and consumer show space. A
highlight on the third floor will be the
impressive City Room which will be
located above York Avenue with full
windows on the east and west sides. On
street level, York Avenue will function as
a new downtown weather-protected
gathering place.

MEETING PROFESSIONALS INTERNATIONAL (MPI) FOUNDATION SHARED ITS FIRST
comprehensive research study on meeting design at a special session held during Incen-
tiveWorks 2013, which ran August 20-21 at the Metro Toronto Convention Centre.
“Meeting design is about reducing a meeting or event down to its most essential ele-

ments and directing increasingly limited resources toward what matters most – your
attendees,” says John Nawn, founder of The Perfect Meeting and lead researcher of the
study.
The tools created as a result of the study will provide guidance on how planners can

design more effective meetings and undertake new approaches to create breakthrough
experiences. The Meeting Design Toolkit includes how-to guides, worksheets and case
studies as they relate to the following principals: Assessment and Evaluation; Experience;
Distributed Learning; Collaboration; and, Meaningful Engagement.
“Given the ‘new normal’ facing all meeting professionals to do more with less, meet-

ing design represents one of the few opportunities to actually reduce real costs while
simultaneously increasing value,” Nawn says.
In addition to debuting the study at IncentiveWorks, the research will be shared dur-

ing an educational discussion on meeting planning at IMEX America in October.
The research was conducted by Association Insights and The Perfect Meeting, and

sponsored by Jumeirah Hotels & Resorts, PSAV Presentation Services and Omni Hotels &
Resorts. To access the full research study and toolkit, visit www.mpiweb.org/FOM.
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Hotels Open
for Business

2013 Conference Centre Trends 

THE INTERCONTINENTAL MONTREAL
has completed a $3-million renovation
to its 13-room meeting facility. The
property’s conference centre, which is
located in the historic part of the neo-
Victorian Nordheimer building, now fea-
tures updated décor and enhancements
to the technology in the meeting
rooms.

A NEW HOTEL CATERING TO BUSINESS
travellers in downtown Kitchener will
include 15-thousand square feet of con-
vention space. Crowne Plaza, a chain
that is part of the Intercontinental hotel
group, will open its new facility later this
year at the old Delta hotel site on Fred-
erick Street. The renovation, described
as a “multi-million dollar” undertaking,
will begin this month.

CARLSON REZIDOR HOTEL GROUP
has announced the completion of a $7-
million renovation at the Radisson Suite
Hotel Halifax. The downtown 120 all-
suite hotel is located just a short walk
from the historic waterfront. “Carlson
Rezidor Hotel Group has 15 Radisson
hotels in Canada, and this renovation is
part of our Ambition 2015 strategy to
position Radisson in the Americas as a
powerful, globally consistent, first-class
brand,” said Javier Rosenberg, chief
operating officer, Radisson, Americas.

DELTA HOTELS AND RESORTS HAS
announced the official opening of the
Delta Kingston Waterfront Hotel in
Kingston. The hotel has undergone an
extensive $10-million renovation to
completely revamp the property.
Replacing the typical hotel business cen-
tre, a portion of the lobby has been
transformed into a series of interactive,
fully connected work hubs and lounge
areas that can be used for small ban-
quets, breakout rooms and receptions.

THE INTERNATIONAL ASSOCIATION OF CONFERENCE CENTRES (IACC) RELEASED
the 2013 edition of Trends in the Conference Centre Industry. This year’s trends report pro-
vides clear signs that IACC Conference Centres are experiencing recovery and “outper-
forming the broader hotel sector in relation to occupancies and profitability.” Demand
for conference centres grew along with average rates, with executive-style conference
centres performing better than average with an ADR increase of five per cent over the
previous year. This led to a higher than average rise in rates compared with the hotel
industry average in 2012, indicating conference centres are in vogue and the choice of
meeting planners. 
The report, compiled by PKF Hospitality Research on behalf of IACC, showed that

executive conference centres enjoyed the greatest gain in occupancy during 2012, grow-
ing on average 7.3 per cent. Dave Arnold, co-president and CEO-East with PKF Consult-
ing USA LLC said, “Our results this year indicate that a long-awaited recovery is taking
place for those centres positioned to do so. Corporate meetings have proven to be the
last segment of the market to claw back to some semblance of former glory.”
In 2012, IACC Resort Centres achieved the highest profits on a dollars-per-available-

room basis. On average, operating profits increased 14.5 per cent during 2012 and resi-
dential centres enjoyed greater gains in net operating income compared to comparable
transient hotels. In 2012, executive centres achieved the greatest increase in profit mar-
gin, increasing by 27.4 percent. The full report is available on the IACC website.
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CITY OF CRANBROOK

Ranked among the best places to live in Canada by Money Sense Magazine, Cranbrook is the sunniest place in British Columbia and an all-season
Rocky Mountain destination. Featuring more than 1,000 hotel rooms, an international airport, the largest resort casino in B.C. and meeting venues
accommodating 600 or more, Cranbrook offers the services and amenities you need for a stellar event all rolled up in the warmth and charm of our
mountain home. Visit us a cranbrook.ca or contact us at destinations@cranbrook.ca.

CARTIER PLACE SUITE HOTEL

The hotel is honoured to be the winner of the TripAdvisor Certificate of Excellence for 2012 and proudly holds a 3 Green Key Eco Rating. Located just
minutes from Parliament Hill, this pet-friendly, all-suite hotel features spacious suites with fully equipped kitchens, separate living rooms and private
balconies. Enjoy our indoor pool, whirlpool, sauna, fitness room, children’s playroom and private outdoor patio with a playground. Be sure to savour the
delectable Italian cuisine of Café Mezzaluna. Visit www.suitedreams.com.

CUTTING EDGE COMMUNICATIONS

The official publisher of Speaking of IMPACT magazine, now in its tenth year, Cutting Edge Communications is a leading full-service publisher of
trade and consumer magazines, tradeshow programs and buyers’ guides. Let us show you how to make it happen. All aspects of production, includ-
ing complete design services, are available. Contact us today for a no-obligation discussion regarding your needs. Phone 1-866-669-2377 or e-mail
jparcells@cecommunications.ca.

MARLBOROUGH HOTEL

The Marlborough Hotel, situated in the heart of downtown, is one of the most well known historic sites in Winnipeg. Our friendly service, modern ameni-
ties and well-priced accommodations provide a truly exclusive experience. We now provide a newly updated Executive Floor, reserved for our business
guests. With more than 40,000 sq. ft of banquet and conference space, The Marlborough is a unique facility to host your next event. Celebrating 99
years in the Heart of Winnipeg! Visit us at www. themarlborough.ca.

FAIRMONT LE CHATEAU FRONTENAC

Fairmont Le Chateau Frontenac is undergoing a significant renovation which will reposition it as one of the best hotels in the world. An additional 15,000
square feet of meeting space is being added to total 40,000 square feet in 23 meeting rooms. Guest rooms, including the Fairmont Gold floors, existing
meeting space and food & beverage outlets will all be refurbished. Savour our creative banquet and catering offerings while enjoying the joie de vivre
that Québec City has to offer only 20 minutes from the Jean-Lesage Québec City Airport. Visit fairmont.com.

FANTASYLAND HOTEL

Fantasyland Hotel promises to be a unique, fun and unforgettable experience through our individual commitment to exceptional hospitality from the
moment you step through our doors. Spend your nights in comfort and style in one of our 235 superior and executive corporate rooms, or experience
adventure in one of our 120 world-famous theme rooms.  Located within West Edmonton Mall, Fantasyland Hotel offers an unrivalled combination of
shopping, dining, entertainment and accommodations. Visit fantasylandhotel.com or phone 1-800-RESERVE (737-3783).

MEETINGS & CONVENTIONS PEI

Prince Edward Island, long celebrated for beautiful beaches, spectacular and dramatic natural views, amazing local cuisine along with top golf and sea-
side resorts, now celebrates the opening of the new, waterfront, 50,000 sq.ft Prince Edward Island Convention Centre. Meetings & Conventions PEI is
your complimentary service for all your island event needs providing accommodation searches, site selection assistance, proposal generation, pre/post
activity planning, and more. Ask about our exclusive FAM tours or On Your Own Time FAMs. Visit peimc.com.

MICHELLE CEDERBERG, MKin, BA, CEP, CPCC, CSP

Michelle Cederberg, author of Energy Now! Small Steps to an Energetic Life and If Your Life Sucks It’s Your Fault* combines humour, practicality and
a good dose of realism to help busy people live productive, fully-charged lives. With over 20 years experience as a speaker, life coach, fitness and
health educator and entrepreneur she walks her talk in business and in life. Her upbeat sessions enliven audiences and agitate them into action.
Phone 403-850-5589 or visit www.worklifeenergy.com.

IMPACT PLAYERS
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RADISSON WINNIPEG

The Radisson Winnipeg, owned and operated by Canad Inns Downtown Ltd., provides flexible, well-appointed meeting and banquet space. In conjunc-
tion with our professional staff, we offer over 18,000 square feet of banquet facilities for functions of varying sizes, banquet and meeting rooms with
floor to ceiling windows, and numerous breakout rooms. Our complimentary shuttle, high speed internet and luxurious guest rooms are some of the fea-
tures that make us the ideal choice for business travellers. Visit www.radisson.com/winnipegca.

RAMADA VISCOUNT GORT HOTEL

Be it for business or pleasure, the RAMADA Viscount Gort Hotel offers something for everyone.The Gort Dining Room offers a dining experience and
Average Joe’s Sports Lounge offers a fun atmosphere for any sports fan. Let your stress melt away in our inviting and spacious pool and water-
slide area. Our Royal Ball Room and banquet rooms are the perfect setting for any occasion. “We turn Ordinary into the Extraordinary.” Visit
www.viscount-gort.com.

TIGH-NA-MARA RESORT

Centrally located on Vancouver Island, Tigh-Na-Mara captures the very best of the West Coast. With 10,000 square feet of versatile meeting space, 192
log constructed guest rooms and the #1 Spa in Western Canada, Tigh-Na-Mara is the natural place to meet. We are committed to providing you with a
professional and dedicated team whose focus is to ensure that you have a successful meeting and a memorable experience. For more information, visit
www.tigh-na-mara.com.

TRAVELODGE HOTEL & CONFERENCE CENTRE REGINA

Answering to your unique business and accommodation requirements, Travelodge Hotel & Conference Centre Regina is proud to be the 2012 Travelodge
Canada Property of the Year and your ideal destination for quality service. Our hotel features more than 16,000 square feet of meeting and banquet
space with onsite catering, complimentary high-speed Internet and free parking. Enjoy our onsite pub, fitness centre and convenient location near the
airport, shopping, dining and entertainment. Visit travelodgeregina.com or phone 1.306.586.3443.

IMPACT PLAYERS

PROFESSIONAL DEVELOPMENT INSTITUTE

Combining a convenient location, the latest in conference technology and a modern atmosphere, the Professional Development Institute (PDI) is the
ideal setting for your next meeting, training session or event. Conveniently located at 25 York Street in Toronto, PDI links to transit and underground, and
is minutes away from Toronto Island Airport. Spectacular views of the lake and the city, delicious catering and more than 12,500 feet including a 50-seat
amphitheatre. Email bookspace@pdi-cma.com or call 416-342-5593.

STANLEY’S OLD MAPLE LANE FARM

Stanley’s Olde Maple Lane Farm offers modern conveniences with rustic flair. Located just 25 minutes south of Parliament Hill, Stanley’s boasts 3 sepa-
rate venues, acres of breathtaking landscaping, in- house catering bursting with local flavours and a variety of one-of-a- kind team-building and social
activities. Professional onsite facilitators and coordinators work with you every step of the way to ensure your corporate retreat, training session or
trade show is a success. Visit www.stanleysfarm.com.

SILVERBIRCH CONFERENCE CENTRES

SilverBirch Conference Centres are distraction-free and ergonomically advanced facilities with leading-edge technology, personalized service and
health-inspired innovative cuisine that guarantee a premier meeting experience with meaningful results. Our variety of all-inclusive meeting pack-
ages are designed to make meeting planning stress-free, convenient and easy to budget. Three new SilverBirch Conference Centres will be opening
soon in Edmonton, Regina and Halifax. Visit www.silverbirchconferencecentres.ca.

SCOTIABANK CONVENTION CENTRE

Niagara’s largest conventions and meeting facility, the Scotiabank Convention Centre, in Niagara Falls (SCCN), offers uniquely designed spaces strategi-
cally located in one of the World’s most exciting destinations. In addition to drawing from Niagara’s history and original attractions, the SCCN is an inno-
vator and a model of a new class of green facilities committed to sustainability and community leadership. For more information, phone 1-888-997-
6222 or visit www.fallsconventions.com.



am old enough to remember when fax machines became
commonplace in the workplace. It was a heady, fax-filled
time. People were faxing in their pizza orders, faxing jokes
to one another and excitedly talking about the day when

we’d be able to send faxes from our cars. There was even hushed
talk of teenagers participating in sex-faxing or, as the kids called
it, “saxing.” 
Naturally, all the knuckle draggers stuck in their PacMan-

fuelled, Pong-driven, Atari world of dial phones and telexes
bemoaned the fact that faxes would soon replace face to face
contact and that the meetings industry would plunge into a
death spiral.  
Fortunately, the fax-loving doomsayers got lost in transmis-

sion, so to speak. The meetings industry not only survived the fax
era, it continues to thrive even in the age of Skype conferencing,
virtual reality holodecks and telekinesis.  
Why? One word: associations. 
Associations are to meetings what monkeys are to subtropical

rainforests. Or, perhaps more poetically, what a sunrise is to a
solar eclipse after a rainbow has sprinkled stardust onto a moon-
beam. The meetings industry without associations would be like
England Dan without John Ford Coley… and who wants to live in
a world like that? (For the newer kids on the block, just try to
imagine Milli Vanilli without any Vanilli.) 
Associations have always been key drivers of the meetings

industry. In fact, the primary reason associations exist is to meet.
It’s right there in their definition for goodness sake: “Association -
Noun.  - a group of people who are legally obliged to meet in a
hotel conference room once a year, preferably in a scenic location
on a beach, at an event known as the annual general meeting
(AGM), wherein said people will choose their next place to meet,
preferably in a scenic location on a beach, in the mountains, or in
a place adjacent to a casino where they will hold their AGM to
decide where their next meeting should be held, preferably back
at the beach if the preceding meeting was held in the mountains
or next to a casino.”   
Fortunately for the meetings industry there has never been

more associations active in the world than there are today,
including (I’m not making any of these up):  The Association for
Pet Obesity Prevention, The Association for the Preservation of

the Coelacanth, The Count Dracula Society, The American Mus-
tache Association and, yes, I’m told on good authority that
there’s even an association for associations! (What next, meetings
for international meeting planners?)
With new associations sprouting up daily, it won’t be long

before we’ll be hearing from the Association for Word Associa-
tions, or the Association for Words That Don’t Associate With
Each Other or even the Association for Words That Used to Asso-
ciate With Each Other But Now, Not So Much. 
And if there’s one group of people that portends a bright and

sunny future for the meetings industry it’s got to be this one: The
Flat Earth Society, whose stated objective, according to
Wikipedia, is to “further the idea that the earth is flat instead of
an oblate spheroid.” Founded by Englishman Samuel Shenton,
the modern incarnation of the Flat Earth Society dates back to
1956. Over the years, the FES formally adopted controversial
positions such as the sun and moon are really only 3,000 miles
above the earth, the Apollo moon landings were a hoax, and
Oreo cookies do not in fact taste better when dipped in milk.   
After a brief hiatus in 2001,The Flat Earth Society started up

again in 2004 (presumably the news was shared via Morse code,
carrier pigeon or by some guy on a horse.) But think about what
this means! If the Flat Earth Society is still chugging along, if they
can remain relevant and not find any reason to pack up their
globes—er, sorry guys—maps, and go home then that’s got to
bode well for every association on the planet and for the entire
meetings industry as well. 
Thank you to associations of every size and stripe. You are the

people who ensure the meeting industry remains a thriving and
vibrant beast. You are the people who ensure that the next
Canadian Olympic gold medalist will have a platform to share
their inspiring story for at least 16 months until people start to
slowly forget who they are. And you are the people who keep
the companies who provide those cute mini bottles of hotel
shampoo booming! How can I be so confident in the future of
associations? Well, it’s like I said recently in my closing keynote
to the Canadian Association of Fax Repairmen, “Unless you’re a
member of the Flat Earth Society, you can’t ignore the fax sitting
right in front of you.”                                                            SOI

Michael Kerr, CSP, HoF, is
listed as one of Canada’s
most in-demand speakers.
Surf over to his website to
discover how to put humour
to work for more success in
your organization.

• www.mikekerr.com

FUNNY BUSINESS
By Michael Kerr, CSP, HoF

The Fax About Associations

How would we exist without the many organizations
that keep the wheels of meetings well greased?

I
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