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s business people, we are little more than the sum of our
experiences. Good or bad, they provide us with the context and foundation by which we sell those experiences to
others.
My feelings about experience can be summarized with the following question: “Do you have many years of experience, or one
year of experience many times over?” A clear value proposition lies in how honestly
you are able to approach this question. Doing the same thing over and over again can
certainly make you extremely skilled at doing that one thing, but how are you growing and adapting to a changing world?
What do you know that others may not? Have you discovered something new,
tried something different, or disrupted the way things have always been done?
My theme for this year has been Experience 3D - the three D’s of Different, Discover and Disrupt. My goal was to challenge you to think about your experience and to
ask yourself tough questions like:
• How have I changed over the past year?
• Was there growth or change in what my business delivers or am I simply doing the
same thing over-and-over again?
• How am I adapting to changes in technology and customer demands?
With information so easy to access and time a precious commodity, meeting goers
are becoming more skeptical of the investment they make in attending meetings and
events. There must be new experiences for them to justify their time and energy.
Your customers are demanding innovation and new ideas, and they look to you to
provide them, or they will simply find someone else. It might even be someone with
less experience than you have, but with much more diversity and willingness to take
risks.
Staying with the tried and true is the safe way to play the game. But does it really
serve you? Playing it safe allows one to create a stable foundation and surely this, in
turn, opens the door to taking some risks. James Bryant Conant reminds us, “Behold
the turtle, he only makes progress when he sticks his neck out.”
You don’t have to stick your neck out too far. Ask your clients that trust you most
for permission to explore and begin to co-create with them. With your client clearly
on board, you can take some calculated risks on your next event together and perhaps create something neither of you even anticipated.
What is your plan to grow your experience next year?
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GAMIFI

Give your attendees a JOLT by using
By Leah Young, MBA

hen I suggest giving your attendees a Jolt, I am not
referring to a new type of electric shock therapy.
Rather, according to Sandra Summerhayes, interactive adult learning expert, Thiagi Certified Trainer
and founder of Summerhayes & Associates Professional Training Group, the experience created in your audience by a Jolt
exercise is actually positive and fun!
When I met with Sandra, she explained that techniques
like Jolts actually allow learners to connect to content on an
emotional level. When learners connect emotionally, not only
have you created a memorable experience, but the individual
is more likely to apply the learning after your event.
Although the name may give you goose-bumps, Jolts, and
other interactive game techniques, offer meeting and event
planners some pretty powerful “juice” when it comes to audience training and learning.
I had the pleasure of interviewing Sandra to bring Speaking
of IMPACT readers some valuable insights on interactive learning games – also known as gamification. I found out more
about how it works, how it can enhance the meeting’s learning outcomes, and picked up a few best practices for using this
technique to shake up and inspire your audience.

W

Sandra, tell us a little bit about yourself and how
you came to use interactive learning games in your work.
SANDRA: I’ve been training for more than 20 years; 15 of
them in my own business. In that time, I’ve never been the
type to lecture because I don’t enjoy listening to lectures. My
mind wanders and I have to keep bringing myself back. Based
on my own learning experience, I realized that unless I’m
engaged somehow in the learning process, I’m lost. I have
always been on the lookout for different ways to engage my
audience and activate the learning process.
LEAH:
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A number of years ago, I attended a lecture by Thiagi. I was
enthralled with his thought-leadership in interactive learning
and began to follow his work. Not long after, I had an opportunity to train with him, so I jumped on it. His methodology
is interactive, experiential training.
How would you define gamification?
The term “gamification” reminds me more of gambling, but it’s also problematic because the term obscures the
meaning and creates confusion about what it is. I prefer a
descriptive name so people can understand it. By definition,
gamification is using games to enhance learning and interaction in meetings or training, so I prefer to call it “interactive
learning games.”

LEAH:

SANDRA:

How do interactive learning games work?
Whenever you can attach emotion to learning,
the participant remembers it, whether it is a positive or negative emotion. Since games generally provide a positive emotional response for people – they have fun competing, carrying out a mission or earning game rewards – they tend to
retain the information you’re sharing. More importantly,
game learning scenarios make it more likely that participants
will apply what they’ve learned after they leave the event.
There is a skill to drawing out the learning from a game
experience. To achieve the full benefit, it is important that
someone with facilitation experience takes participants
through a debrief after the game. This ensures that participants will have made the connection between the game and
how it applies to the content you are teaching.

LEAH:

SANDRA:

Describe for us how interactive learning games
enhance meeting outcomes.

LEAH:

W W W. CA N A D I A N S P E A K E R S . O R G

CATION

interactive games to increase learning
With Sandra Summerhayes, CTP

Games create a strong connection to the content.
People remember the positive feeling it creates and that emotion takes them back to what they were doing when they felt
that way.
Another advantage of games is that they usually create
some type of movement, and movement enhances creativity.
If you have a topic that is somewhat dry, you might want to
get your audience moving by turning the content into a
game.
Perhaps the most important benefit of games is that they
take the focus off the facilitator and put it on the participants.
People then learn directly from the experience of working
with each other.
Games have a robust social component as most are still
done face-to-face. This social interaction allows people to
come up with their own learning through the experience. For
example, I can lecture on the importance of working well with
other people and give learners tips on how to look for winwin solutions at work, but with the lecture approach, people
have the option of agreeing or disagreeing with me and, when
they leave, never using the information. If I put this same
topic into a game, participants actually have to negotiate with
other people, testing the information I shared in a real-time
experience.
When the game is finished and they are guided through
the debrief, participants come up with all of the learning
points. The facilitator only has to add information as
required. When learners come up with the lesson on their
own, they are more likely to retain it and try it again when
similar, real-life issues arise.

SANDRA:

When is it best to incorporate interactive learning
games into your meeting? I’m guessing you wouldn’t want to
overwhelm your meeting participants with games.

LEAH:
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Definitely not; and you don’t want to use games
just for the sake of it. Instead, start off with a really good
understanding of your content and the learning objectives.
Then reflect on the target audience. It’s an added bonus if you
have information on their preferred learning styles ahead of
time.
Then, you need to think about the flow of the content.
Adult education best practices suggest that you change what
you do every seven minutes. That frequency can be challenging, so I suggest changing things up at least every 20 minutes.
The intent is to shift the participants’ state of mind and keep
them fresh and engaged. If you’ve just done 15 to 20 minutes
lecturing to introduce new content, it may be a great time to
turn the content over to the participants so they can engage
with it over a game.
Also, during a conference or meeting, you can use games to
create opportunities for group involvement. Use them for icebreaking or networking purposes or as an introductory or
overall summary exercise.
Remember too, games don’t have to be that long. Thiagi’s
Jolts, for example, are never more than two to five minutes,
and they are a powerful way to quickly make an important
point stick.

SANDRA:

How do you turn meeting content into a game?
When it comes to creating game content, you can
be as creative as you’d like, as long as you understand the content, purpose and outcomes you want to achieve.
It also isn’t necessary to come up with something original.
A simple way to turn your content into a game is to use an
existing game like Jeopardy and make up contest questions
based on your content.
If you want to be a little more original, there are templates
you can pick up on how to design your own board game or

LEAH:

SANDRA:
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mix and match your original game with elements from an
existing game.
For an added twist, combine games with other activities
such as personality assessments. For example, you can have
participants’ breakout into their personality types (or, for more
fun, a mix of personality types) and have them play a game.
There are also professionals who are trained learning game
developers who can work with you to create a unique, themed
learning game for your event.
Ultimately, if interactive learning games is of interest to
you, do your research and take some training.
Can learning games be done independently or
interactively using technology like a smartphone?
SANDRA: I think you really have to look at the topic first as
that will guide you on the level of interactivity required and if
technology is appropriate. For example, if the topic is verbal
communication, it wouldn’t necessarily be appropriate to
have participants engage in an independent type of game
where they were interfacing with a screen instead of another
human being.
You also have to consider your audience. Younger and
tech-savvy participants might totally buy into using games
interactively on their phone or computer while engaging virtually with participants on the other end.
So, if it fits your learning content and your audience, technology can add another interesting dimension.
LEAH:

CHOOSE
THE PATH TO YOUR SUCCESS

Todd Millar takes complex theories
and turns them into lessons you
can apply to everyday choices.

What would be the key consideration for a meeting planner if they wanted to introduce learning games into
an upcoming event?
SANDRA: Start with your target audience and content, then
consider whether or not games will work with both.
Adding in games can also impact the event timing and
they often require additional space. Ideally, you’ll want to
plan out your gaming content before you plan out all the
other logistics of your event.
Make sure you prepare! A lot of prep time goes into wellexecuted game activities. Make sure there is a clear point to
the activity and ensure that sufficient planning goes into the
debrief facilitation so participants clearly draw the connection
between the activity and the content.
LEAH:

Can you share an example of how you have incorporated learning games into your work? What results did you
achieve?
SANDRA: There is a great board game that I bought called
Common Ground. I’ve used it at every organizational level for
leadership training. I’ve also used it to teach employability
skills like how to work effectively with others.
Common Ground is a business game that encourages participants to look for win-win solutions. It involves six different
business scenarios that participants have to negotiate through
with one another.
It’s really interesting to watch because at first, everyone is
gentle with each other, but eventually they become really
competitive. The debrief round is directly relevant to their
work because the game simulates typical business scenarios
they encounter on the job.
When they are back at work, they remember the game
experience when these situations arise, only now participants
are more aware of how they tend to behave in that situation.
They also have a better understanding of how their reaction
might impact other people and are often more aware of the
other person’s perspective.
LEAH:

Can you shed a bit more light on these Jolts?
SANDRA: I really like to use Jolt exercises. One of my
favourites is an activity I use for conflict. I partner people up
and get them to stand facing each other with their hands
together. The instruction is that the person who gets the other
one to move their feet first, wins. You see people trying to
push the other person over and knock them off balance.
Then, during the debrief, I ask if any of the partners decided
to both move their feet so that both can win.
One Jolt that really impacted me personally was a game
Thiagi taught us so we could learn how to say his name. His
full name is Sivasailam Thiagarajan, which is very difficult to
pronounce and remember. Five years later, I still remember his
name and how to say it properly. More proof that the little
jolt an interactive learning game delivers can really have a
SOI
positive, lasting impact on your audience.
LEAH:

www.toddmillarspeaking.com
NEVER UNDERESTIMATE THE POWER OF EVERYDAY CHOICES
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MAINTAIN
THE

MOMENTUM
Create breakthrough success
after the meeting ends
By Marilyn Suttle

YOU

plan the perfect meeting. Evaluations are
glowing and attendees leave feeling super
excited. Yet, employers hesitate to send their people to the
next event. Why? Because they just aren’t seeing any changes
after their people attend an event. With never-ending to-do
lists, attendees get swept back into their hectic routines.
Promising new strategies get put on hold. Handouts get lost.
Specifics get hazy. And, in the end, the meeting’s value is lost.
It doesn’t have to be that way. There are specific things you
can do now to create breakthrough success long after a meeting ends. Like taking a 3-D approach to your meetings. By
doing so, you can implement different ideas that disrupt the
status quo and help you discover new ways to make your
meeting valuable and memorable.
These seven strategies will help you extend the value of the
meetings you plan. Of course, not every strategy will apply to
every meeting, but if you choose the ones that best fit the
type of event and find creative ways to modify or adapt each
to fit your needs, you can ensure your meeting makes a lasting
impact.

MEET, TEACH, REPEAT
When possible, replace the typical one-day set-and-get training event with a series of meetings that take place regularly
over time. Between meetings, attendees get to “do their homework” by practicing in real-world situations. By bringing their
challenges back to the meeting, solutions are discovered. And
with the ongoing exposure to information from regular meetings, a stronger foundation for lasting change is created.
No matter how much value a meeting offers, some partici10
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pants simply don’t want to be there.
They’re required to attend, and sometimes rebel. For example, a woman
who attended my six-week series on
communication, sat with her arms crossed,
wearing a frown during the first four sessions.
She sat passively while others shared their struggles and successes. During the fifth session, she raised her hand for the
first time, and said, “I love my daughter, but we argue all the
time. I end up screaming at her. But after hearing some of you
tell us how things have been working out for you, I tried some
of this at home.” She paused, tearing up for a moment. “Last
night, when I tucked my daughter in bed, she hugged me and
said, ‘Mommy this was the best day of my life. You didn’t yell
at me even once.’” A one-time meeting wouldn’t have produced a result like that. Multiple meetings allow messages to
be reinforced and, without even realizing it, attendees can
learn things to apply every day in the office…and at home.

BREAK DOWN THE BARRIERS
Perceived obstacles are the most notorious reason attendees
fail to implement meeting objectives. Each participant has
their own concerns that act as a barrier, such as “I don’t have
time.” “My budget’s too stretched.” Or, “I don’t know how to
get my staff to buy into this.” To help change this perception
and help attendees actually put what they’ve learned at your
meeting to use in the real world, include an activity that helps
them overcome these obstacles.
This short activity can nip resistance in the bud: Give participants the following instructions, “Please identify one

W W W. CA N A D I A N S P E A K E R S . O R G

potential obstacle that might stop you from being successful
at putting the value of this meeting into action back at work.”
Once they’ve identified their obstacle, ask them to stand up,
mill around the room, partnering up with someone long
enough to ask each other for one suggestion that could help
overcome their obstacle. Then, repeat with as many partners
as they can before you ask them to stop.
The activity helps attendees become solution-focused, and
work together as a team. Not only are they looking for solutions to their own obstacles, but helping others with theirs. As
they seek to offer advice for overcoming each others’ obstacles, ideas are generated. Minds expand. New and different
ways of approaching their problems are brought to light, and
a stronger commitment to move forward is established in this
short 15-minute activity.

UNPACK THE MEETING
Have you ever found an old event bag tucked away in a dark
corner packed with meeting materials – handouts, business
cards, and mementoes? By the time you get around to unpacking it, most of the content has lost its usefulness and ends up in
the trash. Much like that event bag, attendees minds are packed
(with strategies, facts and insights) during a meeting. We don’t
want the learnings to get tucked away and forgotten — so start
the unpacking process before the meeting ends.
One way to unpack is to allow time for attendees to brainstorm as a group specific ways they’d want to apply new concepts. Then, invite them to fill out an action plan page.
Meetings often include some form of action plan sheet
designed to help attendees create tangible next steps to follow. The problem is, little to no time is built into meetings to
properly use it. When participants are told to “Fill out your
action plan when you get back to work,” the odds are it’s not
going to happen.
For lasting value, offer less content and more time to
unpack what they’ve learned. Include time to write their
action plan and share it before they leave the meeting. On the
action plan page, ask questions like:
• What are three actions you plan to take as a result of
attending this meeting?
• What is the timeline for completing each action?
• In what ways will these actions benefit you and your
company (or association)?
• What would be the consequences of not following through?
To increase ownership, include a spot for participants to
sign and date their action plan.

SUM IT UP
To maximize lasting meeting value, give attendees a summary
sheet with key points that they can take with them. A summary sheet helps in several ways:
• It’s used as a teaching tool to share knowledge with
colleagues;
• It helps as an at-a-glance refresher and checklist for
implementation; and

W W W. CA N A D I A N S P E A K E R S . O R G
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• It offers attendees a succinct meeting snapshot to
show employers the value gained.
Unless you assure your speakers that you won’t pass out
the summary sheet until after the meeting, they may be reluctant to provide one. Speakers use learning techniques to create curiosity, discovery and emotional connection to the
material. The fastest way to kill the impact of a presentation is
to pass out summary sheets at the beginning of a meeting.
People read ahead, make assumptions, and instantly disengage with the presentation. When you request a summary
sheet, assure your presenter that it will be made available after
the event, and not before or during. You could even offer
attendees access to the information online afterwards via an
email or privately designated web page.
Another option is to let the group create the event summary. Give attendees sticky notes. Ask them to put a key learning
on each note and stick it to a summary board. At the end of
the meeting, compile all their sticky notes into a summary
sheet, and send it out after the meeting.

PLAY MATCHMAKER
Invite meeting participants to pair up and share the goals they
commit to implement as a result of attending the meeting.
This will increase accountability and encourage people to put
learnings into action. Give buddies time to coordinate their
calendars with a specific day and time by which they will contact each other to celebrate the completion of their next-step
goals. The buddy system works well for a variety of personality styles. Some will focus on having a success to report
because they’re competitive, others because they’re collaborative. Some do it to avoid looking bad, while others follow
through because they enjoy the fun of comradery. Regardless
of the motivation, having the support of a buddy system creates an added level of commitment and follow through.

SPEAK TO YOUR SPEAKER
One way to keep momentum going after the event is to partner with your speaker before it even begins. Like a coaching
staff getting ready for a big game, it’s all about planning and
strategizing your moves to make the meeting a winner. High
caliber speakers develop a list of questions to help them prepare outstanding customized presentations. Team up with
your speaker to answer their questions, and ask questions of
your own focused on post-meeting value.
The clearer you make your expectations, the easier it is for
a speaker to be successful. Here are some questions to add to
your list:
• What will attendees walk away from the meeting being
able to do?
• How do you prepare participants to put meeting objectives
into action back at work?
• How will key points be practiced and reinforced at the
meeting?
• How much time will be given to ask questions?

12
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• Will attendees create plans of action for implementing
what they’ve learned?
• In what ways will you build in metrics, commitment, and
accountability to take action?
• Will you supply a summary sheet with key points covered
in the meeting?
• Can you provide examples of successes participants have
experienced after attending your presentation? What did
you do to make that happen?
• What ideas do you have to support us in producing
maximum post-meeting value?

GET SOCIAL
After the meeting, harness the power of social networking,
and create a community that encourages post-event collaboration. From private Facebook pages to one of the many online
platforms available – you can keep attendees focused and
engaged long after the meeting has ended. For example, Moodle, is a free learning management system with chat, forums,
and the ability to share documents. Attendees can post questions, take assessments, and collaborate with others in the
community. Extending engagement gives meeting attendees a
resource to draw on in times of doubt, or challenge, and gives
them a place to contribute their knowledge to support others.

BONUS TIP: COACH EMPLOYERS TO CELEBRATE WINS
In addition to the seven strategies, sometimes it helps to
coach employers who sent their staff to meetings. Employers
don’t always realize that a small action on their part can produce breakthrough successes. Give employers summary sheets
so they know what was covered in the meeting. And encourage them to schedule three or more reinforcement calls after
the meeting to focus on their people’s success with specific
skills or objectives.
The purpose of the call is to allow a small group to share
successes they’ve experienced using one particular meeting
skill or objective. Make sure everyone knows ahead of time
what area they’re expected to talk about. For example, “Next
week, our reinforcement call will celebrate one success
you’ve each experienced when attempting to calm an upset
customer.”
Give each person two minutes to share a success. Knowing
that the call is coming, attendees will feel the urgency to put
their new skills into practice so they’re ready to report on the
call. It’s empowering to share a success with a company leader
in front of peers. And hearing from peers can reinforce different ways of producing successful results.
You can’t force meeting participants to take action after an
event. What you can do is create an environment filled with
the elements that make it easy for attendees to grab the objectives and go with it. When your agenda is designed with post
meeting value in mind, it becomes more feasible and desirable
for attendees to take immediate action after the meeting, and
SOI
keep the momentum going long after the event is over.
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Defying the Generations
Speaking to the one heart of your audience
By Holly Duckworth, CAE, CMP

R

emember Truth or Dare, the
game you may have played
in school? If you’re not
familiar with this game, a
group of friends would gather and create a circle of sharing deep truths about themselves or
they could choose to take the dare, usually a scary or silly challenge outside
their comfort zone.
The game surpasses generations. If
you played the game, it was one of your
first “meeting” experiences as a child. A
meeting, after all, is simply a gathering
of people for a specific purpose to meet
new people, learn and have an experience. Truth or Dare did and still does all
these things.
Global meeting industry magazines
are telling us how we are all so different. If you were born between X year
and Y year you need something different than if you were born between A
year and B year. Are we really that different? At the end of the day, we just
want to learn and create life experiences that help us grow and evolve.
As meeting professionals, you must
defy planning for specific generations.
Each generation is not so different.
Treat your meeting participants not
merely as attendees and shift your
thinking to recognize that behind each
name badge is a living, beating heart, a
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spirit, energy in motion. Meeting participants should not be defined or segregated by generation or age. Your role
is to connect the participants around
an experience regardless of age. This
requires you to re-ignite your own
heart and passion for why you do what
you do, what you create and how you
create it.
Many meeting professionals have
grown comfortable with their meeting
templates and spreadsheets. If the work
revolves around four to 30 meetings a
year with the same event pattern of an
opening and closing keynote, networking dinners and a few breakouts, your
meetings have lost heart. I dare you –
shake it up!
Engage the minds and hearts of your
meeting attendees regardless of their
birthdate. A heart after all is the one
thing we all have in common, where we
connect. Build meetings and events
that support your people in their next
learning. Encourage attendees to participate in the dare of learning something
new that was once outside their comfort zone. Help them feel their heart
again.

ENGAGE ALL DEMOGRAPHICS
Instead of filling time slots on a calendar, work with your content experts to
build passionate experiences that cause
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a change of beliefs, thoughts and
actions among your participants. These
universal truths defy generations and
re-connect our hearts. Connect us to
what we have in common – a heart for
the community you build. How do you
do this? Get personal, be passionate
and engage in powerful connections.

GET PERSONAL
Have you tried to purchase a Coke
recently? Did you know that you can
get a can with your name on it? It is
basic human nature that we like to see
our name in print, regardless of the
generation. You can order your Nike
shoes in your team colours, and even
personalize your daily newspaper. In
today’s marketplace, even the biggest
companies are delivering personal products and services. Does your meeting do
that? Defy generations and build new
meeting experiences.
• Recognize that you are working with
people, not name badges. Treat them as
individuals before, during and after the
event. Call them by name.
• Determine what participants want to
learn and help them build a custom
track for their meeting experience.
• Offer a personal learning environment: Can we not learn as much on
couches in the lobby as sitting in a
hotel ballroom?

•
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TOMORROW’S MEETINGS DEFY TRADITIONAL MEETING FORMATS AND
BREAK DOWN THE WALLS OF GENERATIONAL STEREOTYPES

New meetings focus on personal
experiences. Focus less on how we are
different. Regardless of generations,
audiences do not want another speaker,
another talking head. And, for goodness sake, not another PowerPoint slide.
All of us desire comfortable learning
environments that engage and challenge us. Audiences want to collaborate
and connect to the speaker/expert and
to fellow audience members. All participants want actionable take-away tips
that can be implemented tomorrow.
Connect in the best way possible personally with each of your participants.

BE PASSIONATE
All people at some point in their life say,
“those kids,” or “those old people,”
don’t want it the way we did. It’s in our
DNA, in our heart to be passionate about
change. Change creates controversy. Do
your meetings create a place for passion?
Defying generations and building
new meetings are opportunities to build
passion. Here are three ways to do this:
• Do not be afraid to create a little
controversy and conversation;
• Do not be afraid to make people feel,
laugh, cry, play and connect; and
• Invite participants to change the
world.
As you change your thinking on
how to build meetings that create a passionate community, you need to establish a belief on which all your people
must agree. Encourage audiences that
honour a diversity of thought and are
willing to talk openly and honestly
about how the diversity of thought
builds our companies and associations.
We do not have to agree on everything,
but we do have to agree that there is
strength in our diversity. This creates
passion that will move all hearts regard-
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less of generation.
One of my most passionate meeting
experiences was taking part in the
Entrepreneur Organization (www.eonetwork.org) meeting in which participants
were invited to spend an afternoon at a
makeshift community support centre
and food pantry. This charity event was
created on-site at the convention centre.
More than 90 per cent of the meeting
attendees participated. Over the four
hour period, passionate EO members
counted cans of food for food boxes and
created a counselling centre to help
Houston area low income and homeless
people with their resumes. More than
1,500 residents were helped as a result
of passionate participation and every
generation participated. Post event surveys showed that much of the learning
from that overall conference came not
in the meeting room, but on the floor of
that make-shift community centre.

ENGAGE POWERFUL HEARTS
Science and medicine can talk all day
about the intricacies of the heart, but
all agree that our heart is our power
centre. When a heart stops, our life
energy stops. When our heart is
engaged, all life is expanded, including
our work life. Therefore, as a meeting
professional, you must touch the heart
of your participants in a powerful way.
There are four ways to bring more
power across your generations and connect to the one heart.
• Embrace content leaders from all
generations;
• Do not build a “young track;”
• Do not hire speakers only. Hire
collaboration conductors who will
bring expertise into the room and
simultaneously pull out the expertise
of the audience, creating a
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symphony of trust and a
conversation that challenges
new ideas; and
• Offer a variety of formats from
gamification, TED to Ignite,
campfire sessions, and Tweet-ups.
Tomorrow’s most successful meetings are not about segmenting generations and cementing stereotypes.
Tomorrow’s meetings defy traditional
meeting formats and break down the
walls of generational stereotypes as
well. They remember what we have in
common. One of my favorite new meeting formats is called a “campfire chat.”
Everything about this format defies traditional meetings and that’s what
makes it work.
You set a non-traditional area aside
for a chat at a scheduled time. Four to
20 boxes or small stools are set up in a
circle. An industry professional or
speaker then comes prepared to chat
on a topic of interest. At the International Meetings Exchange (www.IMEXAmerica.com), these campfire chats
bring together all age groups on the
trade show floor. You connect on heart
topics and dialogue with an expert on
next steps for you, your company or
association.
As a meeting professional today, you
must embrace many new thoughts on
the events you produce. Begin with the
childlike wonder of that old game –
Truth or Dare. If you had to pick to
either tell a truth about yourself or take
a dare, take my dare. I dare you to try
something new that will connect your
organization to its meeting participants. Have fun and build meeting
experiences that are personal, passionate and powerful. Defy generations and
speak to the one thing we all have in
SOI
common – our heart.
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ASK THE EXPERT
By Laurie Flasko, CSP
Laurie Flasko is a professional speaker, trainer and team
builder and has been providing innovative customer
service solutions for her
clients for over a decade.

Get a Good Seat

• www.laurieflasko.com

Designing an effective meeting is, among other things,
a marriage of learning styles and room configuration

O

ne key to a successful event is
to understand both the purpose of the meeting and the
needs of the attendees right
from the start of the planning process.
Different learning styles and accessibility
requirements are important criteria to
consider when designing the meeting
room configuration. Using flexibility and
creativity will give meeting planners a
head start on creating the ultimate event.
There are three learning styles. Each
requires consideration when determining how the meeting set up is
configured.
The visual learner prefers to see
what they are learning. Set up the
room with no visual barriers and
lots of visual aids. Since these people are engaged by what they see,
consider the impact of lighting
and placement of the presenter.
Auditory learners learn through
hearing the message. They will
want to hear someone talk them through
the message rather than read about it
first.
Kinesthetic learners have a preference
for learning by doing. They will be
engaged through experiential learning,
practice and role play and some discussion.
Different seating configurations can
impact learning styles and achieve varying meeting objectives.
Round tables easily engage all learning
styles. Set them with chairs on just one
side giving all participants the ability to
see the presenter while easily incorporating small group discussions for practice or
role play. This set-up is also known as
crescent rounds, half-crescent or cabaret.
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U-shape is great for mid-size group
discussions but not a good fit when there
is an overly large group or when small
group work or practice is required. It may
also inhibit the learning for the kinesthetic
attendee.
A boardroom works best for a meeting
or focus group with a smaller number of
participants. The room is usually equipped
with a white board or LCD for a presentation – great for the visual learner. There is
generally a power seat for the leader at

the top of the table – a configuration not
recommended for meetings where the
goal is collaboration, team work, creative
brainstorming or a practice session.
Classroom or theatre style is great for
large numbers of participants when the
purpose is a one-way dialogue and it
works well for visual or auditory participants. It’s not recommended if discussion
or practice is important.
A circle or semi-circle of chairs is useful
to bring down barriers for a group that is
looking for an intimate opportunity for
sharing. This set-up is ideal for auditory
learners.
Outdoor settings or unique locations
can elevate the experience as it promotes
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creativity and energy. Choose a unique
location such as the middle of a vineyard.
It will help relax participants and heighten
interest in the subject at hand. Traditional
room set ups can be easily applied outdoors.
High-top tables create a casual environment with a surface for note taking
while participants stand. This is great for
an energizing group activity right after
lunch, networking sessions or even shorter presentations. Remember to include
some regular chairs and lower coffee tables for those who may have
physical limitations.
Consider adding inspiration
quotes or pictures, comfortable
chairs, couches (with pillows) and
possibly bean bag seating at one
end of the meeting room to stimulate the creative juices needed for
sales meetings, strategy planning
or brainstorming sessions.
Like learning styles, another factor to consider in room configuration is
accessibility for disabled attendees. Be
alert and intentional in setting up the
room for someone with a disability to be
able to move around easily or be seated at
a table without having to move chairs or
re-arrange the room. All rooms can be set
up with a small amount of thought and
effort to make everyone comfortable
Paying attention to every detail really
will pay off. From the way the tables are
organized to the learning styles of your
participants. The logistics may just seem
like small details yet they can become a
powerful enhancer of the emotional experience for all attendees and help to make
SOI
the message stick!
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SPEAKING OF ROI
By George Torok

A Secret Weapon for
Media Attention

George Torok helps people
and organizations tell their
story. He wrote a bestselling
book on personal marketing
and has interviewed more
than 500 guests on his
weekly radio show, Business
In Motion.

If Oprah phoned, would you take the call?

• www.Torok.com

L

et’s make it easier for Oprah or any other journalist to
reach you and talk about your association. Why? Because
the media reaches a greater audience and conveys convincing credibility. The bonus is that effective media relations deliver a high return on a low investment.
What do you want for your association? More members, more
funds, more followers or more influence? To accomplish any of
these goals, you need to better convey your message. The media
can help you send your messages effectively. It has more persuasive power than any logo, slogan or brand.
The media will help deliver your message if you give them
what they want – stories. The media tell stories and they need a
constant supply of new ones.
What makes a story attractive? Conflict is the strongest magnet. Among other things conflict includes change, disruption,
contradictory viewpoints, danger and challenges. Statistics,
trends and predictions also make for good story fodder. Humour,
hope and human interest make up the third category of attractive
story lines.
You need to be creative when competing for media attention.
Creative thought starts with a shift in perspective. As Abraham
Maslow said, “If all you have is a hammer then everything looks
like a nail.” Stop perceiving your presenters as only a speaker
(hammer). Instead, explore how this multifaceted resource might
help you achieve your association goals – beyond the success of
the conference.
This is your underused secret weapon for media attention.
Your speaker can be a catalyst to generate media attention and a
conduit to help spread your message. They might have one or
more of these attributes: author, topic expert, thought leader,
entertainer, explorer, celebrity, journalist...
This means that your speaker can speak and probably write in
an informative, engaging and provocative manner. An effective
speaker uses storytelling well. A credible speaker has done the
research and has the facts readily available. A professional speaker
is bold, ethical and authentic. A media-savvy speaker can easily
include your message in the interview. There are seven ways to
leverage your speaker for better media exposure.
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Ask for written articles from your presenter. The media likes to
use lists. That could be a list of tips, biggest mistakes, common
myths, warning signs, trends, or survey results. The more practical or provocative the better. Naturally, the speaker should relate
the article to your association membership. Attach the article to
your news release or query message.
Request the speaker be available for interviews. That might be
by phone, at your event, or at a local TV studio. Those interviews
might occur before, during or after your event.
Ask for links to the speaker’s videos that are provocative or talk
about items from the lists. This could be excerpts from other
interviews or with the speaker talking to the camera. Don’t use
speaker promotional videos. You want to tease the media and
demonstrate the style of the speaker as a guest expert.
Ask the speaker to participate on a panel of experts in addition
to the presentation. Invite a local media personality to moderate
the panel. This will ensure that at least one journalist is talking
about you.
Encourage your presenter to poll, survey or interview your
association executives, conference attendees or members. This
could be done online, by phone or in person. Interviews by Skype
or at the conference could be videoed. The speaker could summarize the results in a report that you send to the media. Be sure
to post to your own media. This might include association publications and social media.
Arrange for the speaker to talk to a relevant local charity or
community group. Some speakers will deliver this extra presentation for a nominal fee. Your association receives the benefit as the
sponsor. This makes a good news story.
Your speaker might already have a list of media contacts especially ones that are interested in the their topic. Ask them to share
relevant contact information or make introductions, then followup with the media contacts.
In conclusion, include your presenters in your public relations
plan. Pick one or two ideas from the list above for your next conference. The media is searching for their next story. Make it easier
SOI
to tell yours.
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Speaking of

Unique Venues
By Jamie Parcells

Meetings Outside the Box
Escape the confines of a traditional venue
e’ve all heard it before as it relates to business:
location, location, location. This saying is perhaps most applicable to unique meeting venues.
Gone are the days when four walls and a dark
room dominated the landscape. Simply put, today’s meeting planners expect more.
Many of today’s events are being held on cruise ships, in
monasteries, museums, vineyards, underground caverns
and, yes, even ice castles. There really is no end to the possibilities that present themselves to planners who are looking to break out of the boardroom.

W

THE HUMAN RIGHTS STUFF
One of the newest entrants to the Canadian meetings landscape is the Canadian Museum for Human Rights (CMHR) –
the first museum solely dedicated to the evolution, celebration and future of human rights. The facility’s aim is to
build not only a national hub for learning and discovery,
but a new era of global human rights leadership.
It is the first national museum to be built in nearly half
a century, and the first outside the National Capital
Region. The $351-million CMHR recently pulled back the
curtain on its exhibits to the general public and, according
to one spokesperson, the response has been overwhelming.
“There has been a lot of international excitement surrounding the launch of our facility, and our grand opening
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provided world-wide exposure,” asserts Jacques Lavergne,
director of revenues and visitors. “We are first and foremost
a national museum, but the meetings market is a very
important one for us and represents a large part of our segmentation/marketing mix for special events.” The facility
serves as a one-stop shop for meetings of all types, and has
a special events team at the ready to work with clients on
everything from food and beverage to audiovisual needs.
The CMHR features a large boardroom with a 270 degree
view of Winnipeg, a multi-purpose classroom that can be
divided in three and 11 galleries. Each topic has its own
dedicated space with unique artwork and screens that play
personalized stories of challenges faced by the people who
lived through them.
The museum was the host venue for the Juno Awards
welcome reception last March and can accommodate
events up to 1,500 attendees. According to Lavergne, the
CMHR provides today’s planners with a new and exciting
alternative to the industry’s current offerings.
“There has been a suppressed demand in the marketplace – not only in Winnipeg – but on the Prairies as a
whole,” he says. “Everyone is looking for something exciting and new. To that end, we definitely fit the bill”
When it comes to adding value to an event, the CMHR
has an interesting layered approach. Rather than a simple
stand-alone meeting, groups can partake in human rights
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training and development in addition to a guided tour of
the museum. “The educational component is tremendous
and we are excited to showcase all that we have to offer to
a variety of meeting planners – including those representing associations and corporations,” says Lavergne.

A SLICE OF HISTORY
There is little question that the meetings industry continues to be competitive and unique venues are not immune.
Other industry experts suggest that offering off-site venues
really serve to enhance the overall delegate experience.
Michèle Canto, director of industry and business operations for the Canadian Museum of History, in Ottawa says,
“Unique venues can provide a thematic aspect or add some
local flair for delegates visiting from other cities. In our
case, we give the planner the ability to incorporate Canadian culture and history.” She continues, “As a museum, we
are continuously changing content and exhibits – a
refreshing change from a static boardroom. You can have a
completely different experience every time.”
The Canadian Museum of History will complete renovations on its new Canadian History Hall in time for the
city’s 150th anniversary, in 2017. The new exhibition space
will be approximately 50,000 square feet and able to
accommodate hundreds of attendees. “We have already
started to promote this expansion to the meetings industry
as a new and unique venue,” says Canto.
Situated on the Ottawa River with spectacular architectural and a view of the Parliament buildings, the facility
can accommodate up to 2,000 delegates for an event and,
according to Canto, the Grand Hall continues to inspire all
those who visit. This year, it hosted the Canadian Bar Association (May), the Canadian Urban Transit Association
(June) and the Association of Professional Executives of the
Public service of Canada (November) and – most recently,
served as the site for the Official Draw for the FIFA
Women’s World Cup Canada 2015™
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GET MORE THAN YOUR FEET WET
Want your delegates to experience the most spectacular
wonder of the world? Hornblower Niagara Cruises, with its
state-of-the-art, 700-passenger Catamaran boats, take delegates visiting Niagara Falls on an unforgettable journey.
Present your delegates with an intimate boat tour of the
American Falls, Bridal Veil Falls and into the very heart of
the famous Horseshoe Falls. The breathtaking flow of
water, power and mist will leave your attendees with a
memory to cherish for a lifetime.
Hornblower Niagara Cruises Meeting & Events Centre
has the ability to host grand conferences and large conventions in the most unique space in the Niagara Region.
With the powerful roar of the falls as the setting for this
exclusive location, your attendees will be motivated from
the moment they enter. Coming in 2015, the Hornblower
Meetings & Event Centre will be able to comfortably host
conferences and conventions of up to 650 people.
Hornblower Canada Co., operating as Hornblower Niagara Cruises, is the official boat tour operator of Niagara
Falls, in partnership with The Niagara Parks Commission,
an Operational Enterprise Agency of the Canadian Ministry of Tourism, Culture and Sport.
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/ HÔTEL DE GLACE

The Hôtel de Glace, Québec

Québec’s Hôtel de Glace has everything to make each event
an unforgettable success. Made entirely of sparkling snow
and shimmering ice, this refrigerated paradise is waiting to
mesmerize and amaze. Celebrating its 15th anniversary in
2015, the Ice Hotel, located only 30 minutes from Québec
City, has been a world-famous winter experience, receiving
more than 1,000,000 visitors and 43,000 overnight visitors
during its short operating season.
Made entirely of 15,000 tons of snow and 500 tons of
ice, this structure will stay frozen in every delegate’s memory. With a surface area of 32,000 square feet and ceilings
that can reach 19 feet high, the hotel presents a majestic
atmosphere.
The facility includes 36 rooms and theme suites –
including one which has a fire place and private hot tub –
an ice chapel where about 30 weddings are celebrated each
year, the Ice Bar and the N’Ice Club reception room.
The fascinating décor and the original activities and
services have inspired guests to hold corporate events,
product launches, team building events and film productions. Each event is customized to the company and can
include ice logos, a red carpet and flaming torches to greet
attendees while individual ice glasses will ensure the drinks
are truly served “on the rocks.”
The hotel can accommodate up to 1,000 people for any
type of function from private receptions to meetings and
seminars. Team-building workshops include igloo construction and ice sculpting.
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SATISFY YOUR “INNER SCIENTIST”
Vancouver Aquarium, Vancouver B.C.

MEETINGS AT NEW HEIGHTS
The CN Tower provides spectacular unique settings not
found anywhere else in the world. Defining the Toronto
skyline, at a height of 553.33m (1,815 ft., 5 in.), the CN
Tower is Canada’s National Tower, an engineering wonder
and the city’s must-see attraction visited by more than 1.5
million people each year.
Canada’s National Tower now offers the adventure of a
lifetime as part of a new program offered in partnership
with Eagle’s Flight – a one-day training and development
workshop in conjunction with Toronto’s tallest urban
adventure – EdgeWalk.
The first of its kind in North America, EdgeWalk is the
world’s highest external walk on a building – a full-circle,
hands-free walk on a 5-foot (1.5 m) wide ledge around the
top of the CN Tower’s main pod while attached to an overhead safety rail via a trolley and harness system.
EdgeWalk has achieved “bucket list” status and a place
among the world’s greatest attractions. Every aspect of
EdgeWalk, from design, to build, to attraction logistics and
operation has been developed with the utmost safety and
security in mind. On November 8, 2011, EdgeWalk at the
CN Tower was presented with the Guinness World Record for
the “Highest External Walk on a Building

AN “UNDER THE SEA” THEME
For a whale of a time, meeting planners are turning to the
Vancouver Aquarium, voted one of Canada’s best-loved
attractions. Guests discover a world of fascinating animals
in a number of breathtaking settings, while the professional catering and events team ensures that everything is
planned and creatively executed, down to the last detail.
From formal dining among majestic Beluga whales to a
cocktail reception in a “living art gallery” setting with tropical fish, reef sharks and British Columbia-themed exhibits
of West Coast seascapes, planners have a sea of choices.
Each gallery of the aquarium provides a unique experience
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Increases in facility rentals have become standard in Vancouver. “Success in the meetings industry is all about flexibility,”
asserts Julio Guzman, sales manager, Science World. “Delegates are tired of the hotel boardroom setup – they want a
different kind of interaction and that’s what we offer here,”
he says.
Just minutes from downtown Vancouver, Science World
is not new to hosting events of international prominence.
In 2010, it served as Sochi House during the Vancouver
Olympic Games and, with the completion of its renovations in 2013, the facility has further enhanced its ability
to host meeting of all kinds including team building.
Today, Science World showcases a variety of gallery
spaces and can accommodate several hundred delegates –
the most to date is 1,800. Its Omnimax Theatre has a
capacity of 400. “This is ideal for planners who want to
have their delegates use the theatre while others are being
entertained in other gallery spaces,” says Guzman.
The Eureka Gallery, one of the major additions as part of
the facility’s expansion, encompasses 10,000 square feet
and is sure to satisfy any “inner scientist.”
Guzman suggests the facility is conducive to an eclectic
mix of events – even those that may be budget conscious.
“We are a not-for-profit [organization] ourselves and do
understand the challenges. We make it very affordable for
any non-profit group to hold their event here,” he says.
Science World has the ability to accommodate from 20
to 1,400 guests. Delegates can enjoy a sit-down formal dinner, buffet or cocktail reception, outdoor spaces, hands-on
galleries and theatres that can seat up to 400. The facility’s
Green Roof Terrace and patio are ideal for corporate events
SOI
and offer a wonderful skyline view of Vancouver.

Jamie Parcells is the publisher of Speaking of IMPACT magazine and general manager of Cutting Edge Communications.
• www.cecommunications.ca
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for guests with creative lighting, display and classic and
artistic theme options.
Every event held at the Vancouver Aquarium is unique.
The aquarium’s event planners design floor plans based on
the distinct objectives of each client. For large-scale events,
the aquarium can handle up to 1,200 people for a cocktail
reception or 350 guests for a plated and seated event. The
individual floors and rooms can also handle as few as 25
guests or as many as 800 guests for cocktails and 300 for a
sit-down meal.

TECH TALK
By Randy Woolman

A/V Preflight Checklist

Randy Woolman is the
owner of Impact AV Solutions and has spent the past
twenty years providing custom AV services to a variety
of corporate, association
and social events.

Ensuring a flawless on-site technical experience

• www.impactavsolutions.com

W

hen preparing the floor
plan for the presentation,
make sure to consult with
your A/V team to discuss
the number and placement of video
screens. Most of the time, the projector
will need to be placed in front of the
screen and, depending on the type of
projector and the size of the screen, you
will need to allow anywhere from 10 to
20 feet in front of the screen for the projector throw. The tables should be placed
in such a way that the audience can view
the screens easily from every seat and
there is enough walking space allowed at
the front of the room. Also, remember to
be mindful of ceiling height.
Know what A/V support you will have
during your event. Always read your contracts, especially where labour for A/V
services is involved. Does your A/V quote
include a technician present in the room
during the event, monitoring volume levels, switching video sources as required
and ready to assist immediately with any
technical interruption, or do you have to
call the in-house A/V technician for assistance? The wait time to get a technician
in the room can be significant and every
interruption disrupts the flow of the presentation and your timeline.
Take the time to find out the expectations of the presenter:
• Do they walk around while presenting?
• Will they need a wireless, hand-held or
clip-on microphone?
• Will they require a laptop?
• If they’re bringing their own, is it a
Mac, PC or tablet?
• Are they speaking from the lectern?
• Will there be audio in the presentation?
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• Do they need a remote?
These are important notes to discuss
with your A/V provider in advance to
ensure the correct technology is in place
to support your presenter’s needs and
avoid surprises that could result in lastminute stress, added cost or even technical failure.
Have a visual cue to keep the presenter
on time. This is not rude, it is easy to lose
track of time when presenting to a group
and it is important to respect the time of
the attendees and other presenters.
When preparing the agenda, remember
to add a few minutes in between presenters as it often takes a few minutes to get
the next presentation on the screen and
microphones in place.
If your presenter will be using slides, it
may be a good idea to remind them that
fewer words, larger fonts and enlarged
pictures are better. Text and graphics
should be BIG. It is also important to keep
text and graphics away from the edge of
the screen area or they may be cut off or
slightly obscured when projected.
Consult with your A/V team in advance
about videos that need to be played.
Videos embedded in a PowerPoint or
Keynote presentation that can be triggered by the advance button on the
remote will often play within a small
frame inside the presentation rather than
using the whole area of the screen if not
set to play full screen. Knowing that
videos will be used in advance allows
preparations to be made to have a second
computer and video switcher in place.
This way, the videos can be pre-loaded
and played seamlessly in full-screen
mode.
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Often presenters will play a YouTube
video and have the URL embedded in a
PowerPoint slide. Besides the potential
copyright infringement issues, it is never
ideal to stream a video from the Internet
during a live presentation. A YouTube
video can be downloaded in advance and
played in full screen mode, but be careful
because the quality of YouTube videos
vary widely and what looks okay on your
computer screen may not look so good
when blown up on a big screen.
Test everything! Then test it again. If
the presenter wants to use their own
computer, test it in advance to ensure the
video settings are correct for the projector
being used.
Test to ensure the sound quality for
any audio in the presentation is good and
the volume is correct. Have the presenter
test the microphone they will be using so
they are comfortable and any adjustments
can be made by the A/V team to ensure a
smooth presentation.
Test the presenter’s remote and, if the
A/V team is providing the remote, have
the presenter practice with it. Some
remotes have laser pointers, blackout
functions or buttons to exit a presentation. If the wrong button is inadvertently
pressed, the computer may need to be
accessed to return the presentation to
full-screen mode. The disruption will be
obvious, especially if there is no A/V technician in the room to immediately fix the
problem.
You can’t predict everything, but following these simple tips and tricks will
put you a step ahead and make a flawless
SOI
experience much more likely.
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EFFECTIVE MEETINGS
By Kristin Arnold, MBA, CMC, CPF, CSP
Kristin Arnold is on a crusade
to make all panel discussions
lively and informative. She’s
a professional meeting facilitator and panel moderator
with more than 20 years of
experience making meetings
engaging, interactive and
collaborative.
• www.PowerfulPanels.com

From Just Okay to
Just Great
Building high-performance panels for your event

A

recent survey of more than 500 executives and meeting
industry professionals reported that nine out of 10
meetings have a “panel” somewhere in the program –
yet, more than 63 per cent said that the panel format is
merely “okay” or even worse.
Since the panel format is so prevalent at meetings, conferences and conventions, is the panel format effective? The 2014
Panel Report concluded that the answer is “Yes,” when done well;
“No,” when done poorly. So, when you decide to put a panel on
the program, do it well. To ensure your panel discussions are
among the best rated sessions on the program, here are eight
best practices.

SELECT A SKILLED FACILITATOR TO MODERATE
The success (or failure) of the panel rests on the shoulders of the
moderator. They must have the credentials, qualifications, or
demonstrated experience as a panel moderator. Ask for recommendations and testimonials. Witness the moderator’s ability to
facilitate a panel discussion either live or from video. If unsure of
their ability, then don’t hesitate to recommend and/or require
panel moderator training.
CHOOSE AN INTERESTING TOPIC
Make sure the topic is of interest to the intended audience. If you
are unsure who is in the audience, talk to the audience right
beforehand or take a poll at the onset.
SELECT THREE TO FOUR “DEEP” PANELISTS
Select interesting panelists who are:
• Diverse: they have different points of view and represent the
diversity in the audience;
• Experienced: they are experts and practitioners who are
knowledgeable in the topic area;
• Eloquent: they are able to express their ideas well in a
public forum; and
• Prepared: they are willing to do the preparation in support
of the audience and the promise.
SPICE IT UP
Today’s audiences not only want to be informed; they want to be
entertained. Think about how you will make the topic fun, trendy
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and interesting. Have an intriguing title. Get rid of the long,
draped table. Set the room for audience-centered seating. Think
beyond the traditional formats and consider using a talk show or
game show format. Use technology to engage the audience.
ENCOURAGE PREPARATION
The moderator and panelists have to do more than just “show
up.” In the few weeks before the event, the moderator should
finalize the format and agenda, write the welcome and introductions, curate the questions, decide on the audience Q&A format,
determine the logistics, confirm the details with the panelists,
assemble the slideshow and possibly engage the audience before
the event even starts.
The panelists should be briefed by the moderator on the
process and ground rules. They should also formulate their key
messages and develop short stories or anecdotes that illuminate
their points. In addition, they can research their fellow panelists
to get to know their background, credentials and opinions on the
subject so they can jump right in to a lively discussion.
MAKE IT A CONVERSATION
Set the expectation that the panel will not be a series of presentations, but a lively and informative discussion among smart people
sharing their views for the ultimate benefit of the audience.
LIMIT YOUR SLIDES
If you must use slides, make sure it adds value from the attendees’ perspective, makes an abstract concept more visibly understandable or is used to grab the audience’s attention.
ENGAGE AND INVOLVE THE AUDIENCE
A panel discussion is held for the audience’s benefit, so why not
bring them into the conversation early and often? You don’t have
to wait until the formal Q&A at the end. Engage the audience at
the onset (or even before) and continue to bring them into the
discussion throughout the session (and beyond).
It all comes down to the choices you make. When you choose
to have a panel format, be deliberate and intentional. When you
make good choices, you will look like a hero, and the audience
SOI
will give these panel discussions high marks.
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IMPACT PLAYERS

BELLSTAR HOTELS & RESORTS
Destination meetings are closer than you think with Bellstar Hotels & Resorts. Move out of the big city to meet amidst the majestic Rocky Mountains, in
the middle of the desert in South Okanagan’s wine country, or beachside on Vancouver Island. Visit bellstar.ca/meetings to learn about our unique resort
experiences, and meeting planner incentive programme, in partnership with Aeroplan.

CARTIER PLACE SUITE HOTEL
The hotel is honoured to be the winner of the TripAdvisor Certificate of Excellence for 2013 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.

CONVENTIONS SASKATOON
Conventions Saskatoon provides first-class services to planners worldwide. We offer our support from start to finish including customized bids and hosting site visits, to working with local organizations on building support. Saskatoon is a thriving, well-seasoned host city with an abundance of cultural
diversity and scientific achievements. With more than 800,000 square feet of state-of-the-art convention space, we have the facilities, the people and
the passion to ensure your event is successful beyond bounds. For more information, please visit www.conventionssaskatoon.com.

CN TOWER – EDGEWALK
Canada’s National Tower and popular Toronto event venue, now offers one of the world’s highest and most unique team building workshops that
includes a walk on the edge of one of the world’s greatest man-made wonders. Teams will experience the adventure of a lifetime as part of a new program offered by CN Tower in partnership with Eagle’s Flight that includes a one-day training and development workshop in conjunction with Toronto’s
tallest urban adventure, EdgeWalk. To learn more, visit cntower.ca/teambuilding.

MEETINGS & CONVENTIONS PEI
Prince Edward Island, long celebrated for beautiful beaches, spectacular and dramatic coastlines, top golf and culinary experiences now offers the new
waterfront 50,000 sq.ft Prince Edward Island Convention Centre. Meetings & Conventions PEI is your complimentary service for all the Island has to
offer; from convention needs, accommodation searches, site selection assistance, proposal generation, pre/post activity planning and more. Ask about
our exclusive FAM experiences or On Your Own Time FAMs. Visit peimc.com.

TODD MILLAR
Todd Millar has been effectively coaching others to find “Success” in this changing world. Author, father, husband and friend, Todd has a wonderful
easy way of getting you to connect to your desired results by applying a broad scope of leadership skills and principals that anyone can use in
everyday choices. Todd’s stories bring to life his “Everest Model,” creating a positive approach to all ventures and goals you strive to achieve.
Visit toddmillarspeaking.com.

MONT TREMBLANT
Discover Tremblant’s natural environment, pedestrian village, more than 30 cafés, pubs, restaurants and bars, two movie theaters, and more than 35 art
galleries, stores and workshops. You will find more than 1,900 lodging units spread throughout 13 renowned hotels, studios, condos, slopeside and
mountainside properties ready to welcome your group. Throughout the resort, a total of 52 meeting rooms, totalling 60,000 square feet, are available to
you. Visit www.groups.tremblant.ca.

NAVCENTRE
The NAVCENTRE is a self-contained, 650,000 square-foot facility with 50,000 square feet devoted to training, meeting and convention space. There are
550 well-appointed guestrooms, suites and executive suites. In addition to three on-site food establishments, complete banqueting services are provided for private functions. The NAVFIT fitness facility has a pool, gym, cardio/weight room and spa – our latest addition. The property sits on 72 acres of
land along the St. Lawrence River and features many outdoor attractions. Visit www.navcentre.ca.
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IMPACT PLAYERS

SCIENCE WORLD AT TELUS WORLD OF SCIENCE
Host your next event at Vancouver’s iconic dome and WOW your guests! Choose from a variety of unique spaces that will make your event stand out
from any other. Think: yoga on our outdoor green roof, presentations in either of our OMNIMAX or Science Theatres, playful or sophisticated dinners
among interactive exhibits, outdoor BBQs and summer parties, or anything else your creativity can come up with! Visit www.scienceworld.ca/rentus.

TOURISM JASPER
Meeting space takes on new meaning in Jasper. It’s an authentic mountain town nestled in a huge national park; a gateway to an unforgettable Rocky
Mountain experience. With thousands of kilometres of untouched wilderness just waiting to be explored, Jasper is the ideal base for adventure. Start
planning your next meeting, retreat or incentive trip by visiting jasper.travel.

20 TORONTO STREET CONFERENCES AND EVENTS
THE PLACE TO CONNECT – We are conveniently located in the heart of downtown Toronto, ideal for clients of the city’s financial district, just minutes
from the famed entertainment district, prestigious hotels and numerous events and attractions. Our urban venue features a variety of meeting spaces,
state-of-the-art audio and video technology, wireless internet access, delicious and affordable catering and bar service. For more information, visit
20toronto.ca.
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FUNNY BUSINESS
By Michael Kerr, CSP, HoF

Meeting in the Middle?
When did regional diversity get so… diversified?

C

anada is a big, sprawling country full of big, sprawling
people who like to attend big, not-so-sprawling meetings, if for no other reason, than to stay warm.
Not only does this present basic logistical challenges
around issues such as central heating and questions such as, “Can
you actually get to that meeting from here?”, it also means the
Canadian meetings industry must cater to an extremely diverse
population, playing host to people from coast to coast to coast to
prairie to mountain to glacier to lake to small woodlot to strange
little suburb that seems to have been a complete afterthought.
It’s a challenge because, like beautiful, precious snowflakes, no
two Canadians are alike. Nor do they necessarily like each other.
Politicians, who have struggled over the years to keep this
sprawling beast called Canada intact by balancing regional interests and pitting Canadians against one another in fights to the
death (I could be thinking of The Hunger Games, but that sounds
about right), know all too well how difficult a job it can be to
accommodate the accommodations of so many Canadians, let
alone find accommodations for them. As Prime Minister Joe Clark
once observed, “We are a community of communities made up
of communities that come from different communities who rub
shoulders with other communities while living alongside and
inside communities.” As profound as it was confusing, his comment still resonates.
So, how do you run a meeting that effectively accommodates
such a diverse range of interests, backgrounds and shoe sizes?
Although it’s not a perfect approach, let’s start by examining how
our meetings can accommodate the various regions.
British Columbians are notoriously laid back, so much so that
many of them won’t actually make it to the meeting. Those that
do make it will often attempt to hug or even cuddle with other
attendees, while others will be merely content to hold hands and
belt out a hearty rendition of We Are the World. Give them lots of
love, copious servings of smoked salmon and let them smoke the
agenda or anything else they can get their hands on, and they’ll
be happier than a sea otter in May (which, British Columbians
assure me, is pretty darn happy).
When meeting out of province, Albertans will primarily be
concerned about whether or not they can get a refund for any
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provincial tax they pay; when meeting in Alberta they’ll be concerned about telling other attendees how awesome it is not to
pay any provincial sales tax. And, if the meeting is not held in
Banff or Jasper, they’ll demand to know why. (No, seriously? Why
would you not meet there?)
Saskatchewan meeting attendees are a happy lot, as long as
they have a clear line of sight to the stage, and so long as you
don’t adjust the timing of any of the conference sessions. And, if
you value the life of your meeting attendees and are concerned
about getting your hotel damage deposit back, please, for the
love of wheat, don’t sit Estevan people next to Weyburn folk.
After regaling you with stories of polar bears, the Winnipeg
Jets, and -40° picnics, most Manitobans will be happy to point
out that, as the psychological centre of Canada (the geographical
bragging rights belong to Baker Lake, Nunavut) all Canadian
meetings should logically be held in Winnipeg.
As long you seat rural Ontarians away from the Torontonians,
everything will run smoothly. This shouldn’t be an issue, as the
Torontonians will all be seated in the centre of the meeting room
looking inward.
Many of la belle attendees from Québec would prefer to sit in
another meeting room by themselves, however, you can entice
them to stay with the larger group by providing simultaneous
French translation, lots of handouts and some really awesome
poutine.
Maritimers hate it when you lump them all together, but
when you do lump them all together, they are very SOCIABLE!
Just thinking of Newfoundlanders made my head explode; I
seriously don’t even know where to begin. As a start, I’d offer
plenty of cod for them to kiss, a couple of fiddles and simultaneous translators for the non-Newfoundlanders.
Yup, there really are people up in the Territories and, sometimes, they come down south to our meetings. That’s why they,
more than any other Canadians, love meetings.
Following these simple guidelines should help you host Canadians from coast to ill-conceived suburb. If, however, you feel
there’s some region of Canada I haven’t properly offended or
SOI
stereotyped, please feel free to drop me a line.
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