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re we really listening to our clients when they tell us they
want something “different?”
Recently, a prospective client called to say, “We have

been doing the same event for the last three years with
another provider and we would like to change things up, we are
looking for something different.”

As we spoke, it became clear that they did not necessarily say they wanted some-
thing “new.” Instead, they were saying that what they have done in the past was, “no
longer working for them.”
Something different may be new to them, but it does not always have to be a new

product or service. Instead, customers are often looking for similar outcomes, just
with a different “context.” So the question of being sustainably different becomes,
“How are you different than your competition? What is unique about how you deliver
in a crowded marketplace? How can you make the client feel that they are unique and
doing something that no-one else is doing while not having to re-invent every time?”
The challenge, of course, is that there is a complexity with being different – too

much, and clients will have a hard time understanding your vision for lack of anything
to compare it with. If you’re not being different enough, you risk fading into obscurity
with the dread of sameness.
When was the last time you tried something risky? Something that made you feel

unsure about how it might pan out. Playing it safe is no longer an option in a world
where clients and meeting goers want the “wow factor.” What are you willing to do
that others are not? How about something that you refuse to do because it drives you
insane?
Being different is ultimately what gives you a competitive edge over the others in

your market while also justifying differences in fees. Let this year be the year that you
decide how and what makes you different in the marketplace, and focus your efforts
on ensuring your customers notice and appreciate that difference.

Bob Parker, CSP
2014 CAPS National President

PRESIDENT’S MESSAGE

Something Different
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I
n the meetings industry, planners, suppliers and speakers
know that size matters in having a successful event. Know-
ing what is crucial and what works well with group size is
a skill that every person in the meetings profession has
had to learn. For the purpose of this article, let’s consider a

small meeting to have 25 participants or less. At 250 atten-
dees, our meeting has become moderate in size and requires a
different approach. When it reaches 2,500 or more, you have
your work cut out for you. Meeting planners agree that meet-
ings of any size almost always require the same amount of
planning and logistical detail.

The primary points that need to be covered when planning
a successful meeting are applicable to all meetings, whatever
the number of participants. Like a pilot’s checklist, these

points should be automatically reviewed at the start of plan-
ning even before a meeting’s size is brought into the equation. 
• The budget 
• The venues being considered 
• The purpose of the meeting 
• Will there be lodging/meals/transport involved? 
• What is the time frame of the meeting? 
• Who are the right speakers/presenters? 
• Speaker/presenter requirements 
• What are the AV or technology requirements? 
• The optimal set up 
• What types of activities would help make the event

memorable and impactful? 
The checklist is applicable to meetings of any size, but the

SIZE
MAKES A DIFFERENCE

Meeting planners and speakers need to develop best practices
for handling all audiences – from small to huge

By Cheryl Cran, CSP, HoF
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answers are interpreted differently. The budget for a smaller
meeting is typically smaller than that for a larger meeting.
However, a successful smaller meeting requires the planner
and suppliers to focus on leveraging the budget to exceed
client expectations. The context for a small meeting needs to
be considered as well. For example, I have facilitated small
meetings for large organizations and, because it was a strate-
gic gathering for executives, there was an extensive budget.
On the other hand, a smaller meeting could be a training ses-
sion in a corporate boardroom with a limited budget.

“No matter the size of the audience, I always ask my
client how he/she wants the audience to feel when they
leave the presentation,” says Julie O’Keefe of the GDA Speak-
ers Bureau, Dallas, Texas. “At 25 people, I’m going to ask if
it’s a keynote that the client wants or is it more of a working
session with lots of participant input. I can ask the same
question at 250 attendees, but the interaction will be differ-
ent. Typically, at 2,500, the client is looking for a keynote,”
she says. “My goal for all meetings is to ensure that I make
the best speaker suggestions to achieve my client’s goals. A
speaker who is excellent in front of 2,500 people may not be
as successful in front of 25.”

25 OR LESS
The setting will determine how the attendees
will be accommodated, but round tables pro-
vide an easy solution for breaking into work
or discussion groups. Long tables, set up in a
chevron arrangement also allow for a good

working environment. Finally, there’s theatre seating. Audio-
visual needs can be handled with just one screen, projector

and small mini speakers for sound with all of it driven from a
laptop. A microphone is likely not needed unless the room
has some serious acoustic issues.

Selecting a speaker who is comfortable with the intimacy
of a small group is essential. They must be able to accept that
this session, whether it’s training, facilitating or presenting,
will likely be interactive and comfortable with an open format
where audience members can ask questions, interject or ask
for clarification. Interactivity can include “try it out”
moments where theories or concepts being delivered in the
training can be tested and discussed.

If the speaker has been chosen for his/her ability to man-
age small groups, they will probably provide a consultative
approach, especially if it’s a full-day training session. This
includes doing a pre-event survey to all attendees to ask for
examples, challenges and hoped-for solutions. 

250 OR MORE 
Rules governing room size in the hospitality
industry suggest 12 square feet per person.
Using this as a basic guide, our group of 250
needs to be accommodated in a room that is a
minimum of 3,000 square feet or about 50

feet by 60 feet. There is a considerable distance between the
podium and the back of the room. Setting up round tables
where a third of the attendees will sit with their backs to the
podium is not a good idea. Theatre seating is preferred.

The audiovisual requirements are now ramped up to
include two screens, a full audio set-up with microphones and
recorded music. Good audio and video are critical and will
require detailed planning weeks before the event with a pro-

MEETING PLANNERS AGREE THAT MEETINGS OF ANY SIZE ALMOST
ALWAYS REQUIRE THE SAME AMOUNT OF PLANNING

AND LOGISTICAL DETAIL



fessional AV company that will provide the necessary equip-
ment and personnel. A sound check on the night before the
event is a must.

The speaker should come to the event with content that’s
relevant to the majority of the group and with expertise in an
area related to the theme. A group of this size in a 3,000
square-foot room will need a higher level of energy; the speak-
er must deliver a bigger impact, moving and using body lan-
guage that not only emphasizes the presentation, but also
translates well to image magnification in post-event video
production. Audience interaction will be limited to a few
pauses for clarification or relevance.

Before any of this takes place, the speaker will have sent
out a pre-event survey for select individuals in different roles
within the client company to provide insight into the organi-
zation’s pulse and expectations for the presentation. Usually a
tenth of the expected attendance is sufficient for a pre-event
survey. In addition, a number of conference calls with the
organizing team will nail down details such as schedule
changes and current goings-on in the company. If the client
agrees, social media can be leveraged before the event.  

2,500 OR MORE 
Using our hospitality guideline, the size of
venue that is required to hold 2,500 people
will have gone up exponentially. There is no
question here that attendees will be seated
theatre-style in a room designed for a stage

presentation – in essence, a performance – with all of the
energy, humour and showmanship the speaker can muster. 

Technical needs are at a premium level with a minimum of
two screens, preferably more, to engage the large group and

connect with the on-stage activities. Discussions with AV pro-
fessionals will now focus on supporting the performance with
headset microphones (more reliable than lapel mics) and top-
level music and images. Visuals, whether using Keynote or
PowerPoint, are tied in to the conference theme and are
aligned with conference branding, and they’ll need to have an
aspect ratio of 16:9 for widescreen projection. Music will need
to pass copyright approval and permission will be required for
copyright images and videos. Keeping post-event video pro-
duction in mind, solid colours are the right wardrobe choice.  

In the planning stage, there will be numerous conference
calls with the client to ensure brand alignment with the mes-
sage, content and audience dynamics. Using social media
throughout the presentation is an interactivity skill that every
speaker who presents to very large groups must possess. In
obtaining the client’s go-ahead prior to the meeting, the
speaker will have to outline his/her plans for keeping interac-
tion short and sweet with an “anchor point” to tie into the
conference theme while using a monitor to answer Tweets
from the audience. 

Needless to say, the basic sound check for a small to moder-
ate group will become a full rehearsal in the case of a very
large audience seated before a full-size stage.

Over the years, meeting planners have dialled-in their
requirements for meetings of all sizes. The numbers represent-
ed here are typical of the small, medium and large events that
occur every day. While components of the planning appear
similar, and while there may be additional components
required by the client, there is a factor of scale that needs to
be considered before a meeting of any size gets off the ground.
SOI
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“No matter the size of the audience, I always ask my client how he/she
wants the audience to feel when they leave the presentation.”

Julie O’Keefe, GDA Speakers Bureau, Dallas, Texas
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Every meeting professional wants to
hear this:

“It was the BEST Meeting EVER!”  
“I was able to implement several

techniques and strategies from the con-
ference as soon as I returned to work!”  

“I learned more in those two days
that helped me finally ‘get’ what my
boss has been trying to explain to me
over the last six months!”

These statements came from partici-
pants who attended three different
themed meetings. Does that make hav-
ing a theme for a meeting a guarantee
of success in terms of ROI, ROA (Return
on Attention), education, or just plain
enjoyment? Of course not, but it does
speak to the popularity of using a
theme format. It also agrees with a
recent Meetings & Conferences survey
regarding the use of themes. Of those
responding, 85 per cent believe that an
effective theme enhances their gather-
ings, which explains why themes con-
tinue to be one of the meeting profes-
sionals’ all-time favourite tools for a
successful event.  

Three different meeting profession-
als who have all had varied experience
in either corporate, association, or inde-
pendent planning environments agree
that meeting professionals must be very
clear about the purpose for the event,
defining what they plan to accomplish,
and then build a theme around that
purpose. The consensus indicates that,
in general, using a theme can lead to a
very successful event provided certain
conditions are met.

THE THEME IS PROPERLY VETTED
BEFORE IT IS LAUNCHED  
Barbara Main of Main Communica-
tions, based in Madison, Wisconsin, an
independent event planning and asso-
ciation management firm providing
more than 100 conferences, events and
services for more than 15 years, says,
“Vetting a theme with a variety of con-
stituencies before it is rolled out is
extremely important. The choice of
words, graphics and tone can make or

More than just a candy coating,
a conference theme could be

the catalyst that makes an event rock
By Susan Luke, CSP

WHAT’S IN A

THEME?
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break the meeting. Attendees come
from different experience bases, back-
grounds and cultures. Just because they
don’t look or even sound different does
not mean they will have the same
understanding or reaction to a theme as
those who have developed it. If the
audience is international, there is even
more reason to vet thoroughly because
of cultural pride and cultural differ-
ences.” 

THE THEME IS INTEGRATED –
BEFORE, DURING AND AS PART OF
THE FOLLOW-UP  
Lynne Gale, CMM, director of conven-
tions, London Tourism, London,
Ontario, says, “When a theme is totally
integrated throughout the event it
helps to drive the meeting objectives
and achieve the desired outcomes. Its
importance starts well before the meet-
ing date(s) and a theme should be sim-
ple, understandable, the graphics recog-
nizable and provide the ‘WOW’ factor.”  

At a recent conference she attended,
she noted a very scenic graphic used in
all the marketing materials. It was a
good graphic, but she had no idea it
was a local landmark in the region
where the meeting was held until a
speaker referenced the landmark. 

A combination of media to promote
the theme works best. There’s a firm in
the Greater Toronto Area that can pro-
duce a video message that launches the
theme and then uses “news” style
updates to release important informa-
tion to delegates. 

In the previous example, a video
would have included a shot of that
landmark. You can have a lot of fun
with the messaging and create a sense
of anticipation such as when and what
will be the next announcement; will it
be the keynote speaker, the location of
an off-site event? We’re used to
YouTube and video as a quick and effec-
tive way to convey a message supported
by print graphics. 

“In terms of follow-up, it can foster
closure and provide valuable input
about the meeting from the attendees.
It can also assist in helping to launch
the next annual event,” says Gale.

“If done effectively, a theme can
help set the tone for the meeting,
engage and unite attendees, and gener-
ate enthusiasm before during and after
the event,” says Cara Tracy CMP, CMM,
an association meeting professional in
Scottsdale, Arizona.  

“In 2008-2009, we had a rock-and
roll-themed series of meetings which
concluded with the annual convention
and generated a lot of buzz and excite-
ment from the association member-
ship,” says Tracy. 

The theme was rolled out at the close
of the convention by giving out concert
tour T-shirts printed with the coming
year’s meeting names and dates on the
back.

“During the registration process, reg-
istrants told us their favourite band’s
name and the information was printed
on their convention name badge. This
made for a great networking opportuni-
ty throughout the convention and led
to some interesting conversations,” she
says.

Attendees were encouraged to wear
jeans and their favourite concert shirts
to the opening session where volunteer
“groupies” greeted them by playing
plastic blow-up guitars throughout the
ballroom. 

Even the hotel got involved by print-
ing “NSA Rocks” T-shirts for their Star-
bucks staff to wear when the attendees
were onsite.

The bottom line: those who attend-
ed that convention are still talking
about it today!

THE THEME MAKES ECONOMIC
AND ENVIRONMENTAL SENSE
AND SPEAKS TO THE PULSE OF
THE INDUSTRY  
Generally, the use of an integrated
theme may add 10 to 20 per cent to the
cost of a meeting. That being said, pro-
grams still need to be printed, apps
developed/purchased for attendee use,
name badges generated, etc. regardless
of whether a theme is used or not. By
being creative during the development
of the theme and keeping things sim-
ple, the incremental cost can be kept to
a minimum.  

SPEAKERS AND EXHIBITORS ARE
BRIEFED ON THE EXPECTATIONS
AND ON WHY THE THEME EXISTS  
“A theme can be used as a sales tool
when selling to exhibitors,” says Main.
“It sometimes makes it easier for those
who might not otherwise exhibit, espe-
cially if their perception is that their
products or services provide added
value because of the theme.”

“All speakers should be briefed on
the theme,” says Tracy. “They need to
be told why it exists and the meeting
professional’s expectations, so they can
properly weave it into their presenta-
tions if it makes sense. The main objec-
tive should not be forgotten and should
always take precedence. Attendees are
there first for the content.”

“The speakers should integrate what
they can in terms of the theme,” adds
Gale. “Their main objective is to con-
nect with the audience and provide the
message they were hired to deliver.”

When asked if theme use was more,
the same or less frequent now than five
years ago, the answer from all three
meeting planners was clear – themes are
definitely not a tool of the past, but
continue to be used and add value.

“It is more important than ever to
have something creative and meaning-
ful to entice attendees to choose your
conference over others,” says Main.
“There are fewer dollars earmarked for
travel and conferences. A well-crafted
and presented theme, integrated
throughout the marketing materials
and the conference program, is a viable
‘hook’ to get folks to register,” she says.

Using themes for your meetings will
assist you in generating a creative envi-
ronment, providing added value in
your program and creating a fun atmos-
phere for your attendees. How you
choose to integrate a theme and deliver
the best value for your participants
deserves your consideration, attention,
creativity and commitment. SOI
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I
n our modern era of accounta-
bility, transparency, relevance
and stakeholder value, it is no
longer “sweet” to deliver a one-

way (albeit important) message to
an audience filled to the brim with
intellectual capital just waiting to
be deployed. Not only does this
method of information dissemina-
tion fail to engage people, it is more
likely to enrage them.

Audiences these days want to
use their heads for more than
sound dampeners in a conference
room. A safe operating assumption
is that the majority are willing to
use their brainpower to help them-
selves and their company perform
better. Is there a need to get every-
one up to speed on the new oppor-
tunities and challenges being faced
in the marketplace? Absolutely. Is
there a need to get employees
motivated and committed to orga-
nizational success? Definitely.
However, we know that simply
hearing messages does not do the trick. So how can a CEO (or
any other senior executive) create greater value from precious
stage time?  

ENGAGE PARTICIPANTS BEFORE THE MEETING
Provide employees with key message content before the meet-
ing (unless confidentiality is absolutely necessary). Presenting
information in person that could easily be provided in
advance is not a particularly good use of valuable face time. It
is much better to use meeting time to explore or expand upon
critical issues that employees have had a chance to think
about in advance. This could be done via email, webinars,
Google Hangouts or other internal communication technolo-
gies. When participants arrive, they’ve already been thinking

about the meeting content, partici-
pated in conversations with their
colleagues and are ready to more
fully engage. The CEO’s words land
in more fertile minds.

ENGAGE WITH CONTEXT
BEFORE CONTENT
Give them a reason to listen! Just
because the speaker is the head
honcho, there is no guarantee that
all attention will be focused on the
words about to be delivered. Pro-
vide context for why the presenta-
tion will be important to hear,
absorb and act on. Otherwise, there
is a tendency for participants to
tune out, focus on remaining verti-
cal and/or trust there will be a
handout or report they can refer to
at a later date.

BE ENGAGING DURING THE
PRESENTATION
Almost every CEO can generally
benefit from rehearsal and coach-

ing before “going live.” Regardless of how critical the content
may be, a droning voice and poor visuals can put the most
dedicated and loyal employees into snooze mode. Dim the
lights and you might as well provide the audience with pil-
lows. Rehearsing can help the monotonal CEO seem a little
more lively while the comfortable, charismatic CEO gains
more focus. If the CEO seems to feel he or she is too good (or
important) to rehearse, you may suggest that a practice ses-
sion is for the benefit of the audience.

QUESTION THE AUDIENCE IN AN ENGAGING WAY
Pose questions on which the audience can reflect, but don’t
ask for individual responses. One of two things generally hap-
pens using that approach: the “usual suspects” stand up and

“Enough! No more.
‘Tis not so sweet now,
as it was before.”
Duke Orsino in Twelfth Night,

William Shakespeare

Do You Engage or Enrage?
Some words of wisdom for today’s CEOs who take the stage at annual company events

By David Gouthro, CSP



S P R I N G  2 0 1 4    • S P E A K I N G  O F  I M P A C TWWW. C A N A D I A N S P E A K E R S . O R G 13

respond, or no one says anything. In either case, the oppor-
tunity for the majority of audience members to engage with
the content has been lost.

Instead, suggest that pairs, triads or table groups have a
short conversation on how to answer the question. This
process forces them to wrestle with the content and, as a
result, to integrate it in their own minds. The CEO can then
choose to take responses… or not. It is less about the audi-
ence getting the “right” answer as it is about getting them to
think about the content. Do not asked closed questions that
require individuals to raise their hands in response. It often
annoys members of the audience and the results of raised
hands may be highly inaccurate as a result (they may raise
them in compliance, or keep them on their laps in defiance).

ASK FOR QUESTIONS FROM THE AUDIENCE
For similar reasons do not ask a large group, “Does anyone
have a question?”  A much more effective approach is to
suggest small groups generate questions they believe would
be of general interest to the entire audience. The result is
generally a set of richer, deeper questions that are less self-
serving than the ones from individuals who are trying to
score points or address a very specific issue that is of limited
interest to the rest of the group. 

One way to ensure a good supply of questions (if partici-
pants are sitting at tables), is to have each table numbered.
Let the audience know you will be using a random number
generator to select which table will have an opportunity to
pose a question. This greatly increases table engagement
because no one wants to take a chance that their table is
selected to ask a question when they haven’t got one.

The CEO must respond. Participants will be as interested
in how the question is answered (openly, transparently,
non-defensively, etc.) as the content of the answer itself. 

ENGAGE THROUGH AN MC
Another technique to engage audiences is to have an MC or
moderator prepare some tough questions in advance. The
CEO should have a very good idea of the biggest opportuni-
ties, challenges or issues that audience members are think-
ing about, especially if they have been informed in advance
about the content of the presentation. 

If you can determine a couple of juicy questions for the
MC to ask, it will cause audience members to sit up (in
interest or horror) to see how they are addressed. It frees
them up to ask some tough ones of their own, too. I highly
recommend that the MC have a conversation with the CEO
prior to using this particular technique, unless the MC is
the type of individual who enjoys jumping out of a plane
without a parachute.

It is the duty and responsibility of CEOs and senior exec-
utives to make the most of the time, talent and intellectual
capital of their employees at all times. There are wonderful
opportunities to do so from the stage.                               SOI
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ow do you measure the results generated from a speak-
er, training event or conference? When organizations
hire speakers or trainers, they frequently use BIS (bums
in seats) as the sole metric. Although BIS is useful for

airlines and theatres to evaluate their load factors, it’s useless for
measuring ROI from an event.
There are two ways to improve your ROI: increase the R – the

return and minimize the I – the investment. If you do both at the
same time, you will dramatically boost your ROI.
Examples of results include:

• Increased sales; 
• Improved profit per employee;
• Increased speed in acquiring new
customers and business;

• Improved relationships between employees and their supervi-
sors (this is the number one cause of people leaving an organiza-
tion); and
• Improved customer service that strengthens customer rela-
tionships and increases revenues, repeat business and referrals.

A: ENSURE THAT YOU ARE CLEAR ON WHAT RESULTS
YOU WANT TO GENERATE
If you’re not aiming at a result, then it will be difficult or impossi-
ble to improve it. Have you ever tried to shovel snow with a rake?
That’s what many buyers set themselves up for when they hire a
speaker without a clear result in mind. 

B: MEASURE AND IMPROVE THE RESULTS
This focus on results, especially measurable ones, is often the
most difficult part of the equation and beyond the scope or capa-
bilities of a meeting planner’s knowledge of the company. Some-
where, there is an executive who made a decision to hold an
event in order to generate some kind of result. Increasing the
average transaction value on a sales team is a measurable result.

C: MINIMIZE YOUR INVESTMENT
Explore local experts who generate real results. Look at non-tradi-
tional ways to engage your experts so that they can make an
impact with people at the most important level – where they
interact with the customer during the sales and service experi-
ences. 

If you are a meeting planner tasked with finding a speaker,
you’ll want to:
• Obtain the desired results from the executive whose budget
supports this (you will endear yourself to the executive just by
asking the question);
• Help your client to determine the expected ROI by focusing
on both results and investments; and
• Explore local experts who will have more flexibility in attend-
ing due to less travel time, lower costs due to no travel expenses,
and the potential to help your client implement ideas through
ongoing support.
If you are an organization or association that wants to hire an

expert, you’ll want to:
• Figure out what results you are trying to create or improve.
This isn’t about fixing problems; this is about raising overall per-
formance and results. Remember, motivation and money don’t
fix problems. They just create happier, wealthier people who per-
petuate the problem since they have even less desire to change;
and
• Find a local expert. This will reduce your investment by mini-
mizing travel costs and increase the return based on the ease of
rehiring and engaging the expert to help you implement their
ideas and increase your results.
Focusing on results will enhance your ROI and position you

and your organization for greater success.                              SOI

Phil Symchych is the presi-
dent of Symco & Co. and is
an expert in accelerating
profitable growth and build-
ing business wealth. He is
the author of Phil’s Profit
Points.

• www.symcoandco.com

SPEAKING OF ROI
By Phil Symchych, CA, MBA

The ABCs of ROI

While not a precise science, calculating ROI is actually a
relatively simple matter

H
+ RESULTS

+ PROFIT

+ FOCUS

– COST

– TIME

– DISTRACTION
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hen planning a meeting
or event, the hardest
part can be making sure
that everyone who wants

to attend will be able to fit it into their
schedule on the specific day and at the
designated location. With Google+
Hangouts (Hangouts), you will be able
to provide a solution to that problem.
Hangouts give you the ability to show-
case your organization’s meetings and
the type of training that you provide,
before, during and after the event – for
free!
There are two types of Hangouts. The

first one allows you to have a private
meeting with a maximum of 10 people.
This type of Hangout lets you control
who is allowed to view and participate in
the meeting. 
The other option is for larger groups

(although you can also use it for small
ones). It’s called a “Hangout On Air” and
is open to unlimited viewers.  When you
host this type of event, you will not only
be able to broadcast your meeting live,
but once the meeting is completed, it will
automatically post your video to your
YouTube channel.
Additionally, if you have people pre-

senting from multiple locations, you can
have up to 10 presenters participate, at
one time, with both audio and video, to
allow for a panel discussion. 
The key piece to note for Hangouts

On Air, is that you cannot control who
watches the live event. You can make the
YouTube video private after it is posted,
but anyone can tune in and watch while
it is happening.

Here’s a list of what you’ll require to
start using Hangouts:
• Google+ account and a YouTube 
channel that are connected together;

• Strong Internet connection;
• Reliable computer/laptop;
• Exceptional audio output;
• Good quality webcam; and
• Free Google+ Hangout software.
The most beneficial feature of this sys-

tem is that when you start your Hangout,
you do not go live until you push the
broadcast button. This allows you to learn
the system in private, confident that you
are not being watched or recorded during
your test phase. Schedule at least an hour
to become familiar with the features and
to ensure your video and audio is set up
the way you want it before going live. 
There are many applications that you

can add to your Hangouts. When you first
start up your Hangout, move your mouse
to the left-hand side to see your apps. The
following four items are the must haves. If
one of these apps is not listed in your
Hangout, click the three dots at the bot-
tom of the list and “add apps.”

HANGOUT TOOLBOX
The tools that are included with this app
allow you the ability to add professional-
looking titles and company information to
your presenters. There is even a tool
where you can turn down the volume of
certain users or mute them.

SLIDESHARE
This simple but very important app lets
you share your PowerPoint presentation
with your audience.

SCREENSHARE
This app allows you to share what is on
your screen without your audience having
to download it, such as a photograph.

GOOGLE DOCS
The best way to share a document with
the participants of your Hangout is to
add the document to your Hangout using
the Google doc add-in. NOTE: At the
time of writing this, you are only able to
use this feature if you are logged in as a
person on Google+ rather than a busi-
ness. It is a known issue that Google is
trying to correct.

The power and function that Hangouts
offers is well worth the time it will take for
you to get comfortable using it. Although
Google+ Hangouts will not replace the
need for in-person events, it is an excel-
lent option.                                         SOI

Angela Mondor, also known
as The Geeky Girl, is com-
mitted to simplifying social
media management. She
stays on top of today’s ever-
changing technology so you
don’t have to.

• www.geekygirl.ca

TECH TALK
By Angela Mondor

Consider Google+ Hangouts

When meeting in person just won’t work,
this technology can do the job

W

SEE FOR YOURSELF

If you’re ready to give Hangouts a try,
but want more information, I’ve creat-
ed a video with extra details here: 
www.geekygirl.ca/howtohangout/

As well, there are a multitude of Hang-
outs running at any given time. Take
a look at the types of hangouts that
are live right now by visiting this link: 
https://plus.google.com/hangouts
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Terry Brock is an internation-
al speaker and marketing
coach who works with
organizations to help them
leverage technology and
build business relationships.

• www.terrybrock.com

By Terry L. Brock, MBA, CSP, CPAE

EFFECTIVE MEETINGS

Deliver WOW Meetings at
a Distance
A number of remote meeting options now exist including
GoToMeeting, Skype and Google+ Hangout

eetings represent a connection of people to people.
In our fast-paced world, we sometimes think that
we might not have time to connect with other peo-
ple. Successful business people know that we have
to connect now more than ever.

Yet, with the many time demands that we all face, we’re not
always able to get together physically. Fortunately, technology
has emerged that allows results-generating meetings to take
place without being there physically. 
I’m talking about the wonderful tool of video presentations.

I’ve been using these since 2004 via Skype when we could make
video presentations to groups around the world. Many felt, at
first, that it was not going to be as good as in-person sessions.
The reality is that with the right combination of fun, laughter,
and massive amounts of valuable information, many audience
members say, “It’s like you were right here with us.”
Here are some key points meeting planners need to know

about using tools like Skype, GoToMeeting, Google+ Hangouts
and others:

VIDEO WILL NOT REPLACE ALL PHYSICAL MEETINGS
We still want and need to have a meal, share drinks, or even have
those chance meetings in the hall at a conference. Video is a sup-
plement to enhance communication beyond a once-a-year meet-
ing with important people. What matters most in business is peo-
ple. I often talk about relationship marketing and how it is essen-
tial for business success. Video provides extra opportunity to
enhance those relationships.

VIDEO IS GOOD TO HAVE IN YOUR BACK POCKET
If you’ve been a meeting planner for a while, you know that old
man Murphy knew about meetings when he wrote his law. In
spite of your best plans, weather delays, airplane delays, emer-
gencies, sickness and a host of other nastiness can occur to pre-
vent your intended speaker from being at the meeting.
Successful meeting planners keep the option of a video pres-

entation available for those “just in case” times when a speaker
can’t make it for whatever reason. You also could tie into a
replacement speaker standing by from a distant location. It
makes you look like a hero when you’re able to salvage what
could have been a disaster and turn it into a wonderful memory! 

VIDEO ALLOWS YOU TO BRING IN EXPERTS
Skype, GoToMeeting, and Google+ Hangouts, all give you the
ability to have multiple participants on the screen. This way, you
could bring in three, four or more experts who might have a dif-
fering opinion on a particular topic that is red-hot for the indus-
try. By understanding what can be done, having a good modera-
tor and knowing how to use the technology, you are able to add
a profound dimension of learning to your meeting that would
not have existed otherwise. A wise meeting planner, who is aware
of video streaming options, will be able to create must-attend
meetings for their organizations.

USE VIDEO FOR EMERGENCY MEETINGS
When those winter blizzards hit and bring traffic to a halt, many
meetings are cancelled. I just did a series of Google+ Hangouts
for a group in Canada. They had never seen this before and were
delighted – even ecstatic – when they saw what can be done for
no cost. They often plan meetings for people scattered through-
out their province, some at great distances.
Meetings can be arranged to take place through a video link

when the weather prohibits travel. Through video, you’re able to
gather key people around a virtual conference table and be able
to get work done, collaborate with each other and achieve the
results you need. Those who know how to deploy this technology
can get the results that are needed while their competition is
waiting for the snow to melt.

BROADCAST TO THE WORLD
With Google+ Hangouts, you are able to create your video and
then disseminate it on YouTube (live and recorded). You don’t
have to install the infrastructure. You don’t have to do all the heavy
lifting. Google and YouTube do it for you. And, they do it for free.
Think about how this could be used in an association where

they want to send out a strong message regarding a hot political
topic. Your organization could produce a Google+ Hangout with
key people who can articulately communicate your association’s
position on a bill before the Legislature. This could be broadcast on
YouTube so that all interested parties could watch. This way an
association can reach millions of people – at no cost! Knowing how
to use this technology can make all the difference in the world.
This can be your “secret sauce” for getting real world results.

M
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SLIDES WITH KEYNOTE OR POWERPOINT
This is something that has become an integral part of communi-
cating. Even though there are some that warn of “death by Pow-
erPoint” it really comes down to using a skilled communicator
who knows how to utilize the tool. With all of the tools that we
have mentioned here, you can show slides that are prepared on a
PowerPoint or Keynote slide presentation. 

NOT EITHER/OR, BUT BOTH/AND
You cannot and should not replace physical meetings. However,
video meetings can provide something we can’t get with the

physical meeting – more frequent contact and collaboration.
With video, a committee can meet more often when necessary. If
decisions need to be made quickly, they can gather all of the
important people around a virtual conference table. This is being
used wisely by informed organizations worldwide.
Smart meeting planners are using this now and it is important

to know what can be done and how to use video. Our world has
changed dramatically in just the last two years. Knowing what
can be done, and how to use it, can give you and your organiza-
tion a strong competitive advantage.                                       SOI

THROUGH VIDEO, YOU’RE ABLE TO GATHER

KEY PEOPLE AROUND A VIRTUAL CONFERENCE

TABLE AND BE ABLE TO GET WORK DONE,

COLLABORATE WITH EACH OTHER AND

ACHIEVE THE RESULTS YOU NEED
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Speaking of

It may be said that drawing meetings from around the
world is anything but an uphill battle for Canada’s
western-most province. Simply put, interesting things
happen when delegates arrive in B.C.
The province’s friendly, laid-back locals won’t just make

visiting delegates feel at home, they’ll also help them dis-
cover the vast richness that the province has to offer. Dele-
gates can sip their way through award-winning wineries,
hike along epic coastline or mountain trails or get up close
and personal meeting B.C.’s wildlife as they go whale or
bear watching. 

Meeting planners worldwide are more conscious than
ever of choosing conference destinations that offer the best
value in terms of dollars and partnership. For many, that
means opting for cities that are easily accessible, offer
meeting spaces that can accommodate a range of attendee
numbers and tastes, and provide year-round activity
options for pre- and post-conference gatherings. That’s a
lot to ask of one province but, time and again, British
Columbia continues to offer peak experiences to visiting
delegates from all parts of the globe. 

“There is pressure to bring value to every event, and I
make it standard practice to work with facilities that help

me bring cost savings to my clients,” says Laurie Daschuk
of Stop the Presses, a B.C.-based organization specializing
in working with professional associations. 

Mountains, oceans, lakes, rivers and beaches – B.C.
boasts them in breathtaking abundance and beauty. The
spectacular setting provides the venue for a vast array of
outdoor adventures.

The 2010 Winter Olympic Games gave B.C. exposure as
an excellent host. “We showed the world how beautiful
B.C. is and highlighted our capacity to host events large
and small,” says Tourism Nanaimo’s Jenn Houtby-Ferguson,
CMP, CMM. “Communities all over the province continue
to leverage this success and the sport tourism industry is
booming.”  

Located on the downtown waterfront with a dramatic
mountain backdrop, the Vancouver Convention Centre’s
two connected buildings feature 466,500 square feet of
flexible meeting, exhibition, ballroom and plenary space.
As the worlds only LEED® (Leadership in Energy and Envi-
ronmental Design) Platinum-certified convention centre,
the facility is committed to environmental sustainability as
well as unparalleled service, technology offerings and culi-
nary excellence. Recognized globally in the industry, the

British Columbia
By Jamie Parcells

King of the Mountains
B.C. still on top as Canada’s premier meeting destination
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Centre is the only two-time winner of the International
Association of Congress Centres’ (AIPC) APEX award for
“World’s Best Convention Centre,” and the recipient of the
AIPC 2011 Innovation Award and International Associa-
tion of Venue Managers’ 2011 Venue Excellence Award.

Vancouver is easily accessible. The Vancouver Interna-
tional Airport is located in Richmond and is connected to
downtown Vancouver via car or the Canada Line, which
shuttles visitors from Waterfront Terminal in downtown
Vancouver to YVR in 26 minutes. The city is consistently
rated as the top meeting destination in North America
and, according to Best Cities Global Alliance, it draws, on
average, seven per cent higher attendance for the same
event held the previous year in another city. 

Having evolved from a small logging town to a world
class destination, it is equally distant between Europe and
Asia. Vancouver is also known as a green city, featuring one
of the smallest carbon footprints of any major city in
North America and is known for pioneering innovative
sustainability programs like Greenpeace and OceanWise. 

For the sports enthusiast, Vancouver has got all bases
covered. Delegates can take in a sporting event featuring
any of the city’s teams including the Vancouver Canadians,
Canucks, Whitecaps and Lions. 

Group activities in Vancouver cater to all interests, rang-

ing from delegate-focused spa treatments to kayaking
excursions and cycling tours. The best part of meeting in
Vancouver is hard data that shows it’s a proven attendance-
booster.

DOES B.C. = BRING CASH?
In today’s economic environment, associations and corpo-
rations alike are watching the bottom line. Cost matters,
and it is often the deciding factor when selecting an ideal
host city. “There is a perception that holding a meeting in
B.C., particularly on Vancouver Island, is more expensive
than in other parts of the county. When we run the num-
bers, planners are often pleasantly surprised how competi-
tive we actually are,” says Houtby-Ferguson. “For example,
when comparing locations in Western Canada to Vancou-
ver Island, Nanaimo is usually less costly. Our ground costs
are considerably lower than other destinations and this
continues to be a major competitive advantage.”

She continues, “If we get into the rate debate, focused
only on the cost of hotel rooms when positioning our des-
tinations, we will not be successful. A prospective client
must consider the entire event to make a true destination
comparison. When examined as a whole, Vancouver Island
is extremely competitive.” 

Houtby-Ferguson’s exuberance is shared by others

SUPPLEMENT
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including Glenn Mandziuk, CEO of the Thompson Okana-
gan Tourism Association. The Thompson Okanagan Region
represents 90 communities in B.C. Located northeast of
Vancouver, it is easily accessible by car or commercial bus,
while national airlines provide daily flights into airports in
Penticton, Kelowna and Kamloops. International flights
also arrive into Kelowna.

“We like to say that we are the 70th largest country in
the world. Diversity is one of our greatest strengths, and
this has enabled us to attract meetings from all over includ-
ing markets in southern Ontario and the United States,”
says Mandziuk. 

“We continue to see tremendous growth. It doesn’t mat-
ter where you are in the world, B.C. is where you want to
be,” he says. “The paramount issue is ease of access and the
cost associated with it. In the Thompson Okanagan
Region, we have become very competitive in this area. For
example, we see tremendous growth opportunities coming
from the southern California market. This opportunity
wasn’t on our radar just two years ago.”

Today, Disney has a software company located in the
region and the company continues to hold meetings there.
Interest from corporate clients and the subsequent finan-
cial investment has resulted in increased demand and the
need for greater supply. New convention facilities are
opening in Kelowna and Kamloops and expansion is
underway at the convention centre in Penticton.  

Technology continues to play a central role in the suc-
cess of these facilities. With an investment in fibre optics
and satellite technology, conference facilities in the
region are well positioned for the impending growth. “We
have TEDx, for example, in Kelowna, and we’ve hosted
the International Wine Bloggers Association and the

Canadian Culinary Championship. We are hosting media
shows from all over the world and we see growth coming
from the U.S. like never before,” says Mandziuk.  

GREEN IS GOOD
Beyond the importance of reducing the carbon footprint,
the local farm-to-table experience also contributes to the
region’s reputation as a niche green destination. 

The Thompson Okanagan Region showcases 150 winer-
ies, and Mandziuk says the significant investment in green
initiatives continues to help with when bidding for associ-
ation and corporate meetings. 

In B.C., the meetings industry is fostered by numerous
private and public partnerships – primarily from destina-
tion marketing organizations and the province. Hoteliers
and convention facilities work together with various
provincial tourism organizations to position B.C. as the
absolute ideal venue. 

“Tourism Nanaimo works very closely with the Vancou-
ver Island Conference Centre to secure events for our
region,” says Houtby Ferguson, adding that the same sense
of partnership extends among the various destinations
throughout the province. “Destinations on Vancouver
Island are quick to share information and will collaborate
to host larger events. There is always going to be friendly
competition, but working together everyone wins.”   

Whistler continues to be a highly sought-after destina-
tion. Home to Whistler and Blackcomb, two of the best ski
mountains in North America, and a summer playground
for outdoor enthusiasts, the Whistler area is paradise on a
grand scale. Snowboarders and skiers delight in this snow-
coated haven which offers a combined total of more than
200 marked trails down the mountains.  
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The Thompson Okanagan Region
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Victoria is a popular destination with natural beauty
and charm, offering unlimited activities and attractions. In
every season, Victoria is a spectacular city, boasts the
mildest climate in Canada and is easily accessible by air,
sea or vehicle. Major hotels are within walking distance to
all amenities, including the Victoria Conference Centre

From castles and gardens to cider farms and microbrew-
eries, Victoria’s off-site venues are unique and varied. The
city showcases more than 4,000 hotel rooms and many
restaurants. The Victoria Conference Centre offers 73,000
square feet of meeting space, in addition to the many hotels
on the island offering meeting and conference space.

UNIQUE EXPERIENCES
Have your delegates tee off in one of Canada’s premier golf
destinations, featuring the Vancouver Island Golf Trail and
Canada’s only 36-hole Nicklaus-design golf course.

Stop to smell the roses in the City of Gardens with a
visit to the Butchart Gardens, a National Historic Site of
Canada celebrating more than 100 years in bloom.

Hop aboard a whale watching or eco tour to discover
new depths to Victoria, home to almost 100 orca whales
and an abundance of marine life. Kayaking, sailing, or
salmon fishing; as an island destination, there is no better
way to experience Victoria than from the water, or raise a
glass at the Dinghy Dock, Canada’s only floating pub!

Visiting delegates can sip and swirl through the Wine
Islands, Canada’s fastest growing wine region, meet local
chefs and producers on a gourmet farm or culinary walking
tour through Cowichan Valley gastronomic region known
as Canada’s “Provence.” Take off for an exhilarating day
excursion to one of many gulf islands, where guests can
enjoy the local villages.

B.C. is truly a province of festivals and events. In sum-
mer, the mountains are alive with the sound of music.
Nakusp Music Fest caters to classic rock lovers, while fans
of old time accordion music head to Kimberley. The Kaslo
Jazz Etc. Summer Music Festival offers a variety of choices.
In winter, celebrate the snow at festivals such as the Koote-
nay Coldsmoke Powderfest in Nelson and winter carnivals
in Rossland and Fernie.

Delegates with a taste of nostalgia are sure to enjoy their
visit. Ninety-one National Historic Sites, 10 Provincial His-
toric Sites and three UNESCO World Heritage sites provide
a wide range of experiences, many of them interactive and
at well-maintained, restored locations.

Have your delegates hop in a stagecoach and pan for
gold at Barkerville Historic Town, or ride a clattering rail
car at the Britannia Mine Museum. Learn about fur traders
at Fort Langley National Historic Site and fishermen at the
North Pacific Cannery. Foodies can try Aboriginal cuisine
at the Squamish Lil’wat Cultural Centre, sip Okanagan
Chardonnay at a winery, or pick up artisanal cheeses at
Granville Island Public Market. Regardless of their tastes,
delegates can find story-worthy attractions in B.C. at any
time of year.                                                                      SOI
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Butchart Gardens, Victoria
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Technology and Environment are Key Factors

INDUSTRY NEWS

Blue Mountain Build
Almost Complete
BLUE MOUNTAIN HAS ADDED A $10-MILLION
investment to the second phase of the Village Conference
Centre. Blue Mountain has long been an industry leader for
resort conferences and meetings. Its unique location, prox-
imity to Toronto and variety of accommodation and recre-
ation create the perfect environment for groups of all sizes. 
In addition to Blue Mountain’s existing 37,500 square

feet of meeting and event space, a new building, encom-
passing more than 11,000 net square feet of space, will be
attached to the existing Village Conference Centre facility in
the area where the Monterra Tennis Dome currently stands.
Both buildings are slated to be finished by July, 2014.
“This investment further demonstrates Blue Mountain’s

commitment to growing its conference and lodging business
year round, “ said Dan Skelton, president and COO Blue
Mountain Resort.

Halifax Hotel Expansion
Proves Successful
THE HALIFAX MARRIOTT HARBOURFRONT’S $5-MILLION
renovation features several new spaces and amenities for business
travellers. Halifax Marriott Harbourfront has transformed its lobby
into the “Great Room,” which offers multiple features that allow for
solo work, small group meetings, downtime and dining. New
lounge areas, individual “zones,” and complimentary WiFi allow
business travellers to work without returning to their rooms.
The Great Room is also home to the hotel’s new restaurant, Hali-

fax, which has seating for 177 and can accommodate larger groups
in booths and smaller parties in lounge seating. The hotel also
expanded its meeting and event space with the addition of the Sable
Ballroom. This new waterfront venue has floor-to-ceiling windows,
which provide natural light and great views. In total, the hotel has
22,000 square feet of flexible event space.
The Halifax Marriott Harbourfront is connected to the World

Trade & Convention Centre and Casino via an indoor skyway.

MEETINGS ARE BECOMING MORE TECHNOLOGICALLY
sophisticated as well as more environment-friendly. Information
obtained from the annual 2014 Meetings Focus Trends Survey (by
Meetings Focus) was generated from 586 responses from a broad
spectrum of meeting professionals.
Hotel occupancy rates have risen in

the last two years and are expected to
hold firm for 2014. As such, availability
may be an issue. Meeting planners will
likely see rate increases of approximately
4.5 per cent.
The “new normal” budget could be

defined as austerity. Planners are expect-
ing budgets to remain the same as in
2013, with more prepared to deal with a
decrease rather than an increase. About
half (48 per cent) of the total planners
surveyed said they expect smaller budgets
and less-costly regional meetings. Think
optimization and measurement over cele-
bration and decadence.
On a positive note, 48 per cent of meeting planners expect no

change in the number of meetings. And while 23 per cent expect
increases, about 16 per cent expect diminishes. The length of the
typical meeting appears to be decreasing, with 17.5 per cent of

planners responding that their typical meeting lasts three days.
Although 65.6 per cent of respondents say they plan neither

virtual nor hybrid meetings, that figure shrunk from the previous
year, indicating that virtual and hybrid events are slowly gaining
adoption.

Green meetings have an increasingly
perceived value. The survey indicated that
25 per cent more respondents than the
previous year say they are planning or will
plan green meetings. The most cited envi-
ronmentally-sensitive practices include
recycling (54.9 per cent), paperless meet-
ings (33.5 per cent) and food donation/
sustainable cuisine (23.9 per cent).
The meetings market is starting to

embrace social and mobile as decision-
makers adopt these technologies. Apps
will be used to generate revenue (think
branded sponsorship!) while saving
money on paper programs. Social media
will be used to do what it does best: con-

nect people and enhance the face-to-face experience. And don’t
give up on LinkedIn — it remains planners’ number one social
media platform of choice with 64.3 per cent of respondents indi-
cate they use it.
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Anti-Spam Law Threat
WHEN CANADA’S ANTI-SPAM LEGISLATION (CASL) COMES
into effect this summer, it could drastically alter the way hotels,
DMOs and suppliers market to meeting and event planners.
The law was passed in 2010, but the federal government gave

businesses three years to get ready. As of July 1, 2014 penalties
will apply if marketers ignore what is now mandated.
New requirements include obtaining the recipient’s consent

prior to sending an electronic, commercial message such as an
email or text; recording this consent in a dedicated field in your
organization’s database so it can be verified if there is a com-
plaint; ensuring your opt-out mechanism is easy and automatical-
ly removes a recipient who no longer receives emails from you.
Failure to comply could entail substantial fines.
After July 1, marketers in the meetings industry will no longer

be able to buy a list and eblast an offer or eblast a tradeshow list.
If a planner came by your booth and dropped off a card, you will
have six months to obtain express consent from the date of your
meeting. With express consent, you will be able to continue with
email marketing. After six months, if they haven’t given you con-
sent, you must stop.

Four Trends in Forecast
ACCORDING TO THE NEW AMERICAN EXPRESS Meetings &
Events 2014 Global Meetings Forecast, planners and suppliers
alike will need to navigate a business climate that continues to
demand one thing: efficiency. The forecast shows that four key
trends emerged from in-depth interviews with planners, buyers
and hoteliers around the world.

SMALLER SPENDING TOTALS
Corporations and associations alike have grown increasingly
concerned about the dollar figures attached to their meetings
and conferences, and in 2014, they will continue to keep a
close eye on those budgets.
The findings among Asia Pacific meeting professionals were

most notable, considering just how much attention has focused
on the region’s potential to be a hub for meetings. Respondents
in the region expect to see a 3.6 per cent decrease in overall
meetings spend.
In North America, the picture looks a bit different. Respon-

dents estimated that overall spend will remain completely flat.
While the money isn’t expected to grow, North American
respondents do anticipate a 1.5 percent increase in the number
of meetings.

ATTENDEES CLOSER TO HOME
Meetings may represent a chance to get away from the tradi-
tional day-to-day grind of work, but in 2014, that “getting
away” may not take attendees quite as far. Respondents from
around the world agreed that they are noticing an increase in a
demand for regional meetings.

SHORTER LEAD TIMES
Every meeting planner loves plenty of lead time, but it seems
that the clock will speed up next year. As the approval process
for meetings continues to face obstacles in many organizations,
respondents in every region believe that they will see shorter
lead times in 2014. Planners are no strangers to the fact that
shrinking lead times can hold serious implications for securing
optimal dates and affordable room rates.

NEW DIGITAL OPPORTUNITIES
Having a mobile app and a strong social media presence is no
longer reserved for organizations that have plenty of resources
and money. These are essential tools for every business. When it
comes to hosting meetings, these platforms are powerful ways
to turn attendees into true community members.
“Meeting organizers are looking to utilize social media tools

to create higher quality and more engaging programs that bet-
ter meet the needs of attendees,” Issa Jouaneh, VP and GM ,
American Express Meetings & Events, says.

INDUSTRY NEWS

www.toddmillarspeaking.com

CHOOSECHOOSE
THE PATH TO YOUR SUCCESS

NEVER UNDERESTIMATE THE POWER OF EVERYDAY CHOICES

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

www.toddmillarspeaking.com
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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.

IMPACT PLAYERS

GREAT WOLF LODGE

Great Wolf Lodge, located in scenic Niagara Falls, Ontario, is the perfect setting for your next meeting, event or reunion. With us, you’ll receive competi-
tive room rates, full-service catering and configurable function spaces equipped with modern audio/visual solutions. But our true difference is that with
Great Wolf Lodge, you’ll partner with a team of meeting professionals fully vested in the success of your event. Visit www.greatwolf.com/meetings.

NITA LAKE LODGE

Exceptional. Intimate. Authentic. Experience a fresh take on classic Whistler luxury. Nestled on the shores of a glacier-fed lake in Whistler B.C., the Nita
Lake Lodge offers genuine service with a personal touch. Oversized suites, a full-service spa, and innovative local cuisine are just the beginning. Dis-
cover why the Nita Lake Lodge is impossible to imitate. Named in the Top 25 Hotels in Canada by TripAdvisor, we proudly re-define upscale mountain
comfort all year long. Visit us at www.nitalakelodge.com.

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 at www.cranbrook.ca or contact us at destinations@cranbrook.ca.

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).

FREDERICTON CONVENTION CENTRE

The Fredericton Convention Centre is chic, stylish and smart, filled with natural light and located in the heart of downtown. Opened in 2011, this LEED
Silver certified facility offers more than 36,000 square feet of flexible meeting and event space, featuring complimentary wired and wireless internet. A
service-focused facility with in-house catering and audio visual services. Visit www.frederictonconventions.ca, e-mail betty.blanchard@fredericton.ca
or phone (506) 406-2775.

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.
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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.

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 square feet including a
50-seat amphitheatre. Email bookspace@pdi-cma.com or call 416-342-5593.

PACIFIC NATIONAL EXHIBITION

Playland, The Fair, and Fright Nights are perfect locations for your next special event. You’ll have access to rides, attractions, catering, games and pri-
vate eating areas, providing an unparalleled experience with the entertainment and activities built right in! Contact Group Sales to develop a customized
package to suit your team. Visit www.pne.ca, email groupsales@pne.ca or phone 604-252-3585.

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.
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hy should the transmission of knowledge be so
severely constrained by such limiting factors as
“facts,” “reality,” or, worst of all, “science?” And,
why would I even trust scientists to answer ques-

tions about science when all they’d do is throw facts in my face?
It would be like asking my car mechanic for an opinion on my car
or only relying on a brain surgeon for my next round of brain sur-
gery, which, incidentally, I recommend you do twice a year
whether you need it or not. It’s done wonders for me, especially
since I’ve started doing it myself with a kit I bought on eBay.   
Stephen Colbert nailed this phenomenon to the corpus collo-

sum (a must-see the next time you’re in Rome) when he coined
the term “truthiness” to characterize something that kind of
sounds like the truth if you crane your neck far enough. Truthi-
ness is based on asserting a claim because it “feels right” without
any regard to evidence, intellectual examination or pesky facts.
When given the option what would you choose: cold, unimagi-
native facts that lie there like a lifeless blob of mucus coagulating
on a piece of burnt toast… or the chance to feel right? It seems
like an obvious choice to me. 
There are two reasons for this epic societal shift. One is the

quantum unification of the cosmic logarithmic universality princi-
ple first postulated by Einstein. (Although Einstein never com-
mented on it, we don’t know for certain that he didn’t comment
on it, which suggests to me that he likely did comment on it.)
The second reason is the cancellation of Arrested Development.
I’m not sure why there’s a connection, but keep in mind that in
the New Age of Truthiness, the cautionary Latin “post hoc ergo
propter hoc” thinking fallacy no longer applies: correlation does-
n’t necessarily mean causation, but heck, it’s close enough that
can’t we all agree there’s something there?  
The question for the meetings industry is this: Do you want to

be left behind in the pedantic Information Age, or are you pre-
pared to dive into the New Age of Truthiness? It is, after all, a
growth industry that shows no sign of waning. And the great
news is that meeting planners no longer need to rely on experts
to deliver results (for a real-life example please watch the Yes Men
documentaries). 

The added bonus of embracing truthiness by its slippery ten-
tacles is that you can offer meetings that appear much more bril-
liant than they are, elevating your meeting experience to some-
thing that transcends the old style of discourse (think Carl Sagan,
PBS-style snooze-fest) that may have revolved around substance
(like that’s of interest to anyone) to something magical, mysteri-
ous and transcendental (like Yanni, or the popularity of Here
Comes Honey Boo Boo). 
Here are three things you can do to truthenize your meetings

and increase the BS Factor (Brain Surge Factor):    
1. Hire non-experts. The speaking industry is wide open to

anyone who speaks. So forget about hiring experts and, instead,
hire speakers who sound more interesting than experts. All an
expert will do is put attendees to sleep. Besides, this is a much
wider pool to draw from as it includes anyone with vocal cords
and an opinion/Internet connection (note: these two terms are
now interchangeable). 
2. Create a law and capitalize on it. Literally. Newton’s Law of

Inertia, the Law of Gravity, and inspiring motivational speaker
Alvin Law are all capitalized because they represent a substantial
body of work that people respect. It’s no secret: Capitals mean
serious business. And laws are irrefutable. Combine the two and
you’ve got one heck of a truthy sandwich to chew over.   
Let’s give it a spin. Which statement sounds smarter: “People

get distracted during meetings by external noises,” or “The Law
of Distraction maintains that any outside wave disturbance will
create a quantum energy shift in the space-time continuum”?
Which leads us nicely into number three...
3. Jargonize all your meeting communication. Speakers who

rely on simple language are not only thesaurusly-challenged, they
are insulting the intelligence of their audiences. So rather than
“dumbing down” your language, “smarten up” by profusely
sprinkling in copious quantities of jargon, not with capricious
ripostes leading to perfunctory non-sequiturs, but rather in a
quantum-centric manner that would ebulliently elucidate. 
Now, I’m no expert, but if that doesn’t up your BS score, I

don’t know what will!                                                              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

Now, I’m No Expert…

I discovered something exciting after attending a conference
recently: Facts are dead! And, if you ask me, it’s about time
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