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re you like me? Do you have a
love-hate relationship with technology? You
love it for the advantages it has to offer and
hate it when it doesn’t go as planned.  

Several years ago, I was presenting to a
room of “suits.” I was the only female in the
room speaking to a group of leaders in a male-
dominated industry. The presentation was
going well. They were engaged. During the
break, some of the executives in the group dis-
covered I use voice-recognition software (I
talk into my headset and the computer types
what I say). Because the executives wanted to

learn how to use it to save time, they asked me
to demo the voice-recognition software in
front of the group. 

When they came back from break, I opened
a Word document on the screen so everyone
could see how the software worked. They gave
me a phrase or sentence. I repeated it in my
headset and the computer typed it. Everything
was going along perfectly. It was working
word for word. Their line – my voice. The
computer typed it with no errors. Until... 

One of the “suits” enthusiastically said, “We
say this all the time: ‘Our reputation is in our
hands.’” Innocently, in my headset, I said,
“Our reputation is in our hands.” And the
computer typed... wait for it... “Our reputation
is in our pants.”   

As you can see, technology gone wrong can
be great for comic relief.  Needless to say, one
of the favourite parts of the day was the demo
of the voice recognition software.   

In this issue of Speaking of IMPACT, you’ll
learn how to use technology to your advan-
tage; how to demystify your audiovisual con-
tracts; how to achieve true interaction; and
how to ensure your technology is not so over-
the-top that it takes away from your partici-
pants’ human connectedness. 

As you arrange your events, leverage the
value of technology by using the ideas
shared by the authors in this issue. As you
know, you have access to the valuable
resource of more than 500 professional
speakers at www.canadianspeakers.org to
help you find the perfect match for your
event and professionals who will find the
perfect balance between technology and
audience participation.

Delivering compelling value,

Peri Shawn
2010 CAPS National President

Leveraging the Value
of Technology

A
By Peri Shawn
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industry news
Prestigious Award for Alberta
Industry Conference

Detailed Survey Provides Meetings Industry Insight

Canadian Meetings Generate
$71-Billion Per Year

THE TRAVEL ALBERTA INDUSTRY CONFERENCE WAS NAMED THE
overall “Best Meeting in Canada” as well as “Best Large Meeting.” The
award is sponsored by Meetings & Incentive Travel magazine.

Brampton’s Shnier, Gesco Limited Partnership’s Shnier Summit won
the “Best Medium Meeting” in Canada; and Moncton, N.B.-based Co-op
Atlantic’s August Board Tour won the “Best Small Meeting” in Canada.

The “Best Meeting in Canada” is unique as it recognizes and rewards
organizations that invest in meetings as an integral part of doing busi-
ness. Each “Best Meeting in Canada” winner had clearly defined goals
and objectives for their meeting and was able to measure and calculate a
positive return-on-investment for their event.

HOSPITALITY SALES AND MARKETING ASSOCIATION INTERNATIONAL
(HSMAI) and 2020 Assessment™ recently conducted an online survey
that asked conference attendees about their views and expectations relat-
ed to the planner industry for 2010 (159 attendees completed the survey).

Most respondents (83.7 per cent) rely on current technology to run
their businesses. The common uses are online registrations, social net-
working, eRFPs, e-mail blasts and marketing and blogs. Respondents
also report such technologies typically make their job easier. However,
57 per cent of respondents reported that the incorporation of technology
is not making their jobs easier. Open-ended comments suggest that
technology lessens the quantity of phone calls and hard mail, while at
the same time streamlining business processes, organizing information
and allowing a database of legacy data to be built. 

Price was not the strongest driver in the site selection process. The top
five reasons that planners selected specific venues for events were (in
descending order by average rating): size of the meeting space, guest
room cleanliness, customer service, location and, lastly, price. 

The survey respondents did not perceive any clear value to the trend for
sales agents to move from property-level to a regional-level representa-
tion. In particular, 67 per cent of respondents indicated that regional sales
agents are not more responsive than property agents, 78 per cent indicat-
ed that meetings booked via regional agents are not better executed and
77 per cent noted that regional sales agents do not provide better service. 

ROI is a topical subject in the industry, and almost half of the sample
(48 per cent) indicated that they feel increased pressure to show met-
rics/statistics to attest to the success of events. 

With respect to suppliers, respondents overwhelmingly agreed (89.6
per cent) that credentials do not significantly impact the selection deci-
sion. The formal credentials preferred by the survey respondents include
industry certifications like CMM, CMP, CASE, MBA and CSEP. However,
informal credentials were cited just as frequently. 

Pre-scheduled vendor appointments are another topical trend for con-
ferences, and respondents identified nine general incentives aimed to
increase attendance at these meetings. 
• Tangibles like discounts, raffles, samples or point system
• Networking lunch with vendor
• Re-scheduling fee for missed appointments
• Pre-meeting conversations with vendors to set expectations
• Convenient meeting times that do not conflict with popular seminars
• Reminders via e-mail or text one hour prior to the appointment
• Creation of integrated schedule of events for attendees at time of

registration
• Centralized layout for the meetings so it is easy and quick for

attendees to locate and visit
• Ensure that vendors prepare succinct and targeted presentations so 

time is not wasted.

MPI FOUNDATION’S UPDATE TO ITS 2006 CANADIAN ECONOMIC
Impact Study (CEIS) indicates that meetings generated more than $71-
billion in industry output per year and produced more than 673,000
meetings annually, with an average of 70 million yearly participants.

Significantly, the 2007-2008 CEIS Update demonstrates that the eco-
nomic contributions of meetings and events activity in Canada at the end
of 2008 were slightly higher than the 2006 figures released in the origi-
nal study, despite the change in economic conditions over this period.

“The CEIS unequivocally proves that the meeting industry is para-
mount to the face-to-face interactions that drive business throughout
Canada,” said Joe Nishi, MPI Foundation Canadian Council chairman.
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Montréal Ranks at the Top of North American Host Cities
MONTRÉAL IS NOW NORTH AMERICA’S NUMBER ONE HOST CITY,
according to the recent results from the 2009 preliminary rankings of
the International Congress and Convention Association (ICCA). As the
city’s principal venue for major international meetings, welcoming
thousands of participants each year, the Palais des congrès convention
centre confirms once again its leadership status on the global stage. 

The findings to date speak volumes. Montréal ranks first among all
North American destinations, ahead of major U.S. and Canadian cities
including New York, Boston, San Francisco, Washington, Miami and
Chicago, as well as Vancouver and Toronto. 

Montréal jumps eight spots from the 2008 rankings. “These results
are a great win for Montréal and reflect the city’s energy and drawing
power among the world’s major associations, especially in light of the
increasingly wider offering out there in recent years,” says Palais’ presi-
dent and CEO, Marc Tremblay. “As the city’s principal venue for interna-
tional meetings, we are pleased to see how the efforts and passion of our
industry partners such as Tourisme Montréal, Montréal International,
the research centres and the City of Montréal are bearing fruit.” 

The ICCA 2009 preliminary rankings also show that Montréal is clear-
ly well ahead of the other major Canadian cities. 

During the 2008-2009 financial year, the Palais hosted a total of 16
international conventions (including U.S. conventions) and 15 Canadian
and Québec conventions, generating an overall sum of more than $168
million in economic spinoffs for Montréal, and this does not include the
outcomes from other major events such as trade shows.
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W
hat are hybrid conferences and why is there so much
interest in incorporating them into a professional
development strategy? 

Hybrid conferences provide remote participants access to real time,
onsite presentations and meetings. It is the creation of a teaching envi-
ronment suitable for both onsite and online participants where each is
able to have the same opportunity to learn, engage with the presenters
and achieve the same educational outcomes.   

Hybrid conferencing has become popular because onsite attendance
appears to be one of the first impacts of the recession we began to expe-
rience in 2008. Our community of members and stakeholders are think-
ing twice about absorbing expense for travel, accommodations and
onsite registration. There is also a concern about leaving one’s place of
work in such a challenging economic climate. Given these circum-
stances, it is important to remain relevant and accessible to those who
choose not to attend. So how do you go about creating a successful and
engaging hybrid program?  

UNDERSTAND THE BUSINESS PROPOSITION OF INTRODUCING AN ONLINE
OPTION TO YOUR ONSITE CONFERENCES 
The last thing anyone wants is to introduce web access to our confer-
ences and have onsite attendance diminish. It is critical to understand
why people make the decision to come and the impact of a providing
remote access. When I speak on this subject, I always ask the onsite
audience: If certain sessions were available online, would you still attend
the conference? I hear a wide range of responses. In some sessions, most
participants indicate that they would still attend onsite while in other
sessions, more than half of the attendees indicated that they would not.
Understand the impact this could have on your event.
• Know the reason why people come to your onsite event and where it
fits in your organizational strategy.
• If you make the decision to provide a hybrid conference, understand
how you can make it unique from the onsite program. As you do this,
think about the experience of participating from one’s desk vs. moving
around, networking and socializing at a venue. What enhancements
should be included to improve the online experience? 
• Be aware of the distractions people participating from their offices
will have. How are you going keep them engaged? 
• How do you create value? It is important that you carefully consider
the value proposition to entice people to participate. The key to building
attendance and revenue is creating a different experience for remote
attendees that includes unique value, separate marketing messages and
special enhancements.

All hybrid conferences can be recorded and archived for later access.
Subsequently, the cost to offer archives of your programs to your mem-
bership is very small. This means there are two potential revenue
streams: the event itself and your post-event sales. There are several
ways to create value with hybrids.
• Provide a complete virtual conference package that includes live and
an on-demand version of each session you are producing. There is a
good chance that when someone signs up they will not watch each ses-
sion live. With limited time, they will watch some live sessions and then
find an alternative time to watch others.  
• Offer individual session packages at a higher rate and still include the
archives for free.
• Promote the conferences as a “site fee,” offering – one in which
attendees can invite their entire office for one price. 
• Add enhancements, such as an interview with the presenters after the
program or an online forum for remote participants.
• Run a Twitter feed for remote participants to follow. 

SELECT RESOURCES TO SUPPORT YOUR HYBRID EVENTS
Once you have decided which conference is appropriate to offer as a
hybrid event, it is time to begin assembling the pieces to your produc-
tion. Typically, there is an audiovisual company involved in producing
sound and video for the onsite audience. Some of these companies may
also offer live streaming of programs. The question is, will they be able
to support your hybrid conference objectives? There are several things
to think about.
• Do you have the resources to host registration internally, or do you
need to outsource?
• How will you develop and host session archives? Can you create the
proper access to match your business objectives (i.e., shopping cart, mer-
chant account, hosting location, etc.)?
• Are your events interactive (learning labs) or general sessions? You
will want to create the appropriate remote experience to match the
onsite format. 
• What will you use to present the sessions? Does your technology part-
ner provide access through software that can support questions, polls,
annotation, sharing of websites and instant feedback? Do you have to
manage these features or will they be managed by your technology
provider?

PLAN YOUR HYBRID PRODUCTION
Once you have determined the business case, selected who you will
work with and the resources you will need, then it’s time to create the
hybrid conference structure and production plan. There are several
things to consider.
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YOU NEED MARTIN PRESSE – The Presentations Coach
Give him just 8 hours and he’ll teach you how to write and deliver dynam-
ic presentations time and time again. You will learn secrets the pros use.
Master the stage and gain the skills and confidence that will leave your
clients wanting more!

CALL NOWCALL NOW (780) 361-0414 or visit www.martinpresse.com to book your session 

Martin Presse
Top-Ten finalist in the 2008

Toastmasters International World
Championship of Public Speaking

Have to speak in public?Have to speak in public?

PRESENT LIKE A PROPRESENT LIKE A PRO
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What equipment would an AV compa-
ny provide and what components will
your hybrid company provide? Do you
require both? What equipment and
access will you need? Typically, there is
a sound board, encoder, one or multiple
cameras, sound monitoring equipment,
a device to connect the phone line to
the sound system and several wired
Internet connections. These connec-
tions will have certain bandwidth
requirements depending on the tech-
nology that is being utilized.  

Will you be producing multiple con-
current sessions? If so, you will need a
crew for each program. If not, it will be
wise to have the production group stay
in one room and simply schedule all
hybrid events in that room.

There needs to be ample time for test-
ing of all components, to allow for nec-
essary adjustments. The critical element
is the encoding of the audio signal to
ensure the best possible audio quality. 

Where will the camera(s) be posi-
tioned? It is important that they are
positioned as to not obstruct the onsite
audience but provide a clear view of the
session. If possible, it is best to put the
camera on risers positioned approxi-
mately 100 feet from the front of the
room. A second camera can be used to
capture the onsite audience and provide
a sense of the entire venue.

PLAN EACH SESSION 
Some hybrid events can be extremely
challenging to produce. With two audi-
ences to engage, the session must be
carefully planned. Typically, this
requires an increased level of planning
and coordination with the presenters.

Prepare the presenters to think about
how they can involve the remote audi-
ence. They might want to provide an
introduction to welcome them, create
poll questions, or plan remote breakout
groups that match what is happening in
the room. 

To bridge the two audiences, you
may want to show the hybrid (webcast)
window to the onsite audience instead
of the typical PowerPoint slide show.
This way the audience in the room can
see remote audience poll responses,
questions posed and possibly a remote
presenter. 

Have the presenters prepare an open-
ing and closing that addresses the
remote audience. Remind them to fol-

low the event on Twitter, if you are
using this outlet, or to download any
necessary handouts or supplements
prior to the session if they haven’t
already done so. 

Decide how you will incorporate
remote questions into the session.
Options include having participants text
their questions and having them read
by a producer or moderator, or having
them ask their questions verbally over
their phone connection and announc-
ing them through your sound system. 

Determine how you will accept onsite
questions. Ideally, there are people with
roaming microphones where attendees
can raise their hand and have a micro-
phone brought to them. You want to
have enough microphones to support a
natural verbal exchange for the size of
audience you are addressing. Typically,
a group of 100 people requires at least
two people with microphones. Alterna-
tively, questions can be written down
and submitted to a moderator. 

A primary benefit of hybrid events is
that you are capturing the content
while showing it live. Therefore, the
cost to record and produce an archive is
relatively small. Once the session is
completed, you have the opportunity to
extend the life of the event and create
an enduring learning opportunity by
offering the recorded session for sale
through your website. The archive can
be a great value to first-time viewers
purchasing the program, or as a
resource for those who attended. 

Hybrid conferences have emerged as
a viable component in reaching a
greater percentage of member commu-
nities with meaningful and relevant
content. They  are finding a natural,
permanent place in many organiza-
tions, regardless of the economy. This
success is attributed to the positive
response from their membership, with
some experiencing an increase in over-
all attendance of up to 50 per cent, and
increases (or no decreases) in revenue
attributed to easier access to the confer-
ence and the sale of archived sessions.
For so many, hybrid conferencing just
makes good sense and using the right
combination of content, venue, presen-
ters, technology and technology part-
ners, hybrids can be the event of choice.
SoI

SEE RICH FINSTEIN’S FEATURE ON OUR INTERACTIVE BLOG AT WWW.SPEAKINGOFIMPACT.CA

10 Tips for On-Camera Presenters 

1 Use specific language to address both your onsite and
online audience.

2 Practice staying in one position for the camera.

3 During a discussion or Q & A, remember to tell your 
online audience to join in by “typing your comments 
into your chat window,” or whatever the exact
instructions are for them.

4 Mention if your session is being shared via Twitter, or 
if it can be accessed via any other social media outlet.

5 At the end of your session, remind both audiences 
they can access archives online, and instruct them 
how to do it. 

6 Remind online audiences to download any supporting
resources, if needed.

7 Be sure to thank your online audience as well as your
onsite audience at the end.

8 If you are not used to being on camera, practice in the
mirror, or, before hand, looking directly into the
camera when talking to your online audience.

9 Make sure you wear clothes with simple, clean lines. 
Do not wear black and white, bright colours (except 
for perhaps a small item like a tie), shiny or busy
fabrics, busy patterns (especially herringbone), and,
if you have darker skin, wear darker colours.  

10 Look at yourself on the computer screen before the 
session starts so you can see what your online
audience will see. This will reinforce where you should
be standing and what is actually seen online.
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S
everal years ago, it was predicted that video and the Internet
would dramatically reduce in-person meetings, making them
almost obsolete. This, like many other predictions, has not
been accurate. Even with post-9/11 travel issues and a chal-
lenging economy, the ability to meet face-to-face, network

with colleagues, hear great speakers in person and learn from others is
still a very strong attraction. The collegial effect of meeting with others
that are in similar situations and with similar interest is still a key part
of our personal and professional life. It can be enriched by the sharing of
information using video.

Our ability to connect over distance has made life easier and richer.
With the phone in the past to present day with everyone having their
own mobile communication devices (much more than cell phones),
communication has become easier and more immediate. In the same
way, live video can make the experience of hearing a speaker, viewing a
PowerPoint presentation or sharing ideas much better. Today’s meeting
attendee is accustomed to the media-rich world of TV, music videos and
video games. If your communication is not engaging enough, it will not
educate, motivate or inform. Adding video is a great way to increase
engagement and make it more enjoyable. 

In addition to enriching the experience, live video ensures that meet-
ings – even those with the greatest obstacles to overcome – take place. As
a speaker who has never missed an engagement, despite a number of dif-
ficult circumstances in the past, often I would have loved to have had a
backup plan to ensure the meeting went on as planned. It would have
made my life – and that of the meeting planner – a little more stress free. 

With today’s video capabilities, a speaker can easily provide an alter-
native if he or she cannot be present due to travel considerations or
other factors. Including the option of a live video presentation in a
speaking contract and providing instructions in the event of an emer-
gency will provide the meeting planner with a great sense of security.  

We have the capability to connect with our clients anyplace in the
world with just a few clicks of the mouse – as long as they have a high-

speed Internet connection. Even in the event that my travel is stopped
en-route, I can still use my laptop to provide a live video program that
can be easily projected onto a screen in the meeting room. While this
impromptu presentation may not be broadcast quality, the content will
be the same and the meeting will take place on time. We have added this
as an emergency backup option for our clients.

Live video provides more benefits than just as a backup when a speaker
is unable to make it to an engagement. It easily enables regional meet-
ings to reduce travel for groups that are dispersed in wide geographical
areas. It also allows for more frequent meetings between people in differ-
ent locations. We have found that combining an in-person presentation
and live video presentations provides a great way to enhance and extend
the experiences. By eliminating the barrier of distance, communication,
learning and connection increases. The applications for live video and its
capability are too numerous to mention. Just use your imagination to see
how easily you can use this medium to communicate.

Using today’s technology, live video is inexpensive, requires no special-
ized equipment and is easy to use. A number of years ago, we attempted
to use videoconferencing but despite the high cost of the equipment
($50,000) and special telephone lines, our success was very limited com-
pared to today’s capability. For the monthly cost of our specialized ISDN
telephone lines needed in the early 2000s, you can buy an unlimited
annual use license of hosted software providing a much more capable
system. Today, the cost is inexpensive and its applications are numerous.

For example, recently we presented an in-person workshop to a com-
pany’s sales force and followed it up with five monthly live video work-
shops. This format not only provided great information, but allowed for
reinforcement and application between sessions to build on and improve
value. The added value to the client was significant.

We know that live video capability is available from several sources, so
how do we select the best one for our needs? Frequently, we see news-
casters and talk show hosts connect by video with people in remote loca-
tions using Skype. Skype utilizes Voice Over Internet Protocol (VOIP)
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technology that began as a telephone application and has expanded to
video. To make a Skype video call is relatively easy: all you need is an
Internet connection and a web cam. You simply download the free Skype
software, register as a user and create your username. Just turn on your
web cam, ensure that your room is well lit, sign in and you’re off and
running. Skype’s strengths include low-cost and ease of use. 

Over the years we have experienced web seminars, usually known as
webinars. Their strengths include being able to communicate with a
large number of people at once. They allow you to share a PowerPoint
presentation or desktop applications and communicate by telephone or
VOIP. This is a medium and format that people have used many times
and have become very comfortable in doing so. WebEx and GoToMeeting
are two of the top providers.   

We wanted to provide our clients with the easiest and best experience
in live video capability, so our company selected Adobe Connect Pro
which not only provided the ease of video calling (like Skype) but also
the applications that people are comfortable with. We chose a hosted
application from a third-party provider because of the level of support.
We obtained our license for Adobe Connect Pro from Clarix Technolo-
gies, and purchased a high definition Web Cam from Logitech for
approximately $150. For about $50 per month, we were ready to start
web conferencing and presenting video seminars on the web. 

Once we established our account, we were able to set up meeting
rooms for clients and specific purposes that provide a video window (or
pod), a content pod for typical PowerPoint presentations, live chat pod
with participants and even create breakout sessions. We selected it
because it was a very features-rich application and did not have a sub-
stantial learning curve. Most important, it is very user-friendly for the

participant so the message, not the medium, is what is seen. The partic-
ipant receives an e-mail invitation and simply clicks on an enclosed link
to check their computer and attend the presentation.

Our license provides us with the ability to have 99 participants view-
ing a live, one-way video broadcast. This capability enables us to  present
workshops and presentations to large groups with a live video broadcast
making the experience much richer. There is no limit to the number of
presentations we can do each month. The presentations can be recorded
and made available for viewing by the participants afterward. 

For smaller groups, we can provide live two-way video to four other
locations at any one time. This enables easy collaboration with any
group such as a committee or even teams of people in different loca-
tions. We have found collaboration is much easier when you can see and
hear each other.

Adobe Connect Pro allows for recording and posting of a presentation
on the web. If someone cannot be present, they can review the presenta-
tion or meeting later. This is especially valuable in training to enable the
participant to review the material covered, or when working with group
members that cannot always be present for the workshops. 

While Skype, GoToMeeting, and WebEx are good alternatives, we
selected Adobe Connect Pro because it provided the most capability for
the investment. With a small investment for a high-quality web cam and
a modest license fee, we have great point-to-point live video capability to
present a program anywhere in the world. I can be in my office studio
and present a live video workshop to up to 99 people.  

Technology is always moving forward and prices fluctuate. Consider
the technology but look beyond it to expand your thinking about what is
possible.  SoI
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BEAUTIFUL VIEWS

136 ACRE PARK-LIKE SETTING

CATERED MEAL SERVICES

HOST EVENTS FROM 2 TO 250

THEATRE WITH SEATING FOR 209

Just 20 minutes west of Calgary

(403) 851-2561
www.cochraneranchehouse.ca
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I
attended a conference in 2008 with 3,000
of my non-closest friends. I met a couple
people (okay two) that I keep in touch
with from that event, and I do admit to
hiding in my room at one point because

talking to all these strangers was a bit too
much effort. I was not having fun.

How could I make this a better experience?
How could I make it fun and enjoyable? I
needed a different approach if I was to go back
in 2009.  

I decided to take things into my own hands.
I found as many e-mail addresses as I could for
people who attended the previous year (my
friends met lots of people) and I uploaded
them all to Linkedin and sent them a request
to be my friend.  

I was going to use social media to find and
be found. I was on a mission to make this con-
ference outstanding and to maximize my
opportunities to meet and connect with the
right people.

After engaging in some social media “art of
war,” I accomplished the following:
• More than 100 new connections on 

Linkedin within 24 hours
• Personal e-mail addresses and phone

numbers of people who were attending who
wanted to meet up at the conference

• My own conference event planned for two 

different evenings with a hash tag assigned 
on Twitter creating lots of buzz

• More than 50 people in attendance each 
night including most (if not all) of the main
stage speakers

• Relationships and business opportunities 
with countless people as a result of this 
event.
The moral of the story is: if you want to

make conferences more effective for my age
group you need to pay attention to how we do
things. We love conferences, but we have a dif-
ferent idea on how they should unfold.  

WHAT YOU SHOULD KNOW ABOUT ME
I am socially savvy and unafraid to make
friends with people online. I know this is the
best way to build stronger relationships when
I get to a conference, so I will actively seek out
speakers and other people who are attending
via my social networks.

I am super pro-active and, as such, I am
more concerned with the hash tag on Twitter
than I am with the conference agenda, because
it is the people like me who are attending the
conference that I want to meet. The hash tag
on Twitter helps me connect with them. This
is really important to me because it allows me
to drill down and see what is really happening
pre-conference.

I am going to utilize technology to share
my experiences at the conference with my net-
works. Don’t try and scold me for using my
Smartphone – this is how I break down barri-
ers and share information with my tribe.

I am always going to organize my own non-
conference event in order for like-minded peo-
ple to come together, and you should expect
me to invite your speakers. I want to meet
great people when I am at a conference. Don’t
take this the wrong way; it is how I demon-
strate my independence. 

I am also only going to attend conference
sessions that are of value to me. I am
resourceful and know that there is an opportu-
nity for me to do business and gain clients at
your conference, too. I will take advantage of
this. You can be sure, though, that if you are a
speaker, and I connected with you in advance
of the event, I will be there to show my sup-
port when you are on stage.

You see, I am not the traditional conference
goer of the 80s who arrives on time, sits quiet-
ly and pays attention. I know you have your
agenda, but I also have mine.

My agenda includes sharing great content
with my social networks; it includes meeting
speakers face to face after I have met them
online and helping my tribe feel as though
they have attended virtually.
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You see, I don’t just talk about what I have
for breakfast. Those of us who really influence
our social networks are known for sharing and
providing great content. If you give us great
content, content that is useful and helpful, not
just the what, but the how-to when your
speakers talk to us, we will be sharing it the
entire time we are there.

WHAT YOU MIGHT CONSIDER DOING
Create a space on Facebook, Twitter and
Linkedin where it is easy for me to connect
with other people attending the conference.
This makes it easier for all of us, and if you
don’t do it, one of us will do it for you and,
when we do it, we do not always have all the
information you would like attendees to have.
Include links to all of these places on any e-
mail marketing you send me, please.

Give me permission at the beginning of
every session to Tweet. I know this may sound
corny but if you understood Twitter you would
get that every time I post a message, I am mar-
keting your conference. There is as much
value in it for you as for me, so embrace it
instead of making me feel like I have to use my

mobile device under the table. The content
you are providing is going straight from your
event out to my tribe, which is helping you
gain interest for your next event.

Schedule and promote a Tweet up at the bar
the evening before the conference starts. Give
us name badges we can write our Twitter han-
dles on, because most us know each other by
our Twitter handles, not our real names. This
will help start the conference off on the right
foot. Many of us would even arrive early just to
attend this pre-conference event.

Give me your speaker Twitter handles in
your conference agenda. I am most likely
going to read it when I get there. This is an
added value for me because now I don’t have
to search for the person and it will help me to
talk to the speaker directly. Most of your
speakers are looking for feedback from smart,
savvy people like me and are already active on
Twitter.

Finally, when you use social media to try
and capture my attention, talk to me not at
me. I am tired of being spammed and market-
ed. I want to engage in conversation with you
– can you help me to do that?                       SoI

S U M M E R  2 0 1 0 – S p e a k i n g  o f  I M PA C Tw w w. c a n a d i a n s p e a k e r s . o r g

SEE LISA LARTER’S FEATURE ON OUR INTERACTIVE BLOG AT WWW.SPEAKINGOFIMPACT.CA



Start at www.CanadianSpeakers.org
LOOKING FOR CANADA’S BEST SPEAKERS?

When you start at www.CanadianSpeakers.org, you've come to the right
place. The Canadian Association of Professional Speakers consists of almost
500 professional trainers, facilitators and keynoters from coast to coast.

THE CERTIFIED SPEAKING PROFESSIONAL
Our members are held accountable to a set of high standards and ethics. CAPS
administers a certification program to help ensure the quality of professional
speakers – the Certified Speaking Professional or CSP. CAPS can assist you to
find, select, work with, promote and evaluate professional speakers.



INTERACTIVE BLOG

Do you want to hear or see more more from
our contributors, ask them questions, give your
feedback, read what others have to say? You
may have missed past feature articles or you
were intrigued enough to want more. Visit our
blog either by accessing it through the CAPS
website or go there directly by entering
www.speakingofimpact.ca. 

or join us on our

www.speakingofimpact.ca

SPEAKING OF IMPACT
The official publication of CAPS is in its sixth year. This national
magazine is distributed to a select mailing list on a quarterly
basis. To add your name to our database, simply go to our
website at www.CanadianSpeakers.org and click on the box in
the lower right labelled Speaking of Impact. Fill in the required
information and you’ll be getting Speaking of Impact delivered
right to your door.  
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echnology-enhanced meetings can be
a wonderful thing when the technology drives
attendee engagement and learning. However,
when technology becomes the controller and
the audience becomes the controlled, its value
quickly diminishes.

WHY WE MEET
My research suggests that networking first
and education second, are the primary reasons
for live meeting attendance. This research,
conducted across a wide assortment of trade
associations and professional societies, has
also revealed the yearly sustainable real-dollar
value of networking to be worth just over
$4,000 in reference to annual membership.
Yet, the conventional wisdom among meetings
industry publications is that the networking-

capable number of attendees is decreasing.
This could offer possible proof that the art of
social contact is disappearing. 

TECHNOLOGY DOWN-SIDE
The drawbacks of technology can be many. The
simplest meeting technology is PowerPoint.
Unfortunately, this helpful software also enables
a presenter to get caught up in reading bullet
points and forgetting to engage the audience. 

RISK AVOIDANCE
From the perspective of audience members,
technology-driven events can easily facilitate
risk avoidance by eliminating the need for live
social contact. The use of Twitter and Twitter-
based application software during a live meet-
ing can be a useful novelty, however this also
allows audience members to avoid expressing
and defending a particular position or per-
spective on an issue. Much of the technology
for meetings allows for anonymous participa-
tion, which is not always a good thing because
it also minimizes social contact.

TECHNOLOGY ADVANTAGE
Meeting organizers who incorporate social
networking prior to meetings can help their
attendees make live connections at meetings.
Twitter postings, Facebook pages and groups,
and Linkedin groups offer planners free cyber
social contact conduits. Meeting software,
such as Certain Software, offers planners
amazing integration.    

STRATEGIES FOR RE-SOCIALIZATION 
Consider facilitating quality social contact
pre-meeting, throughout the meeting, and
post-meeting. 

Set up a Twitter account. Send an e-mail
invitation to constituents asking them to
become followers. Then Tweet weekly with
new information about the meeting.

Set up a meeting group at either Facebook
or Linkedin. E-mail invitations asking con-
stituents to join the group. About six months
before the meeting, start posting discussion
questions weekly. Closer in, start posting indi-
vidual notices about each specific activity. Just
before the meeting, invite all the “cyber” bud-
dies to an “organization hosted” pre-meeting
live networking gathering. 

Ask every presenter, including the keynoter,
to add an element of networking driven audi-
ence participation to their program. Inexperi-
enced presenters can always employ a “round
table” question-discussion.

Be reasonable about the meeting schedule.
This is the area most susceptible to planner
sabotage of networking possibilities. Breaks
between sessions, depending on the distance
attendees must walk, need to be closer to 30
minutes than the typical five to 15 minutes. 

Many organizations use the buddy/mentor
system in which every first-time attendee is
assigned a buddy/mentor. The buddy/mentor is
responsible to take this new person around to
all his or her social networks and effectively
guide the person through the meeting maze.
Also, the buddy/mentor does some post-meet-
ing follow up to see that the first-timer actually
implements new skills learned at the meeting.

Post-meeting interaction can be achieved
through social networking. The most effective
will fucus on discussions and activities
encouraging implementation of new skills and
follow up with new persons met. SoI

Use All the Tools in the Box
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Ed Rigsbee, CSP, is the author
of three books on alliance rela-
tionships and nearly 2,000 pub-
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By Ed Rigsbee, CSP

Successful meetings
require another look
at the lost art of social
contact

tech talk
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Diversity combined with multiple
options make the GTA the ideal
venue for today’s meeting planner

By Jamie Parcells

P
eople have lived in Toronto since the
last ice age, but in terms of being the
ideal venue for today’s association
and corporate meeting planners, the
city – and for that matter the entire

GTA including the surrounding regional
municipalities of Durham, Halton, Peel and
York – has never been hotter. 

Toronto is indeed the hub of Canada’s
financial, commercial and industrial life and,
according to the results of a recent survey
published by Watkins Research Group, the
city ranked number one in six of eight cate-
gories including superior convention centre
services. Toronto also ranked within the top
five in six of the eight other categories
including great all around convention city.
Survey results were tabulated from the
responses of more than 600 meeting planners
from across North America about a range of
aspects pertaining to the meetings and con-
ventions industry.   

“We love it when our customers speak. In
our business, nothing is more important than
client endorsements,” says David Whitaker,
president and CEO of Toronto Tourism. “Two
years ago we were ranked number eight in
North America and we believe that this change
is largely attributed to the revitalization of the
entire region. It brings variety, choice, accessi-
bility, diversity and energy. It speaks volumes
and meeting planners are listening. 

“What I am most proud of as an organiza-
tion is the absolute myopic focus to the cus-
tomer,” he asserts, attributing the overall
current success of the region to not only the
work being done by his own organization, but
also ‘We’ve Been Expecting You’ – a joint ini-
tiative undertaken by the Province of Ontario,
the City of Toronto, The Metro Toronto Con-
vention Centre, the Allstream Centre and, of
course, Tourism Toronto.

“For the customer who is coming here, we
are sharing our homes with them – it’s more
than just a campaign, it’s an attitude. So we
need to prepare for them,” he says. 

And prepare for them Toronto has. Trade
and consumer shows continue to create sub-
stantial business for the city. With nearly 2.3
million square feet of exhibition space avail-
able, in a single year Toronto hosts more than
120 business trade shows and many more
consumer shows. According to figures pub-
lished by the City of Toronto, the average
spending by each trade show exhibitor in
2009 was $5,400, and nearly $1,300 by each
delegate attending. Whitaker suggests that
the success of last summer’s ASAE annual
convention is testament to the continued
success that Toronto achieves from the asso-
ciation market, even during periods of eco-
nomic decline. “In 2009, the state of the

Beating Expectations
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economy created a buyers market in our
industry, so the decision for many when
selecting the city for their next meeting came
down to other variables that are perhaps more
meaningful to the meeting planner, and we
can deliver on those variables like amenities
and accessibility,” says Whitaker. Toronto can
be an expensive location, but with that comes
all of the opportunities and facilities. There
are a tremendous amount of off-site loca-
tions/facilities, and delegates are 15 minutes
from downtown to any offsite location. 

There is no questioning Toronto’s accessi-
bility. More than 70 per cent of the popula-
tions of Canada and the U.S. are within a 90-
minute radius of Toronto. The city hosts the
Pearson International Airport and The Metro
Toronto Convention Centre boasts more than
600,000 square feet of space conveniently
located within walking distance of more than
12,000 hotel rooms, as well as the waterfront,
public transportation stops, shops and restau-
rants. With approximately 35,000 hotels
rooms, accommodations abound in the Toron-
to area. The proximity of the convention cen-
tres to the hotels is such that you don’t have
to run to the extent of shuttle transportation
you have to in some other cities. That is why
the larger conventions are held here. 

There is a social aspect of the meeting – i.e.
what else is out there to keep delegates enter-
tained. The amenities are truly endless in
Canada’s largest city and simply put, there is
never a shortage for delegates visiting Toronto
to do. The city’s Royal Ontario Museum, Casa
Loma and ART Gallery of Ontario are sure to
please delegates looking for some cultural fare.
“The experience is truly at par with other large
cities,” says Paul de La Durantaye, general
manager, Hotel Le Germain and Hotel Le Ger-
main Maple Leaf Square (the latter scheduled
to open in October). “Toronto Tourism has
done a great job the last three years of posi-
tioning the city as a true international destina-
tion – both externally to the world and inter-
nally to the people who are living here, who
have come to see the city as offering a true
international experience. This evolution, com-
bined with the shifting U.S. economy, has cre-
ated a Canadian market where you can get that
experience without having to go overseas.”

Delegates hankering for a sporting event
can take advantage of all that Toronto has to
offer. The Hockey Hall of Fame is considered a
niche venue by traditional standards, however,
according to Steve Ozimec, manager, special
events and hospitality, the hallowed venue is
still a major draw for those wishing to get up
close and personal with some of their on-ice
heroes. Ozimec says that like most niche ven-
ues in Toronto, the HOC’s numbers were
down in 2009. “In 2009, there was a sense

that people didn’t want to be doing something
extravagant or out of the box when perhaps
there were potential layoffs looming. You did-
n’t want to be perceived as having fun at a
meeting even though it was essential to have
one,” he says.  

“Still, the HOC is the only venue of its kind
and we have started to see signs of recovery.
We already have a good base of meetings
booked for September and October and we
have lots of interest coming from the US.”  

The Raptors, Maple Leafs, Blue Jays and
Argonauts are sure to satisfy the needs of any
sports enthusiast, and the state-of-the art
facilities including the Air Canada Centre and
Rogers Centre are sure to impress. The notion
of Toronto as a concrete jungle has dissipated
over the years, due largely to all the city has
to offer once delegates travel past the six
blocks of bank buildings. The city features an
impressive fashion district, paths for cycling,
the waterfront and, of course, Little Italy and
Chinatown. Those looking to improve their
handicap will want to visit the Don Valley Golf
Course. Its classic Howard Watson design has
a traditional variety of holes and a legendary
reputation for its exciting natural setting. 

THE DISCERNING PLANNER
Last January, the City of Toronto introduced
two initiatives designed to help “green”
Toronto: the Toronto Green Standard and the
Green Roof Bylaw. Both relate to sustainable
site and building design for new development
with an aim to reduce Toronto’s greenhouse
gas emissions 80 per cent by 2050. 

Meeting planners today are looking for
everything under one roof, a place where they
can offer their delegates a comfortable learn-
ing environment that has all the amenities
that they bring forward in a conference.
Increasingly, the green aspect is one of those
amenities. “We find that more corporations
and associations are looking to incorporate
more of an environmentally sustainable com-
ponent into their meetings – it’s becoming
part of their RFP,” says Laura Purdy, director
of sales and marketing, Direct Energy Centre
Toronto. “They are asking very specific ques-
tions about the facility and what our green
practices are.” 

Green initiatives started at the Direct Ener-
gy Centre back in 2004 when it launched its
Green Smart Program. “We decided that not
only were we going to create green meeting
facilities, but also to create our own green
energy and look at bringing our venue to a
point where we will be energy self sufficient.
We will accomplish this within the next year,”
Purdy asserts. The new Allstream Centre was
constructed to a LEED Silver Standard, with
all construction and operation of the building

TORONTO:
More than Making the Grade

RANK IN NORTH AMERICA 2008 2010

Superior CVB/DMO 8 1

Superior convention 16 1
centre services

Hotels well suited for 12 4
my largest meeting

Great all round 5 4
convention city

Superior convention 21 5
facilities

Safe and secure 10 5

Easy accessibility 9 7
within the city

Easy to get to 15 17

Source: Watkins Research Group



Residence & Conference Centres in the Greater Toronto Area (Centennial College, Sheridan College,
and Seneca College) have professional staff to help with event details and arrangements. A variety
of conference services and state-of-the-art facilities coupled with comfortable suite-style accom-
modations and catering services make these properties ideal. Visit www.stayrcc.com.

Situated on the banks of the historic Credit River in Old Mississauga, the picturesque University
of Toronto Mississauga Campus boasts an outstanding array of conference, meeting and
foodservice facilities with a wide range of accommodation styles for more than 1,000. Visit
www.utm.utoronto.ca/conference and let us help you plan your event.

Connect on the Georgian College campus for all your meetings and special events. Conference,
meeting, tradeshow, social function space for groups large and small, catering for all styles budgets.
On-site hotel-style accommodations (May through August). Certified planner to help with all details.
Visit www.meetatgeorgian.com to plan your next event.

Humber College offers a refreshing alternative to a mainstream hotel. Enthusiastic students apply
their new skills when they welcome you. From May to August, we offer both suite-style accommo-
dation and traditional bedrooms with common washrooms on every floor. Humber also offers year
round electronic meeting rooms, athletic facilities and catering services. Visit
www.humber.conference.ca.

Step into our world of great conference facilities and services – ideal for groups of 20 to 3,500.
McMaster University offers a wide variety of meeting and exhibit space with state-of-the-art audio
visual equipment. Our professionals can assist with any planning needs, including dining options
and accommodation. For additional information, please visit www.conference.mcmaster.ca.

Redeemer University College, in Hamilton, offers the wide range of meeting spaces that organizers
love. Modern air-conditioned apartment and townhouse style accommodations are available May –
August. Openings are available for meetings and workshops throughout the year. Discover
Redeemer’s warm welcome for your next event. For more information, visit
www.redeemer.ca/conferenceservices.

At Ryerson University, we offer year-round facilities rental, a one-stop service for all your confer-
ence and meeting needs and high-tech A/V support. We have meeting space for up to 500 people,
plus two unique styles of accommodation for up to 800 people (mid-May to August). Call 866-592-8882
(Canada), e-mail meeting@ryerson.ca, or visit www.ryerson.ca/conference.

Wilfrid Laurier University is centrally located in Waterloo and offers conference facilities for up to
1,000. With a variety of meeting spaces and accommodation options, outstanding food services and
a first-class recreation venue, Laurier is an ideal location for conferences, business training, sport-
ing and regional events. For more information, visit www.laurierconferences.ca.
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done in an environment-sensitive way. Meet-
ing planners who book their event into the
facility are plugging into a building that is
already operating green. Industry experts sug-
gest that more often than not, companies are
incorporating green standards as part of their
daily operations and when they take their sales
training meetings and AGMs out of their par-
ticular office environment, they are looking to
maintain that standard. “Allstream is a healthy
environment. It’s not just the benefit of pro-
viding an environmentally responsible facility
to the delegates, it’s about healthy air,” says
Purdy. “We introduced natural light into our
meeting rooms so that meeting attendees have
a connection with the outdoors. Convention
centres typically don’t offer this connection.”

Green definitely does have a greater impact
in terms of selecting an ideal location more so
than in other markets. “I have noticed a shift
that has benefitted facilities such as ours. Now
we are seeing smaller meetings, but more of
them instead of the traditional annual event –
due in part to the current economy,” says de
La Durantaye. “This trend has meeting plan-
ners looking for facilities that offer something
a little more unique and green often fits the
bill. Our restaurant/meeting room also has 30-
foot ceilings with windows from the top to the
floor. Large windows and natural light have
also worked their way into the design of our
new facilities.” In addition to Toronto, the
Hotel Le Germain chain has properties in
Montreal, Quebec City and Calgary. 

Other cities throughout the country might
be going green with envy when they look at
all that Toronto is doing to meet this new
demand, but some experts suggest that while
there is a demand for green, it really comes
down to a case by case basis. Roni Feldman,
CMP, has been organizing meetings for 31
years and has witnessed many changes in the
industry. She says that the demand for green
really depends on factors such as corporate
branding and the perception of the company.
“Associations, for example, would like to go to
a green facility, but there is often the issue of
money and limited budgets – unless the asso-
ciation is directly linked to the environment,”
she says. “I am not sure that it has become as
high a priority as many of us would like it to
be. Giveaways at events are easy to do and the
industry supports it strongly, but when it
comes to looking at a venue that is truly
green, cost is often an issue.” 

Hope McFall, owner of The Richmond in
Toronto, a smaller venue located in the city,
agrees with this assessment. “There is a cost
to being green and green doesn’t mean free,”
she says. McFall asserts that green initiatives
are not exclusive to the larger venues and
she says she takes pride in the fact that her

facility is leading the green charge for small-
er venues and that those efforts have proven
beneficial. “There have been a number of
corporate events which have come to my
venue as opposed to a similar-sized venue
because of my green initiatives,” McFall says.
“Being green has helped my business.”
McFall suggests that implementing green
initiatives does not have to be a major under-
taking for smaller venues in Toronto and
offers this advice: “Go after the low hanging
fruit. Start with the small stuff, light bulbs,
paints, bottled water, chemical cleaners,
etc.,” she says. “We switched to bullfrog
power (which provides energy from a clean
emission-free source) and our goal here is to
have zero landfill at the end of an event. We
haven’t achieved it yet, but we are close.” 

The meetings and conventions trade contin-
ues to be a major component of the tourism
and hospitality industry. According to the
Watkins Research Group, in 2009, this sector
brought in more than $305-million in visitor
spending to the region. To green or not to
green may be a question that many continue to
ponder, but there is no question that for today’s
corporate and association meeting planner, the
GTA presents a golden opportunity.   SoI
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Jamie Parcells is the Publisher
of Speaking of IMPACT.

• jparcells@cecommunications.ca

Look Who’s Meeting in the GTA 

August 8 – 12
Canadian Gift and Tableware Association 
2010 CGTA Gift Show
www.cgta.org

September 28 – 29
Canadian Funeral Trade Association
CFTA 2010
www.canadianfunertradeassociation.ca 

October 23 – 25
Canadian Health Food Association 
CHFA 2010
www.chfa.ca

November 5 – 7
National Women’s Show 2010
www.natioanalwomensshow.com

December 6 – 7
Canadian Solar Industries Association
Solar Canada 2010 Conference and Exposition
www.cansia.ca





xperienced meetings industry pro-
fessionals have a substantial list of lessons
they’ve learned: what to do and what not to do
in order to produce a successful event. Since
experience is the best teacher, we ought to
learn from those who have the experience.
Because audiovisual (AV) requirements consti-
tute a big chunk of real estate on any meeting
planner’s agenda, perhaps a few lessons on the
basics of AV planning are in order.

1 Recognize that you are not contracting for
“equipment” but selecting an event partner

with the hardware, technology, skills and expe-
rience to do the job well.

2 Realize that your AV company (partner)
has just as much at stake in the success of

your event as you do. A professional company
will always strive to put on the very best event,
as their reputation (like yours) is on the line.
How your event looks and sounds is of the
utmost importance to that company, as every
person at that event is a potential client. The
phrase “You’re only as good as your last event”
applies to you and your partner AV company. 

3 Determine what the event is worth to you,
to your company and to your target audi-

ence.  This worth goes far beyond the dollar
value of your event. Remember that at every
event your company’s reputation and integrity,
as well as your own, are being showcased. 

4 Clearly articulate your goals for the event.
Is it to gain more business from that

event? Is it to strengthen your current rela-
tionships with present customers, while at the

same time gaining potential clients? How is
your company to be branded at this event?
These questions should never be far from your
mind when planning a successful event.
Emphasize the importance of these goals and
be sure to  select an AV company that “gets it.” 

Simply hiring a company that can provide
you with the projectors or screens for rent
does not mean that they are qualified to run
your show. It is not only the equipment that
makes your event; it’s the people running it.
It is easy to become preoccupied with having
your event cost as little as possible. Your pri-
mary concern should not necessarily be nego-
tiating for equipment rentals, but rather nego-
tiating for production support. An event may
have the biggest backdrop, water feature or
“eye candy,” but if the room sounds terrible,
that’s what attendees will remember. Money
may have been saved by cutting the AV budget,
but at what cost? There is a fine line between

getting what you need in order to have a suc-
cessful event and paying the least for it. Hav-
ing and adhering to a budget is important, but
so is not comprising the quality of your show.
Your AV company should be forthcoming with
you in regards to this and be able to tell you
when you are challenging the effectiveness of
the message you are attempting to convey to
your audience. 

5 Establish open dialogue and a close rap-
port with your AV partner. Your represen-

tative should be asking specific and insightful
questions about the event, not just the generic
ones that are common in the industry. These
questions assist in personalizing the event and
in clarifying successful outcomes. Only by fully
informing themselves about your company,
your event and your goals, will your AV compa-
ny meet your needs. Being aware of every nec-
essary detail will ensure that when its time
your event comes off with out a hitch. 

6 Know from whom your AV company is pur-
chasing their rental equipment. Does this

supplier keep their equipment well maintained
and in good working order? An excellent AV
company is not buying used equipment off
websites or acquiring other people’s rental
product. If the company cares about their
clients, it will strive to provide the latest and
best equipment – ensuring the best product
and the best possible service.  

7 Never accept a comprehensive quote with-
out your AV company performing a “site

check.” Site checks are valuable for several rea-
sons, the first of which is that your representa-
tive will have a complete visual of the venue.
This will allow them to accurately determine
what can or cannot be done by identifying
power sources and where cables can be run.
Safety issues can also be addressed at this time
in order to maintain safety for attendees and
event technicians. 

“Backyard mechanics” are common in every
industry and the live events industry is satu-
rated with them. Some companies care deeply
about the work, some pretend to care and oth-
ers simply don’t. I’ve heard far too many peo-
ple say “if the client is cost focused and cut-
ting corners, then I will be, too.” Those in the
know will always stay focused on the outcomes
and remain passionate about their work.     SoI

The Audiovisual Contract

Massimiliano (Mass) Scaccia is the owner and
founder of Massive Audio Visual Services Inc and is
best known in the industry for treating clients like
family.

• www.massiveav.ca
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ask the expert

E

Seven lessons to help
you do your homework
before signing any
agreement 

By Massimiliano (Mass) Scaccia





MARTIN PRESSE

Do you panic at the thought of
speaking in public? You aren’t
alone. Martin Presse went from
hiding in the bathroom in 2000,
to speaking before a crowd of
2,500 at Toastmasters
International 2008 World
Championship of Public Speaking.
Speaking is a learned process.
Learn to control your nerves,
create a great speech, and
communicate with any audience
in just eight short hours. You, too,
can be a dynamic speaker! To
conquer your public speaking
fears, phone (780) 361-0414 or
visit www.martinpresse.com.

SHERATON PARKWAY
TORONTO NORTH

Just 20 minutes away from
downtown Toronto and 25
minutes away from Pearson
International Airport, Sheraton is
a place people don’t just come to,
but where they come together;
where you connect with family,
friends and the community.
As a 4-diamond-award-winning
hotel and one of the largest
convention centres in Toronto,
we take pride in delivering a
memorable experience. Gather
with colleagues in the Crave
Restaurant or Spirits Bar &
Lounge. Book at 1-800-668-0101
or www.sheratonparkway.com.
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GROUPE GERMAIN -
LE GERMAIN
BOUTIQUE-HOTELS

A family-owned Quebec
company, Groupe Germain owns
and operates Le Germain
Boutique-hotels in Quebec City,
Montreal, Toronto and Calgary,
as well as two “no-frills-chic”
ALT Hotels in Montreal’s Quartier
DIX30 and Quebec City. Groupe
Germain is renowned for the
impeccable hospitality, intimacy
and style it brings to its
boutique hotels. 
Visit www.groupegermain.com.

CALGARY TELUS
CONVENTION CENTRE

The Calgary TELUS Convention
Centre is conveniently located in
the heart of downtown. We offer
122,000 square feet of flexible
space, 47,000 square feet of
exhibit space, 36 meeting rooms,
one multi-purpose hall, five
pre-function areas and one
ballroom.  There are 1,100
guestrooms connected utilizing
three four-star hotels. The
Calgary International Airport
offers more than 1,300 flights
with daily scheduled nonstop
flights from major Canadian
cities. It is the third-largest
airport in Canada.
To find out more, visit
www.calgary-convention.com.

CMA OF ONTARIO

CMA Ontario’s Professional
Development Institute (PDI) offers
more than 12,500 square feet of
premium meeting space. Located
in downtown Toronto, PDI links
directly to Union Station, the PATH
system, and the Air Canada
Centre.  PDI provides the sophis-
ticated comfort, technology, and
services that let you focus on
what counts – your event.
The 38-seat amphitheatre, large
training rooms, and boardrooms
offer stunning views of Toronto
and Lake Ontario. PDI is the per-
fect setting for your meeting’s
success. Visit www.pdi-cma.com.

EDMONTON DESTINATION
DOWNTOWN HOTELS

A stay in the heart of the city
brings some impressive perks.
Enjoy an easy walk to sophisti-
cated nightspots, live music,
theatre, opera, entertainment,
festivals and unique and trendy
dining that the downtown scene
offers. Just steps away from
Edmonton Destination Downtown
Hotels, is the exciting new Art
Gallery of Alberta. With 18
downtown hotels to choose from,
Edmonton is thrilled to welcome
you. Visit
www.edmontondowntownhotels.com.

PACIFIC NATIONAL
EXHIBITION

Your Special Events
Playground

Looking for a fun and exciting
venue for your next event? The
Fair at the PNE and Playland are
great for all types of occasions
including private corporate par-
ties, client appreciation events,
product launches, convention
social outings and more. We offer
private VIP eating areas and
access to rides, attractions,
catering and games. Contact
Group Sales to develop a fully
customized package to suit your
event. Visit www.pne.ca or phone
(604) 252-3612. E-mail
groupsales@pne.ca.

COCHRANE RANCHEHOUSE

The Cochrane Ranchhouse is a
beautifully appointed facility
located 20 minutes west of
Calgary, Alberta, just off Highway
22 in the town of Cochrane.
It offers a quiet location with
beautiful views of the Rocky
Mountains and a parklike setting.
To view this facility, visit
www.cochraneranchehouse.ca
or phone Jane Graham at
(403) 851-2561.

DEER CREEK GOLF &
BANQUET FACILITY

Stunning, state-of-the-art
banquet facility set on a presti-
gious 45-hole Golf Course – just
minutes from the 401 and 407.
We have various rooms and con-
figurations available to make any
event successful. The 50,000
square foot facility was built with
you in mind. Hosting from 12 to
1,200 guests, we can accommo-
date your event. Just 20 minutes
from Toronto, you are sure to be
inspired. Simply Exceptional!
Phone 1-866-661-6617 or visit
www.golfdeercreek.com/events.  

CUCCOA CENTRAL CANADA

Georgian College
Barrie, ON (705) 722-5190

Humber College
Etobicoke, ON (416) 675-6622

McMaster University
Hamilton, ON (905) 525-9140

Redeemer University College
Hamilton, ON (905) 648-2131,
extension 4124

Ryerson University
Toronto, ON 1-866-592-8882

Stay R&CC
Toronto, ON (416) 620-0635 

University of Toronto Mississauga
Mississauga, ON (416) 585-4524

Wilfrid Laurier University
Waterloo, ON (519) 884-0710

impact players
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SHERATON TORONTO
AIRPORT HOTEL &
CONFERENCE CENTRE

The Sheraton Toronto Airport
Hotel & Conference Centre will
ensure your visit to Toronto is
memorable. Located only 1.5
kms from Toronto Pearson
International Airport and all major
highways, our convenient
location and resort-like atmos-
phere will make you will feel
right at home. The Sheraton
Toronto Airport Hotel offers
26,000 sq.ft. of modern meeting
space equisitely designed on one
level, state-of-the-art facilities
and complete meeting packages
to meet all of your needs. Visit
www.sheratontorontoairport.com.

ST. FRANCIS XAVIER
UNIVERSITY

From ivy-covered brick walls
to the latest technology for
corporate training sessions, the
St. Francis Xavier University
campus/Keating Millennium
Centre is the right setting for your
event. The university offers full
catering services, technology-
equipped meeting spaces,
dormitory, suites and apartment-
style accommodations. Our rooms
are within walking distance of
cafes, galleries and gift shops in
the town of Antigonish. Golf,
beaches, wildlife sanctuaries and
other recreational opportunities
are minutes away.
Visit www.stfx.ca/conferences.

advertisers’ index

THE PASSIVE MARKETER

ThePassiveMarketer.com is a
search marketing service for
professional speakers, which
helps them add an automated
stream of leads through PPC
(pay per click) and SEO (search
engine optimization.) With
experience in both the profes-
sional speaking and internet
marketing industries, we are
uniquely equipped to help speak-
ers capitalize on this underuti-
lized, highly effective lead gener-
ation platform. From simple con-
sultations, to basic setup, to full
campaign management, we can
help you increase your online
leads. Visit
www.ThePassiveMarketer.com.

SPEAKERS GOLD

Want to shine at your event? 
We promise we’ll make you look
like a hero. We’re not a match-
the-dots bureau. We deliberately
have a small select roster of
speakers. We know each one of
them and their topics. We know
how great they are on the
platform as well. Call us and we’ll
go to great lengths to find just the
right speaker for your event.
For more information,
visit www.speakersgold.com

WORLD TRADE AND
CONVENTION CENTRE
HALIFAX

Centrally located in downtown
Halifax, the World Trade and
Convention Centre (WTCC)
combines elegant world-class
facilities, comprehensive services
and the natural hospitality for
which Maritimers have long been
known. Within walking distance
to 2,600 hotel rooms (1,000 of
which are connected via the LINK
pedway), WTCC offers 100,000
square feet of meeting space and
is close to shopping, dining,
attractions and entertainment.
For more information, please call
(902) 421-8686 or visit
ww.wtcchalifax.com.
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SUNSHINE COAST TOURISM

The best place to meet! Inspire
your delegates on the shores of
the Pacific Ocean, on the
doorstep of Vancouver and
Vancouver Island. The Sunshine
Coast boasts an authentic,
rugged west coast wilderness
experience while being only a
short ferry or plane ride away
from the Mainland or Island.
With creative meeting facilities,
unlimited outdoor adventure, and
inspiring natural beauty, the
Sunshine Coast is guaranteed to
provide your group with an
unforgettable event.
Find out more at
www.createconnectdiscover.com.
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ince I’m somewhat of a techno-
logical savant, I often field questions like this.
People who ask this question are idiots so I
typically ignore these kind of questions. 

What I can’t ignore is this question: “How
can the meetings industry optimally leverage
the value of multi-faceted inter-spatial con-
verging  technology platforms to conform to
the future demands of intergenerational,
multi-user groups in a post-dynamic, ultra-
technological world?”

In other words: “Can I still use a flip chart
in my presentations?” 

As someone who not only uses flip charts,
but actually owns several flip charts and
makes use of them frequently during dinner
parties and on romantic dates with my wife, I
can confidently say this about that: “Take a
breath. Yes. Yes, you can still use a flip chart.” 

Flip charts have always been with us, and
they always will be. Seriously. Early speakers
(circa 30,000 BC) used to draw flip charts on
cave walls to explain the concept of flip charts
even though they didn’t exist yet. How cool is
that? (It’s so cool, I’m going to go journal
about it tonight on one of my flip charts.) 

But you may be wondering, that with the
speed of technological change sweeping over
us like a giant computerized broom, what
other technological advances can the meeting
industry leverage or, at least, pretend to make
use of because it’s really cool and looks like
something Captain Picard would have used on
the Enterprise?   

Here are a few predictions about some new
inventions and trends that will take the meet-
ing industry to Warp nine in the near future
(please note: we are currently at Warp 1.3, so
this is very exciting stuff): 

3D Meetings. Thanks to the movie Avatar,
more and more meetings will feature 3D expe-
riences, such as delegates actually showing up
in person, wearing funny sunglasses and
touching each other’s face in astonishment as
they explore the exciting third dimension. 

Virtual Meetings: Virtual meetings will,
however, virtually overtake traditional 3D

meetings to the point that virtually no one
will even need to show up anywhere anymore
(much like my last public seminar), let alone
get out of bed in the morning.  

Downloadable brain implant technology will
allow conference attendees to simply download
meeting content directly into their brains,
thereby ensuring presenters never have to deliv-
er content again, causing thousands of motiva-
tional speakers to heave a huge sigh of relief.   

PowerPoint™ technology will be superseded
by SuperDuperReallyPowerfulPowerPoint™,
resulting in even longer delays to the start of
opening sessions. (The upside being that some
of the new slide transitions will blow confer-
ence delegates’ minds.)   

Hybrid Meetings. More and more so-called
“hybrid meetings” will feature attendees driv-
ing their Toyota Prius at breakneck speeds to
get to the event where they will then dine on
sandwiches made from ethanol.  

This isn’t so much a technological change but
more of a prediction around meeting nomencla-
ture: circa 2027, a U.N.-sanctioned language
committee will officially reassign the word
“podium” to mean “lectern,” since evidently peo-
ple will never, ever grasp the correct definition
anyway. This seemingly simple change in lan-
guage will save meeting planners thousands of
hours in lost time and mass confusion. 

Technology speakers will be unable to keep
up with the ever increasing rate of technolog-
ical change, thus making them obsolete.
Ironic, no?  

Advances in green technology will acceler-
ate. Eventually everything from table place
settings, to attendee bags, to flip charts, to the
very sun itself, will be solar-powered. Speak-
ers, however, will be powered by wind energy.  

Flip chart marker makers will introduce a
new colour called “fandango-banana-rama.”
Otherwise, flip chart technology will stay pret-
ty much the same as it has when it was first
conceived back on that cold, rainy Tuesday
morning in 30,000 BC.

So there you have it. Nine technological
advances that will dramatically alter the time-
space continuum of the meeting industry.      

(Incidentally, in the future, due to tremen-
dous efficiencies gained by new technology,
Top-10 lists will require only nine items.)
SoI

Meetings at Warp Nine

funny business

“What is technology
anyways? Isn’t that just
a fancy word for fire?”

By Michael Kerr, CSP, HoF

S

Michael Kerr is this year’s aca-
demic chair of I.F.C.F. (Interna-
tional Flip Chart Federation), a
speaker, trainer, author and all-
round techno savant.  

• www.mikekerr.com






