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In This Issue

From pre-planning to final send off, we’ll take care of every detail, customizing your own 
unique experience in Jacksonville. From large riverfront convention hotels to beautiful 
oceanfront resorts, we have whatever you need! Plus, meeting in Jacksonville is a great value 
in any economy. In the end, we’ll make our city feel like it’s yours! Let our team of experienced 
sales representatives and planners help you make your next meeting the most memorable ever. 
Go to visitjacksonville.com/meetings or call 800-340-4444 for more information.
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“Education is one of the most valuable things an association can 
provide, and it is what their members tend to value the most,” says Amy 
Ledoux, CMP, CAE, senior vice president, meetings and expositions for 
ASAE in our cover story. The high attendance recorded at ASAE’s recent 
Annual Meeting and Exposition is proof of the power of live learning: 
More than 5,400 association professionals and industry partners traveled 
to Atlanta for the meeting, which featured 120 education sessions and 
executive-level courses offering cutting-edge solutions, trends and 
tactics. “We had our highest number of association executives in five 
years, which demonstrates the value of professional development and 
face-to-face meetings,” said ASAE President and CEO John H. Graham 
IV, CAE, in a statement. “Throughout the conference, we had terrific 
speakers, a variety of high-quality content that members found valuable, 
and attendees that were raving about the entire experience.” In this 
fast-changing world, nothing is more important to career and business 
success than staying ahead of the learning curve. As such, associations 
put their money where their ROI is: According to ASAE’s 2012 
Associations Matters report, “The average trade association spent nearly 
$1.2 million on program activity in 2009 – which includes publications, 
conferences, seminars and other forms of education and $66,400 on 
lobbying activity. …In comparison, the average professional society 
spent $1,498,150 on program activity and $65,085 on lobbying activity.”

In our feature “Staying Ahead of the Learning Curve“ on page 44, 
association meeting professionals offer program advice from the 
field. Amy Ledoux relates that members are demanding “just-in-time” 
knowledge: “Just-in-time programming takes more time and research 
but it draws in attendees because it is information available nowhere 
else.” Mary Pat Cornett, CAE, CMP, says, “Listen to people with crazy ideas. 
Some of them are a glimpse into the future.” Heather Rhoderick, CMP, 
MBA, advises “reading industry publications, mining social media sites 
and talking to your members.” Continue reading our story for more great 
insights on delivering the best education programs, a crucial revenue 
source for every association.

Speaking of “the best,” learn which CVBs, convention centers, and 
hotels and resorts earned your vote as 2013 Distinctive Achievement 
Award-winners on page 18.

Never Stop Learning
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Caesars Entertainment to 
Develop Horseshoe Baltimore
LAS VEGAS, NV — A groundbreaking 
ceremony was recently held to mark 
the start of construction on the $400 
million Horseshoe Baltimore by Caesars 
Entertainment. Completion of the 
full-service gaming and entertain-
ment venue is expected in late 2014. 
Horseshoe Baltimore will feature an 
outward-facing urban casino design, 
three premier restaurants, several bars 
and restaurants, and a multipurpose 
entertainment space. The facility will 
offer approximately 7,670 sf of func-
tion space in addition to 4,615 sf of 
prefunction space. The venue will seat 
500 guests for a` reception or ban-
quet, and 800 for a reception event. 
www.cetmeetings.com

Puerto Rico. Puerto Rico is planning a $36 million project to help expand and 
revitalize the main convention center in the capital of San Juan, according to 
an Associated Press report. Victor Suarez, head of the Puerto Rico Convention 
District Authority, says the project, to be named Puerto Rico World Trade Center 
Building, will include 250,000 sf of office and commercial space and a new 
Hyatt House hotel. The largest in the Caribbean, the Puerto Rico Convention 

Center is adjacent to the Sheraton 
Puerto Rico Hotel & Casino. 
www.prconvention.com

Spokane Convention Center. 
During the recent groundbreaking 
marking the expansion of the 
Spokane Convention Center, Cheryl 
Kilday, president and CEO of Visit 
Spokane, said the expansion of the 
center is evidence of the region’s 
growth. “This is a great step for 
the convention center and the 
Spokane region,” said Kilday. “The 
completion expands the exhibit 
hall and new meeting rooms in 
a highly functional and flexible 

facility while capturing vistas of the Spokane River gorge. We are excited 
about the project and the opportunity to attract more meetings to our 
community with this great facility.” In addition, the expansion will allow for 
two or three groups to use the facility simultaneously. The project, which will 
add 91,000 sf of meeting/exhibit space including a junior ballroom and 20,000 
sf additional meeting space, is slated for completion in December 2014.   
www.visitspokane.com

Sacramento Convention Center. Sacramento’s downtown convention center 
will add about 40,000 sf in exhibition and event space to the existing 158,000 
sf in the first major renovation of the Sacramento Convention Center in nearly 
20 years. According to a report in the Modesto Bee, Sacramento officials said 
they want to be competitive and attract more convention business such as 
meetings of medical and technology groups. The construction of a ballroom 
on top of the neighboring Community Center Theater that could be used by 
groups also is under consideration. 
Mike Testa, senior vice president, convention sales and business development 
of the SCVB, said the aim is to create a convention and theater district at 
the eastern end of K Street where restaurants have filled up several empty 
storefronts. A new sports arena is planned for the western end of K Street. 
www.sacramentoconventioncenter.com, www.discovergold.org

Henry B. Gonzalez Convention Center. The $325 million transformation 
of San Antonio’s Henry B. Gonzalez Convention Center (HBGCC) is moving 
forward with the release of schematic design plans and renderings. Set for 
completion during the spring of 2016, plans call for approximately 835,000 
gross sf of new construction and approximately 78,000 sf of renovation to 
existing spaces. The center remains operational, with no disruptions to events 
and customers.  
The plans include approximately 260,000 sf of new exhibit space for a total 
of more than 500,000 sf of prime contiguous exhibit space; a new 54,000-
sf ballroom; a wraparound balcony; improvements to circulation and 
wayfinding; new well-defined entrances; meeting, prefunction and back-of-
house support space; kitchen expansion; and consolidated support offices. 
Nestled alongside the River Walk and Hemisfair Park, the center is immersed 
in the scenic charms of downtown San Antonio while also being within 
walking distance of thousands of hotel rooms as well as shops, restaurants, 
historic sites and the 65,000-seat Alamodome. Host to more than 350 events 
a year, the HBGCC is a versatile facility, which also offers the 2,400-seat Lila 
Cockrell Theatre. www.meetings.visitsanantonio.com

A rendering of the Spokane Convention 
Center expansion. 
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Karolyn Kirchgesler 
Named Team San Jose CEO
SAN JOSE, CA — Team San Jose has 
named veteran industry executive 
Karolyn Kirchgesler as its new CEO, 

effective late 
September. 
Currently 
president and 
CEO of Visit Saint 
Paul, Kirchgesler 
recently 
completed a 
three-year term 
as board member 
for Destination 

Marketing Association International. 
She will work closely with Team 
San Jose COO Dave Costain, a 30-
year hospitality industry veteran, 
Team San Jose’s board of directors 
and executive team, and City of San 
Jose administration to continue the 
organization’s recent progress in 
business and economic development. 
www.sanjose.org

WASHINGTON, DC — Destination Marketing Association International’s (DMAI) 2013 
Annual Convention in Orlando, FL, attracted a record 1,325 attendees and generated 
more than $2 million in direct spending to the Orlando economy. “We are delighted 
to have played a role in helping DMAI break their attendance record and host more 
attendees in 2013 than at any other time in the association’s history,” said George 
Aguel, Visit Orlando president and CEO. “It’s always fun to welcome our industry 
peers to the most visited destination in the nation.”

Michael D. Gehrisch, president and CEO of DMAI, said, “DMAI’s Annual Convention 
demonstrates the real value of face-to-face meetings in terms of generating eco-
nomic impact and jobs at the local level as well as inspiring more creative and pro-
ductive professionals through education and networking.”

During the convention, DMAI recognized the largest graduating class of Certified 
Destination Marketing Executives (CDME), with 23 professionals receiving their certi-
fication, along with 30 future leaders of the destination marketing industry selected 
to DMAI’s 30 Under 30 program. Also, 19 destinations earned accreditation through 
the Destination Marketing Accreditation Program (DMAP), extending the global 
reach of the program with the accreditation of Guadalajara CVB and Leon CVB, 
Mexico; and Business Events Sydney, Australia.

“The record attendance and energy levels generated during the convention reflect 
the optimism within the DMO industry,” said Gehrisch. “We had attendees from a 
record 336 destination marketing organizations at this year’s convention. These orga-
nizations realized the value in being part of a community whose mission is to advo-
cate for the professionalism, effectiveness and significance of destination marketing 
organizations worldwide.” www.destinationmarketing.org

Michael D. Gehrisch, president and CEO of DMAI, welcomes a record number of 
attendees to the 2013 Annual Convention in Orlando, FL.

DMAI Attracts a Record 1,325 Attendees Sheridan Named Chair of DMAI
WASHINGTON, DC — Martha Sheridan, pres-
ident and CEO of the Providence Warwick 
Convention and Visitors Bureau, has been 

elected chair of 
the Destination 
Marketing 
Association 
International 
(DMAI) board of 
directors. She has 
been a member 
of DMAI for nearly 
20 years and held 
leadership posi-

tions with several local, regional and na-
tional organizations including the Rhode 
Island Hospitality and Tourism Association 
Education Foundation, Meeting 
Professionals International New England 
Chapter and the New England Society 
of Convention and Visitors Bureaus. 
www.destinationmarketing.org

The New Tropicana Las Vegas 
Expanding Meeting Facilities
LAS VEGAS, NV — The new Tropicana 
Las Vegas - a DoubleTree by Hilton an-
nounced plans to expand its meeting 
and convention facilities from 60,000 sf to 
more than 100,000 sf. The hotel will build 
five 650-sf breakout rooms on the second 
floor of the Club Tower, adding to its three 
ballrooms. All of the new breakout rooms 
will have natural light and private his-and-
her restrooms. The resort also will expand 
the Tropicana Pavilion, which is a wing of 
Tropicana Las Vegas’ conference center. 
When combined with existing space in 
the Tropicana Pavilion, the venue will offer 
more than 55,000 sf that can be used for 
large exhibits and general sessions. All of 
the meeting facilities are complemented 
by customizable catering services, a dedi-
cated audio-visual department, separate 
conference services registration desk, 
business center and easy parking access, 
among other benefits. www.troplv.com

Convention Center Expansions

6 AUGUST / SEPTEMBER 2013 Association Conventions & Facilities TheMeetingMagazines.com TheMeetingMagazines.com Association Conventions & Facilities AUGUST / SEPTEMBER 2013  7

CVBs & ConventionCentersNews & Notes

Kirchgesler

Sheridan

http://acf.themeetingmagazines.com/acf/
http://acf.themeetingmagazines.com/acf/


1-5 More than 5,400 association professionals and industry partners gathered in Atlanta 
to attend the 2013 ASAE Annual Meeting & Exposition. “We had our highest number 
of association executives in five years, which demonstrates the value of professional 
development and face-to-face meetings,” said ASAE President and CEO John H. Graham 
IV, CAE shown here in 1 with Marty Liggett, CEO of the American Society of Hematology.  
The 2014 ASAE Annual Meeting & Exposition is set for August 9–12, 2014, in Nashville, 
TN. 6 Philadelphia Mayor Michael A. Nutter (r) welcomed to Philadelphia the attendees 
at the American Association of Diabetes Educators (AADE) Annual Meeting. He was 
joined by Ahemeenah Young, Pennsylvania Convention Center president and CEO 
(l) and Marian Long, AADE director of meeting services, at the opening session. 7 
Knoxville Mayor Madeline Rogero (c) presents Knoxville Convention Center General 
Manager Mary Bogert (l) and Knoxville Convention Center Director of Operations Jason 
Bourgoyne with a plaque signifying the facility’s LEED Silver certification for Existing 
Buildings by the U.S. Green Building Council. The facility is the first convention center in 
Tennessee to be LEED certified. 8 Association meeting pros and industry partners of the 
ASAE Convene Green Alliance (CGA) gathered this summer to learn about the benefits 
of vegetated roofs and toured the blooming 3,000-sf green roof of the American Society 
of Landscape Architects (ASLA) in downtown Washington, DC, guided by ASLA’s green 
roof expert Keith Swann, who posed on the grounds with CGA Director Kristin Clarke.  
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CHICAGO, IL — The multimillion-dollar expansion and renovation project at Hyatt Regency 
McCormick Place is now complete. The hotel’s owner, Metropolitan Pier and Exposition 
Authority, invested $110 million in the renovation, Hyatt’s fourth largest hotel in the world 
and the fourth largest hotel in Chicago. The project began in December 2011 with the 
construction of a new 460-guest room tower, which includes 12 suites and two premium 
suites. The hotel’s lobby was expanded and fully renovated, and the existing 800-guest 
room tower received a complete renovation. Larger in-house groups are now easily ac-
commodated due to Hyatt’s expanded guest room inventory and seamless connection 
with McCormick Place Convention Center and access to more than 2 million sf of state-
of-the-art meeting space. The hotel offers 50,000 sf of in-house function space including 
the newly redesigned 4,000-sf Prairie Room. The 25,000-sf Hyatt Conference Center also 
underwent a complete renovation, and the hotel added three new boardrooms along 
with a new business center.  www.mccormickplace.hyatt.com

A renovated conference room at Hyatt Regency McCormick Place.

Hyatt Regency McCormick Place Holds Ribbon Cutting

New Orleans Convention Center 
Project Wins Engineering Award

NEW ORLEANS, LA — The New Orleans 
Ernest N. Morial Convention Center 
(NOMCC) renovation has earned 
Thornton Tomasetti, the international 
engineering firm that provided structural 
engineering work on the project, a 2013 
Structural Engineering Association of 
Kansas and Missouri (SEAKM) Award. The 
firm used 3D Revit modeling throughout 
the design phase to identify potential 
conflicts and solutions. The first part of 
the project included the $50 million ex-
pansion and renovation of Exhibit Hall A, 
increasing its size from 46,000 to 60,000 
sf for use as a state-of-the-art ballroom 
space. The project also included the ad-
dition of 26,000 sf of prefunction space. 
The second half of the project consisted 
of the construction of a new grand en-
tryway in the northwest corner of the 
existing building. Thornton Tomasetti 
demolished the existing structure and 
designed a 45-foot curtain wall separat-
ing the indoor and outdoor spaces of 
the entrance. A new vertical circulation 
capacity including elevators and stairs, 
and a cantilevered roof structure were 
also added to the convention center. The 
NOMCC is the sixth largest convention 
center in the nation and a consistent 
top-10 host of the largest number of 
conventions and trade shows annually. 
www.mccno.com

New Orleans Convention Center.

Le Méridien New Orleans to Open in 2014 
NEW YORK, NY — Starwood Hotels & Resorts Worldwide Inc. announced plans to 
debut Le Méridien New Orleans in 2014. Situated within walking distance from 
the city’s world-famous French Quarter, the hotel, which currently operates under 
Starwood’s W brand, was recently sold by the company to Chesapeake Lodging 
Trust. Le Méridien New Orleans will offer 410 fully renovated guest rooms and bath-
rooms as well as an upgraded fitness center, rooftop pool and more than 10,000 sf of 
state-of-the-art meeting facilities. The property also will feature the Le Méridien Hub 
experience — a social gathering place for people to converse, debate and exchange.

 Le Méridien arrival consists of four elements: large-scale artwork in high-impact 
areas “to reset the mind and stimulate dialogue and curiosity”; the sensory experience, 
with Le Méridien signature scent, sound and use of light, creating a distinctive atmo-
sphere; Unlock Art program featuring artist-designed key card collections that offer 
access to the guest room and Le Méridien-affiliated contemporary cultural centers in 
the city; and a 24-hour curated soundtrack. Le Méridien New Orleans is conveniently 
located near the Ernest N. Morial Convention Center and just a few blocks from the 
boutiques, art galleries and jazz clubs in the French Quarter. www.lemeridien.com

Snapshots
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Phelps R. Hope, CMP

Gone are the days of waiting by the phone for the hotel 
salesperson to call you back. In an up economy (or sell-

er’s market), they’ve got RFPs flowing onto their desks and 
into their email inbox and are able to cherry pick those that 
best benefit the hotel, and your lower-budgeted gathering is 
now at the bottom of the pile. It’s a tough reality but far from 
hopeless. Sure, the corporate groups competing against you 
for the same sleeping rooms and meeting spaces have the 
money and are more likely to get the prime-time slots and 
locations — slots and locations that used to be reserved for 
you when times were tough. But you’ve got flexibility. You’re 
able to think creatively on behalf of your association. Right 
now, it’s all about how you approach the venue.

To help kick-start your thought process, here are a 
few standard suggestions for how you can position your 
association to secure the best possible deal at the most 
suitable meeting venue.

DeFINe yOur NeeDs
A sweeping RFP won’t help your cause in this environ-

ment. A well-defined request gives venues more direction 
and enhances their ability to fit your group into existing 
business. An RFP that leaves too much guesswork will 
turn off potential bidders. In an improving economy, 
they’ve got better things to do than to do your planning 
for you, so present them with an RFP that is concise, sim-
ple to understand, to the point and therefore appears to 
be worth their time.
• Present specific needs up front instead of waiting for 

the hotel to tell you what’s available. Let them know the 
closest estimate for the number of sleeping and meeting 

rooms you’ll need. Think number of rooms with specific 
dates, Internet access needs in guest rooms versus the 
meeting space, AV needs, VIP ground transportation, 
suite upgrades, etc.

• Frame your RFP in a way that allows the venue to be a 
partner in success, rather than an adversary in negotia-
tions. It’s a seller’s market, and you no longer have the 
luxury of playing hardball for better deals. 

be FLexIbLe
With that thinking in mind, remember that your list of 

needs should not be overly rigid. Go into negotiations 
expecting that you will have to make concessions at some 

point, and know ahead of time what you’re willing to 
concede before talks even begin. Do your homework and 
better understand the financial impact of each concession 
on your bottom line, versus the cost of paying for that con-
cession. It also helps to understand what that concession 
might actually cost the venue. Deferred revenue is looked 
upon differently at a hotel than actually covering a hard 
cost. Defer to the old adage that of the three major event 
details (dates, rates and space), your client association will 
get two and the venue gets one.
• Remember that arrival and departure dates are good 

negotiating tools.
• Split room blocks (one rate for buyers vs. a slightly 

higher rate for sellers, for example) can help you reach 
an agreement that works for you and the venue while 
bringing down the average cost for attendees.

• Flexible multiple-year contracts can give you leverage 
when securing venues for immediate and upcoming 

How to Get the Best Deal in Your Preferred Venue

events. A venue is more likely to work with you today if 
future business is guaranteed.

get CreAtIVe
To achieve the right amount of flexibility while keeping 

your client’s needs intact, you’ll need to get creative. Show 
the bidding venue that you’re capable of shifting and 
prioritizing needs in a way that benefits both parties. This is 
also helpful when forced to make use of less space due to 
tighter budget restrictions.
• Be willing to turn rooms. If you need a meeting room for 

just a few hours in the morning each day, what else can 
you do with that space in the afternoons? Perhaps morn-
ing sessions or the general session room could be con-
verted for meals later in the day.

• Consider consolidating individual breakout sessions 
into single-room larger sessions to reduce the overall 
number of meeting rooms. You’ll reduce the space and 
support services required and perhaps better fit into the 
venue’s schedule.

• Bring your offsite networking events back into the hotel it-
self. Your gathering will seem more attractive to the venue 

if you hand them a lucrative piece of evening business. If 
you’re worried about the networking event losing appeal 
with event attendees, try theming it. Engage the hotel into 
helping make it a memorable experience.

•  Establish long-term arrangements within the same hotel 
chain with a multi-year contract. The actual location might 
change, but the hotel chain itself might see ongoing yearly 
business as very attractive.

• Co-locate with another like-minded group or association. 
You can share expenses and make an offering to the venue 
that’s more in line with your corporate competitors.

preseNt A sOLID HIstOry
Corporate competition can be fierce during booking, so 

be prepared to show that you, too, are a serious contender. 
You must alleviate doubts right away by showing the venue 
that you will stand by your end of the deal. In an up econ-
omy, the venue has less to gain by taking a risk with a low-
budget association, so you must demonstrate that you are 
able to hold up your end of the bargain.
• Assure the vendor that you’ll fill the rooms you book. Show 

verified examples of past bookings vs. actual filled space.
• Be able to demonstrate that your client association will 

have a positive impact on business. Will your convention 
be good for room-service orders? Gift shop sales? Will at-
tendees actually be a boon to the local economy as well 

— not just the host hotel, but the city itself? What is the 
overall economic impact of your conference?
In the end, be prepared to fight for the best venue and 

desired concessions that came so much easier during the 
recession. Frame your argument in a way that lets the 
venue know that your association is still serious about 
filling hotel rooms, yet willing to negotiate and make 
concessions as needed. Now is the time to show the bidder 
that you know what you’re doing and establish long-term 
working relationships.  AC&F

Phelps R. Hope, CMP, is vice president of meetings and expositions for Kellen 
Meetings, a division of the Kellen Company, an association management company 
(AMC) with offices in Atlanta, Chicago, New York City, Washington, DC, Beijing and 
Brussels. He can be reached at phope@kellencompany.com or 404-836-5050.

Defer to the old adage that of the three major 
event details (dates, rates and space), your client 
association will get two and the venue gets one.

Win-Win Negotiations
in a Seller’s Market
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Gaming

By Michael Bassett

From Non-Stop 
Action to Chilling 
Out at the Pool

Casino Resorts
Deliver the Best of Both Worlds

Gaming resorts offer meeting attendees the best 
of both worlds — the excitement of the casino 
action combined with the relaxation and recre-
ational options afforded by resort hotels. And 
an attendee can choose to experience either, de-

pending on his wishes and desires.
They also offer meeting planners a variety of options that are 

hard to find in other destinations. For example, gaming resorts 
provide planners with a host of built-in dining and entertainment 
options. If the planner chooses, his or her group will never have 
to leave the resort. 

And they’re springing up all over the country, giving the 

planner multiple options, whether it’s a drive-in venue such 
as Foxwoods or Mohegan Sun in Connecticut, or a fly-in des-
tination such as Las Vegas. And the fact they’ve become so 
ubiquitous means any stigma attached to holding events at a 
casino resort is fading, making it easier for association plan-
ners to convince their boards that gaming resorts make for 
good meeting destinations.

The ongoing popularity of gaming resorts is evidenced by the 
numbers. According to the American Gaming Association, U.S. 
casinos earned $37.3 billion in gross gaming revenue in 2012, a 
4.8 percent increase over 2011 and the highest increase since the 
pre-recessionary days of 2007. And the three largest U.S. casino 
resort operators, Las Vegas Sands, MGM Resorts International, 
and Caesars Entertainment, all reported improved 2013 Q1 fi-
nancial results over the year before.

In Las Vegas, the renewed confidence in the industry is sug-
gested by the amount of money being poured into the city’s hos-
pitality structure. According to the Las Vegas Convention and 
Visitors Authority, new projects and renovations announced re-
cently represent a $5 billion investment in Las Vegas.

Groups flying into Vegas can see some of this firsthand as soon 
as they arrive in the city. Last summer, McCarran International 
Airport opened its Terminal 3 expansion, which included a 1.9 
million-sf new terminal building featuring 14 gates, seven of 
then available for international flights. The expansion increases 
McCarran’s annual capacity up to 53 million passengers.

Situated on the southern part of the Las Vegas Strip, Mandalay 
Bay is undergoing a property-wide renovation — its first since 
it opened in 1999. Changes will include a complete renovation 
of the Four Seasons Hotel Las Vegas on floors 35 through 39 of 
the property, and the opening of the Delano Las Vegas, an all-
suite boutique hotel within the resort. Other news includes the 
opening of Cirque du Soleil’s highly anticipated “Michael Jackson 
ONE,” and the Daylight Beach Club, a 50,000-sf upscale pool.

Several iconic Las Vegas properties are undergoing trans-
formations. The Sahara Casino, which closed in 2011 after 60 
years in business, is being completely renovated and rebranded 
as SLS Las Vegas. The renovation has been billed as a $750 mil-
lion project and is expected to be completed by 2014. Also, the 
Downtown Grand (formerly Lady Luck) is being redeveloped 
and will feature 650 rooms in two towers, varying in size from 
350 to 1,240 sf, as well as the addition of 
a pool and spa, 50,000 sf of casino floor 
space and 20,000 sf of retail space.

The Malaysia-based Genting Group 
has announced plans for a multibillion-
dollar Asian-themed resort complex on 
The Strip, which will include more than 
3,500 rooms, 300,000 feet of water and 
pool space, a replica of the Great Wall of 
China and 500,000 sf of convention space.

West of The Strip, MGM Resorts 
International and AEG have announced 
plans to build a 20,000-seat arena that will 
be located between the New York-New 
York and Monte Carlo resorts. 

Why Las Vegas?
Chris Dolnack, senior vice presi-

dent and chief marketing officer of the 
National Shooting Sports Foundation, af-
ter years of rotating the annual Shot Show 
between Las Vegas and the eastern U.S., 
has now settled on Las Vegas as its desti-
nation through 2016.

The show, which, according to Trade 
Show Executive, is the 13th largest in the 
U.S., uses 625,000 sf of meeting and exhi-
bition space and attracts 62,000 attend-
ees. The Venetian/The Palazzo are the 
headquarter hotels, and the show is held 
in the Sands Expo & Convention Center 
every January.

Why Las Vegas? “It’s the most excit-
ing trade show city in the country,” says 
Dolnack. “And the Venetian and Palazzo 
offer a unique venue in that you have 
enough convention space there, but you 
also have...another 40,000 hotel rooms 
within a 10-minute walk.” Dolnack 
added that for a show like his that at-
tracts people ranging from “mom and 
pop shop owners to CEOs from publicly 
traded companies,” it’s important to have 

a wide range of culinary and entertainment options, which the 
Venetian and the Palazzo provide.

Dolnack says surveys of his attendees demonstrate a high de-
gree of satisfaction with the two properties as a site for the trade 
show. “I think the reason is that it just gives the attendees a better 
overall experience,” Dolnack says. “For our event there are so many 
post-show parties and receptions that take place on the property, 
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*Weather permitting. Must be 21 or older to enter casino. The Mescalero Apache Tribe promotes responsible 
gaming. For assistance, please call 1-800- GAMBLER (1-800-426-2537).

Discover a better meeting destination.
Incredible convention and meeting facilities are only 
the beginning of your experience at Inn of the Mountain 
Gods. From full casino action and award-winning 
dining to championship golf and unparalleled mountain 
scenery, even your keynote speaker will be speechless.

> Full casino
> Ski Apache*
> Fishing*
> Horseback riding*

> 273 luxury rooms and suites
> 45,000 sq. ft. of flexible meeting space
> Championship golf course*
> Fine and casual dining

InnoftheMountainGods.com  1-800-545-6040

Mescalero, NM near Ruidoso
Booking info: jakazhe@innofthemountaingods.com

FULL CASINO | LUXURY RESORT | CHAMPIONSHIP GOLF | 
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so you aren’t dealing with taxi lines and traffic, and the hassle fac-
tor is very low. And when you consider that you can eat in a four- 
or five-star restaurant every night and never leave the property, it 
adds up, and, accordingly, we’ve been increasing our room block.”

Dolnack adds that entertainment options within the 
Venetian and Palazzo — as well as 
in Las Vegas in general — are var-
ied and affordable, which means 
that his attendees don’t have to hit 
the casino floor if they don’t want 
to. “I’ve gone out there a number 
of times, and I’ve never put a coin 
in a slot machine,” he says. “You 
can pretty much find whatever it 
is you want to do, whether it’s get-
ting some peace and quiet by the 
pool, or enjoying a raucous time 
at the roulette table.”

Reno-spaRks
To the northwest, Reno-Sparks provides another prime gaming 

resort in the state of Nevada, and a number of its properties are 
going through a transformation.

The Silver Legacy Resort Casino has $6 million worth of ad-
ditions, upgrades and renovations planned for 2013. A new 
Starbucks is now open on the main casino floor, and the resort’s 
lineup of restaurants has been supplemented by a new, old-style 
Mexican hot spot in Hussong’s Cantina & Taqueria. The Café 
Sedona has experienced a complete remodel and has reopened as 
Café Central, with an expanded menu and a fresh look. 

Grand Sierra Resort and Casino is continuing a $25 million ren-
ovation. The main entrance features the chandelier from the origi-
nal MGM Hotel and Casino, which is now surrounded by fresh 
lounge-style seating and digital displays featuring the Reno-Tahoe 
area. The lobby has seen substantial upgrades, including new car-
peting and rubbed bronze and brushed aluminum highlights at 
check-in. Guest rooms throughout the resort also were upgraded. 
Located in the heart of the casino floor, the new, premier ultra-

lounge WET features flair bartenders, live music and exclusive 
design features, and the resort has added a small-plate Mexican 
restaurant called Cantina. In addition, an indoor pool, nightclub, 
sports book and racquetball court are all planned for 2013, and its 
200,000 sf of meeting space will be renovated as well.

Hyatt Regency Lake Tahoe Resort, Spa and Casino has com-
pleted a $20 million renovation of its guest rooms, the Sierra Café 
and the Spa Terrace Conference Center. The property’s 398 guest 
rooms make up the bulk of the renovation project, with $18 mil-
lion worth of improvements; including oak furniture complement-
ing new carpeting of dark gray mocha, back-lit mirrors, modern 
showers, locally themed artwork and “jack packs,” all-in-one media 
hubs that easily pair the television with laptops and media players.

According to the Reno-Sparks Convention and Visitors 
Authority, any lingering bias on the part of groups toward gam-
ing resorts as a meeting destination is diminishing as more and 
more of them spring up across the country.

Meeting attendees at gaming 
resorts don’t even have to set foot 
in a casino if they choose not to. 

“When groups come to our ho-
tels they can check in, go to their 
rooms and meeting spaces, and 
then back to the rooms without 
ever having to go to the casino 
floor,” said an executive.

Price point also works in a 
gaming resort’s favor —  par-
ticularly in a smaller city such as 
Reno, because casino resorts rely 

more on gambling than accommodations and food and bever-
age to drive their profits.  

BiLoxi and the Mississippi guLf Coast
Along the Mississippi Gulf Coast, phase one of the former 

Isle of Capri’s transformation was completed in June, with the 
unveiling  of the Golden Nugget Biloxi brand, along with a re-
designed and renovated casino floor featuring 300 new slots, 
several new restaurants including a Morton’s Steakhouse, and 
newly renovated guest rooms and suites. The $100 million trans-
formation project is expected to be completed in 2014 and will 
include more restaurants, retail shops, a grand ballroom with 
new meeting rooms, a new 35,000-sf casino, a new high-limit 
gaming room, and H20 resort pool complemented by all-season 
hot tubs and fire pits.

The largest and most recognizable property along the Gulf 
Coast continues to be Beau Rivage Resort & Casino in Biloxi. It 
not only has the most meeting space and guest rooms on the Gulf 
Coast, but its 32 stories and 3.2 million sf make it the biggest and 
tallest building in the state of Mississippi. 

The splendor of Lake Tahoe and snow-topped mountains beyond as 
seen from the Hyatt Regency Lake Tahoe Resort, Spa & Casino.

Ph
ot

o 
co

ur
te

sy
 o

f H
ya

tt 
Re

ge
nc

y L
ak

e T
ah

oe
 R

es
or

t, S
pa

 &
 C

as
in

o

“And being a tent 
conference, we don’t 
necessarily need 
convention space, we 
need outside space — 
parking lots. So that’s 
what we have to look 
for, and that’s what 
Foxwoods was able to 
provide for us to utilize.”

Michael F. Tannen, CSEP  
Executive Director 

Mid-Atlantic Tent Renters 
Association 

 Wilmington, DE
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Let’s Get to the Point!
A N D  D O W N  T O  B U S I N E S S

Your Convention, Trade Show, 
Conference, Seminar, Board 
Meeting and Events Belong at 
the South Point.

� Meeting/Function Space to Accommodate from 
25 to 4,000 People

� 500 Exhibit Spaces in our 80,000 sq. ft. Pavilion

� 4,400 Seat Arena

� 2,163 Well Appointed Guest Rooms and Suites

�11 Restaurants–From Steak House, Sushi, 
Italian, Mexican, Buffet, Oyster Bar and More

� 4 Cocktail Lounges and 3 Bars

� 64 Lane Bowling Center

� Movie Theater with 16 Screens

� Costa del Sur Spa & Salon/Fitness Center

� Lagoon-Style Pool

Contact the Sales Department
702-797-8053
www.southpointmeetings.com
sales@southpointcasino.com

For All Your Business Needs, Get to the
Las Vegas
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Debra Dixon Doss, executive direc-
tor of the Southeastern Association 
of School Business Officials (SASBO), 
headquartered in Burlington, NC, has brought several meetings 
to Beau Rivage over the past several years, including its annual 
conference in April 2012 as well as smaller board meetings.

Doss says that the Beau Rivage appealed to her group because 
of the amount and type of meeting space it provided and because 
it — and the surrounding area — provided her attendees with 
plenty of culinary and entertainment options. The casino resort 
has 11 restaurants, “so there’s plenty of places to go if (an attend-
ee) wants to stay in the hotel, but you can walk out of the door 
and there’s another 15 to 20 restaurants within walking distance.” 
She pointed out that the Casino Hopper also gives guests easy 
access to other Biloxi casinos.

The meeting spaced worked particularly well for her group, 
Doss says, in that she designs her annual conference so it pro-
vides maximum display time for her exhibitors. Thus, the exhibit 
hall was organized in such a way that as soon as you walked in 
you could see every exhibitor, but space also was available for 
business sessions as well. “So once the attendees got into that ex-
hibit hall they never had to leave,” she says. “It was very interac-
tive, and their space is perfect to allow that.”

Doss’ group also used the resort’s outside space — particu-
larly an area by the pool overlooking the Gulf of Mexico — for a 
reception/dinner — that was, she says, “beautiful, and within our 
budget — which is important since we’re a non-profit.” 

Other benefits of using the Beau Rivage, Doss says, include 
the fact that the hotel was willing to work with her on small 
budget board meetings, and that the facility’s convention area 
is away from the casino. “So you don’t hear any of the noise,” she 
points out. “In fact, once you get upstairs you wouldn’t even 
know you’re in a casino.”

 the noRtheast
Connecticut’s Foxwoods Resort Casino and Mohegan 

Sun continue to dominate the gaming resort market in the 

Northeast, although competition could soon be 
coming from neighboring Massachusetts, which is 
in the process of determining who will get the state’s 
three casino licenses.

In the meantime, Foxwoods, which is located in 
Mashantucket, CT, and attracts about one-third of its 
patrons from Massachusetts, is vying to maintain a 

hold on that clientele. The casino resort 
is upgrading its main concourse area 
with new retail space and restaurants, 
and also will be opening up a “premium 
outlet retail mall” with about 75 stores.

Mohegan Sun in nearby Uncasville, 
CT, has been busy renovating its night-
life venues. Last summer the resort 
launched GLO at the Pool, transform-

ing the pool and large outdoor terrace area in a late-night party 
area complete with swimming, full-service cabanas, fire pits and 
entertainment. Mohegan Sun also has turned what used to be 
Leffingwells Martine Bar into Vista Lounge at Wombi Rock, an 

“ultra-lounge” with a live-DJ booth and blackjack tables.
Michael F. Tannen, CSEP, executive director of the Mid-

Atlantic Tent Renters Association (MATRA) has brought his 
organization’s annual meeting to both of these resorts. In fact, 
his group has been quite partial to casino resorts over the years, 
and this year’s conference will be held at Dover Downs Hotel and 
Casino in Dover, DE.

Casino resorts work well for his group for a variety of rea-
sons says Tannen, including the fact that they are self-contained, 
which means his attendees don’t have to leave the property.

More important, a place such as Foxwoods, which has a huge 
drive-in business, has plenty of parking. “And being a tent con-
ference, we don’t necessarily need convention space, we need 
outside space — parking lots,” says Tannen. “So that’s what we 
have to look for, and that’s what Foxwoods was able to provide 
for us to utilize.”

Last year’s MATRA conference — its 25th anniversary con-
ference — was held in November, just after Hurricane Sandy hit. 
Tent layout and installation began on the first day of the confer-
ence and was completed the next day. Everything having to do 
with the event was to be held in the tents — educational sessions, 
vendor exhibits, and even the 25th anniversary dinner and fol-
low-up awards brunch. 

Unfortunately, the New England weather didn’t cooperate as 
an early winter storm hit the area. This forced Tannen and his 
team to move the dinner inside, a transition that Tannen says 
Foxwoods was able to easily accommodate.

So, whether it’s the excitement of the casino floor — or that pro-
vided by a winter nor’easter — gaming resorts can pretty much deal 
with anything that a meeting planner or attendee needs. AC&F

The Mid-Atlantic Tent Renters Association 
annual meeting was held at Foxwoods Resort 
Casino. A welcome reception (right) was held 
in the Paragon Room — high atop the resort.
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facebook.com/circuscircus

twitter.com/circusvegas

Plan your next event and experience Circus Circus 
Las Vegas. Our remodeled rooms, today’s hottest games  
on the casino floor, award-winning dining, attractions at  
The Adventuredome and refreshed meeting space make  
Circus Circus the perfect spot for your next event. 

BOOK YOUR NEXT EVENT AND 
GET UP TO 15% OFF ROOM RATES.
Mention offer code EVENT13.

For more information visit circuscircus.com/meetings. 

NEW ROOMS, 
NEW FUN!

Address:           2880 Las Vegas Blvd S.
           Las Vegas, NV 89109
Phone(s):           702-734-0410
Sales No.:          800-765-4449 or 702-794-3983
Fax:           702-691-5894
Res. line:           866-755-7776
Website:           circuscircus.com
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Long Beach Convention & Visitors Bureau Wynn Las Vegas

MGM Grand Las Vegas The Venetian Resort Hotel Casino

New Orleans Ernest N. Morial Convention Center Team San Jose

Rosen Centre Hotel Rosen Shingle CreekRosen Plaza Hotel

The winners of the 2013 Distinctive 
Achievement Awards presented by 
Association Conventions & Facilities 

magazine have met or exceeded the high 
standards that association meeting plan-
ners demand today. Many of the more 
than 20,500 meeting professionals who 
read Association Conventions & Facilities 
seized this opportunity to cast their ballot 
for these deserving winners.

Judging criteria:

ConVention & VisitoRs BuReaus
• Superior Service and Support
• Top-Notch Assistance with Promotion, 

Accommodations and Site Inspections
• High Level of Assistance to Identify and 

Liaison with Suppliers, Vendors, Facilities, 
Venues and Local Government

• Outstanding Communication 
and First-Rate Website

hoteLs and ResoRts
• Superior Service Standards
• Excellent Accommodations 

and Meeting Facilities
• Reasonable Room Rates and Labor Costs
• Advanced Technological Capabilities 

and First-Rate Website
• Environmentally Friendly Policies
• Paramount Safety and Security

You will find profiles of several of the 
best of the best on the following pages. AC&F

The Best of the Best CONVENTION & VISITORS BUREAUS

Anaheim/Orange County Visitor & Convention Bureau 
Anaheim, CA

Atlanta Convention & Visitors Bureau 
Atlanta, GA

Austin Convention & Visitors Bureau 
Austin, TX

Dallas Convention & Visitors Bureau 
Dallas, TX

Destination DC 
Washington, DC

Greater Miami Convention & Visitors Bureau 
Miami, FL

Greater Phoenix Convention & Visitors Bureau 
Phoenix, AZ

Hawaii Visitors & Convention Bureau 
Honolulu, HI

Las Vegas Convention & Visitors Authority 
Las Vegas, NV

Long Beach Convention & Visitors Bureau 
Long Beach, CA — page 20

Louisville Convention & Visitors Bureau  
Louisville, KY

Nashville Convention & Visitors Corp. 
Nashville, TN

New Orleans Convention & Visitors Bureau 
New Orleans, LA

Palm Beach County Convention & Visitors Bureau 
West Palm Beach, FL

San Diego Tourism Authority 
San Diego, CA

San Francisco Travel Association 
San Francisco, CA

Team San Jose 
San Jose, CA — page 22

Visit Baltimore 
Baltimore, MD

VISIT DENVER 
Denver, CO

Visit Indy 
Indianapolis, IN

Visit Orlando 
Orlando, FL

Visit Savannah 
Savannah, GA

CONVENTION CENTERS

Georgia World Congress Center 
Atlanta, GA

Hawaii Convention Center 
Honolulu, HI

2013 DISTINCTIVE ACHIEVEMENT AWARD WINNERS
The Kay Bailey Hutchison Convention Center 

Dallas, TX

Metro Toronto Convention Centre 
Toronto, ON

New Orleans Ernest N. Morial Convention Center 
New Orleans, LA — page 24

Orange County Convention Center 
Orlando, FL

Phoenix Convention Center 
Phoenix, AZ

Walter E. Washington Convention Center 
Washington. DC

HOTELS AND RESORTS

ARIA Resort & Casino 
Las Vegas, NV

Borgata Hotel Casino & Spa 
Atlantic City, NJ

Foxwoods Resort Casino 
Mashantucket, CT

Gaylord National Resort & Convention Center 
National Harbor, MD

Gaylord Opryland Resort & Convention Center 
Nashville, TN

JW Marriott Indianapolis 
Indianapolis, IN

MGM Grand Las Vegas 
Las Vegas, NV — page 26

Mohegan Sun 
Uncasville, CT

Omni Dallas Hotel 
Dallas, TX

The Peabody Orlando 
Orlando, FL

Rosen Centre Hotel 
Orlando, FL — page 28

Rosen Plaza Hotel 
Orlando, FL — page 30

Rosen Shingle Creek 
Orlando, FL — page 32

South Point Hotel, Casino & Spa 
Las Vegas, NV

Town and Country Resort & Conference Center 
San Diego, CA

Talking Stick Resort 
Scottsdale, AZ

The Venetian Resort Hotel Casino 
Las Vegas, NV — page 34

Wynn Las Vegas 
Las Vegas, NV — page 36
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Long Beach has fast become an innovative 
leader in creating “a new essence of meet-
ing style” as its $35 million convention 

center renovation creates an open, comfortable 
environment where people can easily connect 

and collaborate.
This campus, which has been 

created around downtown Long 
Beach to encourage the develop-
ment and sharing of ideas, in-
cludes newly renovated hotels that 
are just steps from the convention 
center and the surrounding down-
town waterfront entertainment 
district — a vibrant area of shop-
ping venues, entertainment, night-
life and more than 100 quality res-
taurants — many with spectacular 
oceanfront views.

Meeting faCiLities
The Long Beach Convention & Entertainment 

Center offers more than 400,000 sf of modern, 
versatile meeting and exhibit space with new 
wiring for the latest technology as well as wire-
less capability. The campus boasts two recently 
renovated VIP lounges, a full-service concierge/
restaurant reservation desk, hospitality catering 
and an onsite audio-visual supplier with free Wi-
Fi. With 34 meeting rooms and a Grand Ballroom, 
three dynamic Exhibition Halls, Long Beach 
Arena, Center Theater and the Terrace Theater, 
the Long Beach Convention & Entertainment 
Center is ideal for all types of special events, con-
ventions and trade shows.

As part of the $35 million renovation, upgrades 
at the Long Beach Convention & Entertainment 
Center now offer new and versatile special event 
venues such as Bogart & Co. plus attractive out-
door plazas and patios — highlighting the best 
in lounge and innovative event space. The newly 
revamped Pacific Gallery includes chic pod-style 
seating with customized lighting. Now planners 
can match their event to their imagination.

The new Pacific Ballroom at the Long Beach 
Arena will take its place as one of the country’s 
premier ballroom venues when it opens in October 
2013, and will revolutionize the platform design for 
event spaces. The ballroom’s 46,000 sf of custom-
izable event space features a floating tension grid 
and moveable, floor-to-ceiling curtain walls to cre-
ate the right environment for groups. The adapt-
able, electronic walls will accommodate groups 
of all types, ranging from an intimate gathering 
to a grandly lavish 5,500-person reception. Also, 
the Pacific Ballroom offers substantial cost sav-
ings, thanks to its all-inclusive $1.6 million state-
of-the-art lighting, sound and video system — all 
controlled with the simple touch of an iPad.

Long Beach is the center of Southern California, 
with all of the attractions in Los Angeles and 
Orange County just minutes from the downtown 
waterfront. In addition, Long Beach has world-
class attractions of its own: The Queen Mary and 
the Aquarium of the Pacific, The Pike At Rainbow 
Harbor, Shoreline Village, plus four distinctive mu-
seums and two historic ranchos. Getting to Long 
Beach is a breeze with three major airports within 
30 minutes of the city, including the newly reno-
vated Long Beach Airport.  AC&F

301 E. Ocean Boulevard, Suite 1900, Long Beach, CA 90802
562-495-8333 • Fax: 562-436-8606 • Iris Himert, Executive Vice President

irish@longbeachcvb.org • www.VisitLongBeach.com

CITYWIDE FACTS  &  FEATuRES
Guest  Rooms:  4,688
Hotels/Resorts:  24
Meeting Space: 
Hotel: 219,000+ sf 
Offsite: 500,000+ sf

CONVENTION CENTER FYI
Located in the center of the 
downtown waterfront with 
sweeping harbor views, the 
Long Beach Convention & 
Entertainment Center is designed 
to give guests a stylish and 
welcoming social experience 
offering flexible event choices.

Long Beach
Convention & Visitors Bureau
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Unconventional
Meet the City that doesn’t do Ordinary. Chic. Casual. Modern. Retro. Hot, sunny days. Bright, electric nights. 

It’s the unmistakable contrasts and sweet contradictions that make Long Beach a city apart from the rest. So 

when hosting your next event, go where a world of possibilities await just a few sandy steps from your beach 

towel – because in Long Beach, whatever you do, you’re in for the unconventional. visitlongbeach.com

Experience

The Urban Waterfront Playground



Downtown San Jose’s revitalization efforts 
culminate this fall with the unveiling 
of the bigger, better San Jose McEnery 

Convention Center. In September 2013, the center 
will complete a $130 million expansion and reno-

vation, adding 125,000 sf of flexible 
ballroom and meeting space to the 
center’s existing 425,000 sf. After 
the project concludes, the center 
will offer 550,000 sf of total usable 
space for meetings, conventions 
and events. The new center boasts 
a revamped lobby and event spaces 
to welcome visitors with beautiful 
bright California colors and styles 
including reclaimed redwood ceil-
ings, a new open plaza entrance 
for networking and outdoor event 
space facing downtown San Jose. 

The center offers a modern high-tech feel with a 
state-of-the-art Silicon Valley infrastructure to back 
it up — plus new networking spaces, more breakout 
rooms and additional flexible meeting space.

innoVatiVe one-stop seRViCe 
Makes Meetings easieR

Team San Jose’s (TSJ) pioneering one-stop-
service and exciting, easy-to-manage destination 
has 98 percent of planners saying they’d return.  
Instead of handing planners off to other organiza-
tions once they book the meeting — as most cit-
ies do — TSJ does it all, from housing, convention 
center and facility event services, customized food 
and beverage menus to permits, marketing sup-
port and savvy special events. 

theateRs and unique Venues
In addition to managing the San Jose 

Convention Center, TSJ operates a collection of 
stunning theaters boasting some of the region’s top 
entertainment — all within a short stroll from the 
center. Any of these unique venues can enhance 
group meetings: 
• San Jose Civic. Built in 1934, the 3,036-seat the-

ater was recently revamped and has been at the 
core of San Jose’s cultural activity and traditions.

• Center for the Performing Arts. The new kid 
on the block at 40 years old, the 2,677-seat el-
egant CPA is home to Broadway and ballet.

• California Theatre. The 1,122-seat theater is 
known as one of the best-preserved examples 
of late 1920s motion picture houses in the U.S.

• Montgomery Theater. Built in 1936, the 475-
seat theater retains its historic charm and offers 
audiences an intimate experience for every per-
formance or general sessions.
San Jose offers many alternative meeting and 

special event venues, such as the Tech Museum, 
San Jose Museum of Art, San Jose Institute of 
Contemporary Art and world-famous Winchester 
Mystery House. 

ReVitaLized doWntoWn 
With a downtown laid out like a cultural cam-

pus, visitors will experience why Forbes.com 
ranked San Jose as the most diverse metro area. 
The downtown core offers everything from historic 
California landmarks, engaging museums, theaters 
and modern galleries to innovative events, parks, 
restaurants and nightclubs —  all within walking 
distance from their hotel.  AC&F

408 Almaden Boulevard, San Jose, CA  95110
800-SAN-JOSE • Fax: 408-277-3535 • Mark McMinn, Director of Sales 

mmcminn@sanjose.org • www.SanJose.org

CITYWIDE FACTS  &  FEATuRES
Guest Rooms: 8,900
Hotels/Resorts: 89 hotels
Meeting Space: 425,000 sf. After 
mid-September: 550,000 sf

SPECIAL SERVICES & AMENITIES
To continue streamlining service 
and value, Team San Jose offers 
an in-house culinary team 
that serves up customized 
menus. Their unconventionally 
good cuisine features local, 
often organic ingredients.

Team San Jose 
San Jose McEnery Convention Center
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BIGGER, BETTER, SMARTER
SAN JOSE CONVENTION CENTER

GRAND OPENING THIS OCTOBER!

• 550,000 sq. ft. of total convention space

• 305,000 sq. ft. of total exhibit space

• 35,110 sq. ft. new Grand Ballroom

• America’s techiest airport 4 miles 
   from downtown

Open during construction.
Great deals available.

800.SAN.JOSE
Get started with our 
Interactive Meeting Planner Tool:

www.sanjosemeetings.com

Assoc_Conv_Fac_Ad_7_25x10.indd   1 6/24/13   10:28 AM



The impressive 1.1-million-sf New Orleans 
Ernest N. Morial Convention Center, which 
so perfectly complements the city’s walk-

able hotel packages, is now more attractive than ever 
to groups large and small. In recent years, the center 

has undergone $140 million in up-
grades including a divisible 60,300-
sf Great Hall ballroom, 25,400 sf of 
multi-use prefunction space, 4,660-
sf junior ballroom, complete with 
a 3,420-sf rooftop terrace, a 980-sf 
indoor balcony and a 5,700-sf ex-
ecutive club lounge, and hotel-like 
appointments throughout. A new 
pedestrian plaza provides a grand 
sense of arrival.

The convention center’s vast lob-
by features comfortable furniture 
groupings in more than 150,000 

sf of space for registration, information kiosks and 
sponsor banners. The origins of unique New Orleans 
words are displayed via an interactive QR code on 
the “Word Wall.” The lobby’s decorative banners fea-
ture iconic New Orleans images of art, music, food, 
history and architecture, and purple-coated “Fleur de 
Lis Ambassadors” greet attendees at every entrance.

state-of-the-aRt teChnoLogy
The center – the sixth largest convention cen-

ter in the nation – boasts a 1 gigabyte fiber optic 
Internet backbone that is 100 percent redundant, 
providing meeting planners with unlimited tech-
nological opportunities to extend programming to 
attendees and exhibitors.

Comfortable furniture groupings and digital, 

flat-panel, audio-video information systems are 
strategically placed throughout the main lobby, 
meeting room levels and in prefunction areas.  In 
addition, key card access and fully integrated, digi-
tal signage system with screens were implemented 
in all 140 meeting rooms and public space.

The highly qualified and experienced produc-
tion team offers a full menu of integrated ser-
vices for lighting, audio, video and rigging needs 
in-house or to support a selected contractor. The 
center offers a full suite of HD video equipment 
for a variety of satellite broadcast, presentation or 
recording formats and the trained personnel to de-
sign, capture and edit programs onsite.

The center’s full-service UPS Store provides show 
management, attendees and exhibitors a full range of 
services including large-image, onsite printing of me-
ter boards, directional signs and banners; in-bound 
and out-bound small package handling; and a satel-
lite mobile kiosk for printing, packing and shipping.

Centerplate, the food-service contractor, is 
committed to providing the essence of the New 
Orleans food experience, operating three onsite 
restaurants, which feature live local music and 
menus of iconic Louisiana dishes by award-win-
ning chef Donald Link.

Every amenity and service needed for a suc-
cessful event at the New Orleans Ernest N. Morial 
Convention Center is conveniently located under 
one roof.  And, in walking-friendly New Orleans, 
the center is literally just steps away from the 
Warehouse/Arts District and the historic French 
Quarter, where the old-world charm of fine restau-
rants, first-class hotel rooms and unique cultural 
experiences are around every corner.  AC&F

900 Convention Center Boulevard, New Orleans, LA 70130
504-582-3023 • Fax: 504-582-3032 • Tim Hemphill, Vice President of Sales and Marketing 

m-s@mccno.com • www.mccno.com

CITYWIDE FACTS  &  FEATuRES
Guest Rooms: 20,000 in walking 
distance from convention 
center, 32,000 in area

SPECIAL SERVICES & AMENITIES
Every amenity at the New Orleans 
Ernest N. Morial Convention Center 
is conveniently located under one 
roof:  140 meeting rooms located 
directly above 1.1 million sf of 
exhibit space, a 4,000-seat theater, 
60,300-sf column-free Great 
Hall, 30,000+ sf ballroom, onsite 
business center, three restaurants 
and a VIP dining area.

New Orleans 
Ernest N. Morial Convention Center
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One of the most iconic resorts on the Las 
Vegas Strip, the AAA Four Diamond 
MGM Grand is home to A-list enter-

tainment, award-winning restaurants by celebrity 
chefs, high-energy nightlife, one-of-a-kind ameni-

ties and impeccable service. 
With 602,000 sf of flexible 

meeting and convention space in-
cluding the 16,800-seat Grand 
Garden Arena, which is often 
utilized for special group events, 
MGM Grand’s facilities integrate 
functionality and versatility with 
elegance and state-of-the-art tech-
nology. The stand-alone Marquee 
Ballroom provides 92,000 sf of pil-
larless multipurpose meeting space, 
accommodating up to 6,000 guests. 
Other venues include three ball-

rooms, 57 meeting rooms and two boardrooms. In 
all, MGM Grand’s conference space can host gath-
erings of 20 guests to large trade shows of 10,000 at-
tendees. MGM Grand’s team of 15 certified meet-
ing planners and the skilled convention services 
and catering team create unforgettable events. 

Attendees can enjoy the company’s new high-
density Wi-Fi system, the highest performing, next-
generation wireless LAN in the industry. Meeting 
groups, even large conventions, now have the sup-
port they need, and customized Wi-Fi networks 
can be created. Within a specially created, private 
Wi-Fi network, a meeting organizer can design tar-
geted information, provide notes and reminders, 
update agendas, communicate last-minute chang-
es and much more. This new system is poised to 

define the future of wireless Internet experiences at 
resort destinations by addressing rapidly changing 
business demands through unique Wi-Fi services.

the gRand RenoVation
Committed to maintaining the highest level 

of accommodations, MGM Grand’s newly rede-
signed guest rooms and suites feature vibrant dé-
cor, streamlined entertainment centers with media 
hubs, and environmentally responsible elements 
including LED lighting, solar shades, upgraded 
faucets and showers, and 100 percent biodegrad-
able bath amenities.

 A variety of one- and two-bedroom suites fea-
ture expansive outdoor terraces with sweeping 
views of the famed Las Vegas Strip. Designed for 
gathering and entertaining, the 1,500-sf Skyline 
Marquee Suite, with 180-degree views of The Strip, 
comes complete with an extended living area, bil-
liard table, oversized bar and a grand foyer that 
separates two master suites. 

MGM Grand recently opened Hakkasan 
Restaurant and Nightclub, a five-level culinary and 
nightlife mecca offering a variety of flexible envi-
ronments including the restaurant, featuring mod-
ern Cantonese cuisine, a private dining room, Ling 
Ling level, main nightclub, pavilion and mezzanine.   
Emmy Award-winning comedian and actor Brad 
Garrett brings his comedy to MGM Grand’s stellar 
entertainment lineup with the opening of his epony-
mous comedy club — Brad Garrett’s Comedy Club. 

With so many experiences conveniently locat-
ed under one roof, MGM Grand not only captures 
the essence of Las Vegas, but creates a meeting or 
convention to remember. AC&F

3799 Las Vegas Boulevard South, Las Vegas, NV 89109
800-929-1112 • Fax: 702-891-1003 • Sharon Williamson, Business Development Manager  

meetings@lv.MGMGrand.com  • www.MGMGrand.com/meetings

FACTS & FEATuRES
Guest Rooms: 5,044 guest rooms, 
including 751 suites
Meeting Space: 602,000 sf

SPECIAL SERVICES & AMENITIES
MGM Grand’s new STAY WELL rooms 
and suites are the first of its kind 
and integrate the best of medical 
science and technology to promote 
health and wellness while traveling. 

MGM Grand Hotel & Casino
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This is

love
why you

your job.

Redesigned Rooms and suites  |  oveR 602,000 squaRe feet of flexible meeting space  |  sustainable business pRactices

unpaRalleled seRvice fRom ouR ceRtified meeting pRofessionals |  WoRld-class dining and enteRtainment

For more reasons to choose MGM Grand, call 1-800-929-1112  |  meetings@lv.mgmgrand.com  |  mgmgrand.com/meetings
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Rosen Centre Hotel, known for skillfully bal-
ancing business and pleasure with elegance 
and professionalism, continues to impress 

even the most well-traveled guests and meeting 
attendees. In January, the hotel opened The Spa at 

Rosen Centre, which includes seven 
treatment rooms, a salon, health 
club, an Olympic-sized swimming 
pool and a gift shop. Ladies and gen-
tlemen may enjoy separate eucalyp-
tus steam rooms and private lounges, 
or “Relaxation Conservatories,” out-
fitted with comfortable armchairs, 
flat-screen TVs, light refreshments, 
healthful snacks, reading materi-
als and convenient backdoor ac-
cess to the pool. In addition, the 
new 18,000-sf Executive Ballroom, 
which includes 4,500 sf of prefunc-

tion space, opened recently to rave reviews. And just 
last year, the hotel introduced complimentary Wi-Fi 
and hardwired Internet in all guest rooms and public 
areas; and the multimillion-dollar renovation of the 
Presidential Suites and three-bay hospitality suites 
was finalized — making this award-winning hotel 
even more attractive to meeting planners.

fiRst-CLass faCiLity
Already a favored meeting destination, Rosen 

Centre Hotel remains a first-class business facility, 
which can accommodate groups of 10 to 4,000. Its 
prime location coupled with attractive amenities 
easily transform it into convention headquarters, 
as the Rosen Centre Skywalk connects the ho-
tel with the West Building of the Orange County 

Convention Center. Rosen Centre offers more 
than 150,000 sf of flexible meeting space, including 
the 35,000-sf Grand Ballroom, the 14,375-sf Junior 
Ballroom, the new 18,000-sf Executive Ballroom, 
33 distinctive meeting rooms and four permanent 
registration areas. High-tech meetings are easy to 
hold thanks to advanced technical support, telecon-
ferencing equipment and simultaneous on-demand 
translation services.

Each of the 1,334 guest rooms features compli-
mentary Wi-Fi and hardwired Internet, a 32-inch 
flat-screen TV, data ports, an in-room safe and video 
folio review/checkout. Eighty suites, which range in 
size from 500 to 2,500 sf are ideal for smaller confer-
ences and events.

Attendees will enjoy unparalleled dining at Rosen 
Centre’s nine restaurants and lounges. Stir, the ho-
tel’s newly renovated 150-seat lobby lounge, offers a 
comfortable setting where guests can enjoy TV en-
tertainment or meet up for a favorite beverage, bar 
bite, fresh sushi and tapas. Surrounding the Grande 
Lobby, 98Forty Tapas & Tequila Bar offers sophis-
ticated tapas-style dishes as well as an extensive se-
lection of 40 premium tequilas, and guests also can 
pick and choose light bites, cocktails and coffee from 
Banshoo Sushi, Red’s Deli or Smoooth Java. The in-
timate, upscale Everglades Restaurant or buffet-style 
Café Gauguin are but steps away.

Rosen Centre Hotel also features a tropical swim-
ming pool with whirlpool and sundeck. Just minutes 
away is the Shingle Creek Golf Club and Orlando’s 
favorite attractions including Universal Orlando, 
SeaWorld and Walt Disney World.

Whether it’s business or pleasure, Rosen Centre 
is the place to be. AC&F

9840 International Drive, Orlando, FL 32819
800-204-7234 or 407-996-9840 • Fax: 407-996-2659 • Todd Frappier, Director of Sales & Marketing

tfrappier@RosenCentre.com • www.RosenCentre.com

FACTS & FEATuRES
Guest Rooms/Suites: 1,334/80
Meeting Space: 150,000 sf, 
33 meeting rooms, including the 
35,000-sf Grand Ballroom, the 
14,375-sf Junior Ballroom and the 
new 18,000-sf  Executive Ballroom. 

SPECIAL SERVICES & AMENITIES
Complimentary Wi-Fi and hardwired 
Internet in all guest rooms and 
public areas. The Rosen Centre 
Skywalk connects to the OCCC 
West Building. Named as a Two 
Palm Green Lodge for conserving 
natural resources and implementing 
environmentally friendly programs. 

Rosen Centre Hotel
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Come see what’s new. here’s a hint. 
almost everything.

With so many newly renovated spaces and exciting, updated features, the Rosen Centre Hotel is 
Orlando’s newest award-winning meetings hotel that’s been here for years. An elegant, new executive 

ballroom. Two incredible new restaurants. New guestrooms and suites with free in-room Internet. 
And our fabulously expanded tranquil sanctuary, The Spa at Rosen Centre, gives attendees the 

chance to completely unwind and relax at the end of the day. 

To learn more about everything new and what it means to your next meeting, 
please call (407) 996-9840, or email Sales@RosenCentre.com.

Synonymous with exceptional service and guest satisfaction, Rosen Hotels & Resorts sets the standard 
for hospitality in Orlando and has for over 38 years. Free Internet in all guestrooms and public spaces. 
Robust planner perks. Unparalleled personal attention. Impeccable service. At Rosen Hotels & Resorts, 

your peace of mind is our highest priority.

Rest Assured.
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Much more than just a first-class meet-
ing facility, the Rosen Plaza Hotel of-
fers a highly respected professional 

staff, outstanding accommodations, is adjacent 
to the 2.1-million-sf Orange County Convention 

Center. and will be connected via 
the Gary Sain Memorial Bridge  
in August. Rosen Plaza recently 
completed a floor-to-ceiling ren-
ovation of all 800 guest rooms, 
as well as hallways and hospital-
ity suites. Guest rooms received 
new 32-inch flat-screen TVs, new 
furnishings, carpet and Simmons 
Beauty Rest beds as well as a com-
plete bathroom remodel designed 
to invoke the relaxing sensations 
of an upscale spa. The newest 
amenity is complimentary Wi-Fi 

and hardwired Internet in all guest rooms and 
public spaces. 

Meeting faCiLities
Located in the heart of the International Drive 

district, Rosen Plaza offers more than 60,000 sf 
of state-of-the-art, sophisticated meeting space 
that includes the Grand Ballroom with 26,000 
sf of column-free space; the Foyer with 12,500 sf 
of space; the 4,500-sf Regency Salon; 22 well-ap-
pointed meeting rooms; and 16 hospitality suites. 
Advanced technical support, high-tech telecon-
ferencing and simultaneous translation allow the 
Rosen Plaza Hotel to accommodate every need. 
The hotel is renowned for catering memorable 
corporate events for up to 2,740 attendees.

The popular Jack’s Place restaurant, home to 
the world’s largest collection of autographed cari-
catures, was named one of Florida Trend’s top 
restaurants in Orlando, Orlando magazine’s Best 
Restaurant on International Drive and was recent-
ly added to the Zagat listing of best restaurants in 
the Orlando area. In addition to its famous prime 
steaks and fresh seafood, the menu now includes 
more options, such as a hefty 16-oz. Veal Chop 
and mouthwatering Sesame Crusted Tuna. Cafe 
Matisse offers buffets and à la carte menus for 
breakfast, lunch and dinner; and Lite Bite is ideal 
for sandwiches and snacks. Smoooth Java and the 
Lobby Bar are great places to gather. The newly ren-
ovated Backstage Nightclub & Sports Bar, which 
features a huge dance floor, live music on weekends, 
six 50-inch flat-screen TVs for the ultimate high-
definition sports and an all-new recreation area 
with pool tables, darts and video games.

Other amenities include a tropical swimming  
pool area with a cascading waterfall and whirlpool, 
as well as a fitness center. Guests are granted privi-
leges and complimentary transportation to the 
Shingle Creek Golf Club, which is located just min-
utes away. Complimentary scheduled transporta-
tion is available to Universal Orlando, SeaWorld  
and Wet ’n Wild. Walt Disney World theme parks  
are 10 minutes away, and the Pointe Orlando shop-
ping/entertainment complex is across the street.

Our staff is empowered to create meetings of 
exceptional value while delivering the legendary ser-
vice that Harris Rosen insists upon in all of his hotels. 
Our flexible and motivated staff members will do ev-
erything in their power to make your next meeting 
something to remember for years to come. AC&F

9700 International Drive, Orlando, FL 32819
800-366-9700 or 407-996-9700 • Fax: 407-354-5774 • Victoria Hall, Director of Sales & Marketing

sales@RosenPlaza.com • www.RosenPlaza.com

FACTS & FEATuRES
Guest Rooms: 800
Meeting Space: 60,000 sf

SPECIAL SERVICES & AMENITIES
Opening this fall, the Gary Sain 
Memorial Bridge connects Rosen 
Plaza to the Orange County 
Convention Center West Building, 
completing the final link in 
connecting OCCC with adjacent 
International Drive hotels.  The 
bridge provides a safe, weather-
proof and traffic-free “commute” to 
the convention center.
Rosen Plaza Hotel is a Florida DEP 
Two Palm Green Lodge.

Rosen Plaza Hotel
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LOCATION IS EVERYTHING. 
BUT NOT THE ONLY THING.

Impeccable service, luxurious accommodations, exceptional meeting facilities and 
impressive event capabilities are just some of the many reasons why the Rosen Plaza 
Hotel is a great place to meet. Being next to the Orange County Convention Center 
on International Drive, just steps from endless entertainment doesn’t hurt either. 

For more information, please call (407) 996-9700, or email Sales@RosenPlaza.com.
www.RosenPlaza.com

Synonymous with exceptional service and guest satisfaction, Rosen Hotels & Resorts sets the 
standard for hospitality in Orlando and has for over 38 years. Free Internet in all guestrooms 

and public spaces. Robust planner perks. Unparalleled personal attention. Impeccable service. 
At Rosen Hotels & Resorts, your peace of mind is our highest priority.

REST ASSURED.
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For a luxurious, upscale and naturally beau-
tiful Florida experience, planners need look 
no further than Rosen Shingle Creek, a AAA 

Four Diamond premier meeting destination con-
veniently located 10 minutes from the Orlando 

International Airport and within 
one mile of the Orange County 
Convention Center North/South 
building. Rosen Shingle Creek is 
one of the largest full-service con-
vention hotels in Central Florida, 
and offers 1,500 guest rooms and 
suites and 462,000 sf of dedicated, 
state-of-the-art meeting and event 
space, including three column-free 
ballrooms — the 95,000-sf Gatlin 
Grand Ballroom; the 60,000-sf 
Sebastian Ballroom and the 40,000-
sf Panzacola Ballroom. In addition, 

there are 99 meeting rooms, 55,000 sf of breakout 
meeting rooms, more than 100,000 sf of prefunc-
tion space, 50,000 sf of outdoor space, a 40,000-
sf outdoor event lot and 250,000 sf of exhibition 
space. Meetings at Rosen Shingle Creek are a tech-
nological breeze: There is complimentary  Wi-Fi 
and hardwired Internet service in all guest rooms 
and public spaces; and every guest room features 
two phones and NXTV technology.

aWaRd-Winning goLf and MuCh MoRe
Named a four-star “Best Places to Play” by Golf 

Digest magazine, the Shingle Creek Golf Club is a 
David Harman-designed, 18-hole, 7,149-yard cham-
pionship golf course featuring undulating fairways 
and interconnecting waterways. Named as one of 

the “Top 40 Best New Golf Courses in the U.S.” by 
Golfweek magazine, the club is home to the Brad 
Brewer Golf Academy, rated as one of the “Top 25 
Golf Schools” in the nation by Golf Magazine. One 
of Golf Magazine’s “Top 100 Instructors,” Brewer and 
his PGA staff can orchestrate the ultimate golf pro-
gram for meetings and events of all sizes.

The full-service, 13,000-sf Spa at Shingle Creek  
features nine treatment rooms and a fitness center. 
Amenities include lighted tennis courts, four swim-
ming pools, several hot tubs and much more. The 
area’s major theme parks and attractions are nearby 
and easily accessible. The newly opened Mi Casa 
Tequila Tacqueria is a casual tequila bar and res-
taurant, which serves up authentic Mexican dishes 
with a creative spin. A popular draw — aside from 
the sipping tequilas and generous margaritas — is 
Lima guacamole, prepared tableside in a lava stone 
pestle. Other favorites include Banrai Sushi’s signa-
ture items, such as the Shingle Creek Roll with ga-
tor meat, along with more than a dozen traditional 
sushi dishes. At Tobias Flats, “old Florida” meets a 
new world of tastes in all forms of flatbreads, from 
appetizers and salads to sandwiches and pizzas. 
These options provide a quick and convenient 
complement to the hotel’s award-winning, fine 
dining restaurants, A Land Remembered, a classic 
steak house, and Cala Bella, an Italian bistro.

the Rosen pRoMise
“At the end of the day, it’s all about service,” asserts 

owner/hotelier Harris Rosen, whose company cel-
ebrates its 39th anniversary this year. The staff will 
move mountains to satisfy the needs of every attend-
ee, which is the hallmark of a Rosen property. AC&F

9939 Universal Boulevard, Orlando, FL 32819
866-996-9939 or 407-996-6338 • Fax: 407-996-9935 • Leslie Menichini, V.P. Sales & Marketing, Rosen Hotels

sales@RosenShingleCreek.com • www.RosenShingleCreek.com

FACTS & FEATuRES
Guest Rooms/Suites: 1,500
Meeting Space: 462,000 sf

SPECIAL SERVICES & AMENITIES
Guests will delight in the newly 
opened Mi Casa Tequila Tacqueria 

— a casual Mexican tequila bar and 
restaurant, bringing dining and 
lounge options to 15.  In addition, 
the hotel boasts three ballrooms, 
spa, fitness center, tennis courts, 
four swimming pools, nature trail 
and award-winning golf onsite at 
the 18-hole Shingle Creek Golf Club. 

Rosen Shingle Creek
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Synonymous with exceptional service and guest satisfaction, Rosen Hotels & Resorts sets the standard 
for hospitality in Orlando and has for over 38 years. Complimentary Internet in all guestrooms  
and public spaces. Robust planner perks. Unparalleled personal attention. Impeccable service.  

At Rosen Hotels & Resorts, your peace of mind is our highest priority.

Rest Assured.

Turns ouT, you can have iT all.
(all under one roof!)

With nearly half a million sq. ft. of flexible meeting and event space, there are endless ways for 
guests to be inspired before, during and after your event. Rosen Shingle Creek is Orlando’s 

premier all-inclusive meetings destination. Featuring 1,500 guestrooms, award-winning 
restaurants, a championship golf course, spa and so much more, all backed by the  

unparalleled customer service that is a Rosen Hotels & Resorts hallmark. 

For more information, please call (407) 996-9939, or email Sales@RosenShingleCreek.com.

www.RosenShingleCreek.com

Orlando, Florida

Visit RosenShingleCreek.com/ROI for our 
current Planner Perks meeting and event offers.
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The comfort and productivity of attendees is 
front and center at The Venetian and The 
Palazzo, a Five Diamond resort respite in 

the heart of The Las Vegas Strip, where networking  
opportunities abound, and every guest room is a 

plush suite. Add the seemingly un-
limited all-in-one-place resources 
of 7,100 guest suites and more 
than 2.25 million sf of convention 
space, and you’ve got the ultimate 
convention destination.

Meeting faCiLities
The Venetian convention space 

features one of the world’s largest 
pillarless ballrooms at 85,000 sf, with 
an additional 298 meeting, confer-
ence and boardrooms. In addition, 
the adjacent Sands Expo features 

state-of-the-art convention facilities, with 1.9 mil-
lion sf of newly renovated meeting and show space.

Together, the two hotels create the largest 
green-certified hotel property in the world. The 
hotels feature an unrivaled green meeting and 
convention program that offers a selection of en-
vironmentally responsible services.

dining and MoRe
To facilitate networking, attendees can enjoy 

delectable dining created by a host of James Beard 
Award-winning chefs in more than 30 onsite res-
taurants, outlets and lounges; more than 130 bou-
tiques; dazzling entertainment and the calming 
retreat of Canyon Ranch SpaClub — renowned 
as the ideal place to relax, renew and re-energize.  

From Emeril Lagasse’s Delmonico to Thomas 
Keller’s Bouchon, to Wolfgang Puck’s Postrio, The 
Venetian’s sumptuous Las Vegas fine-dining op-
tions promise to satisfy every palate, with new res-
taurants coming soon from Mario Batali, The Cake 
Boss Buddy Valastro and Daniel Boulud.

The experience begins the moment attendees 
enter The Venetian and The Palazzo as the most 
exquisite resort experience in Las Vegas unfolds. 
The Venetian, a must-see, gotta-share-a-picture-
with-friends experience, overflows with the artful, 
authentic charm and romance of old-world Venice.  
Every painstaking detail has been recreated, from 
the beautiful frescoes of the Colonnade to the ser-
enading gondoliers winding their way down the 
Grand Canal. At The Palazzo, visitors are com-
forted by modern Italian design, in a world where 
impeccable service and unforgettable ambience 
are at every turn. In fact, The resort was named in 
the Travel Channel list of “The Ultimate 10 Hotels 
in the World.” 

The breathtaking accommodations at The 
Venetian and The Palazzo offer a degree of luxury 
unavailable anywhere else. Suites average 700 sf — 
roughly twice the size of the typical Las Vegas ho-
tel room — each designed to facilitate the business 
needs of meeting attendees.

Also new in 2013 is The Venetian and The 
Palazzo Premio Travel Rewards program, a new 
incentive program that leverages the most popular 
destination in the world — Las Vegas. The potential 
to experience Las Vegas as a winner is the ultimate 
travel incentive. The Venetian and The Palazzo offer 
the finest in meeting space, accommodations and 
amenities, all set in a luxurious resort. AC&F

3355 Las Vegas Boulevard South, Las Vegas, NV 89109
702-414-4202 • Fax: 702-414-4806 • Chandra Allison, Vice President of Sales 

Chandra.Allison@Venetian.com • www.VenetianPalazzoMeetings.com

FACTS & FEATuRES
Guest Suites: 7,100
Meeting Space: 2.25 million sf

SPECIAL SERVICES & AMENITIES
Business Center, Venetian 
Showroom, Canyon Ranch SpaClub, 
nightly entertainment, 30+ onsite 
restaurants, outlets and lounges.
Located minutes from McCarran 
International Airport.

The Venetian
Resort Hotel Casino
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IT’S ALL WITHIN REACH

2.25m+

340

7,000+
65,000+

4,900+

...all under one roof, all within reach.

3355 Las Vegas Boulevard South | Las Vegas, NV 89109  | 702.414.1000

Whether you’re holding a conference, convention, trade show or meeting, let us transform your next event into a 
memorable experience at The Venetian, The Palazzo and Sands® Expo. It is our vision to redefine industry standards 
with dynamic meetings and convention spaces, breathtaking suites, sumptuous dining, exciting entertainment, and 
the finest retail.

square feet of flexible meetings and convention space

delegates

all-suite accommodations with The Venetian and The Palazzo

exhibition booths

meeting rooms, 12 Junior Ballrooms, and 2 Grand Ballrooms

 

THE VENETIAN®    THE PALAZZO®

L A S  V E G A S



There is an understanding at Wynn Las 
Vegas and Encore that their success lies in 
the complete satisfaction and success of ev-

ery group that meets there. For planners who want 
to create an unforgettable meeting experience in 

the heart of one of the most excit-
ing cities in the world, the industry-
leading meeting facilities of Wynn 
and Encore await.

fiVe-staR seRViCe
With a staff dedicated to provid-

ing individualized service and sup-
port from initial contact to final 
departure, planners will experience 
firsthand the renowned service 
that has earned Wynn and Encore 
more Forbes Five Star Awards than 
any other casino resort in the world.

Groups large and small are brought together 
in beautiful, well-appointed spaces, customized 
and complemented with unexpected touches of 
elegance such as terraces and balconies that al-
low for that breath of fresh air and floor-to-ceiling 
windows, which afford gorgeous views of sparkling 
pools, gardens and the Wynn Golf Club.

Their catering department is renowned for cre-
ating unequaled culinary events or guests may en-
joy the array of fine and casual dining experiences 
at any of the 20 restaurants at Wynn and Encore 
where master chefs prepare their signature cui-
sines for private dinners or luxurious receptions. 

Ways to esCape
An abundance of recreational and relaxation op-

portunities allow attendees to discover experiences 
suited to their individual interests. The award-win-
ning spas at Wynn and Encore offer a full menu of 
rejuvenating services, saunas and plunge pools. 

The Wynn Golf Club is the only course attached 
to a resort on the Las Vegas Strip, offering a mag-
nificent par 70 course with 18 beautiful holes of 
challenging golf. 

For an exciting evening immersed in fantasy, 
danger and reverie, “Le Rêve – The Dream,” set 
in the resort’s intimate Aqua Theater, combines 
the awe-inspiring skills of aerialists and synchro-
nized divers who take guests on a breathtaking 
dream-like journey.  Or dance into the early 
hours of the morning at the hottest nightclubs 
on The Strip — Tryst, XS and Surrender — which 
offer some of the world’s most celebrated night-
life experiences with internationally renowned 
deejays performing nightly. The clubs also can be 
used for private events. 

peRfeCt aCCoMModations
At the end of the day, the rooms and suites 

at Wynn and Encore offer the perfect retreat for 
each member of your group with luxurious décor 
and amenities designed for ultimate comfort and 
convenience. Every room features breathtaking 
views courtesy of floor-to-ceiling windows, signa-
ture Wynn Dream Beds with fine European linens, 
touch-screen lighting, temperature and privacy 
controls, and an oversized marble bath with sepa-
rate shower and soaking tub.

For meetings that produce more than just re-
sults, but result in something greater than you ever 
expected, Wynn Las Vegas and Encore await. AC&F

3131 Las Vegas Boulevard South, Las Vegas, NV 89109
866-770-7268 • hotelsales@wynnlasvegas.com • www.WynnMeetings.com

www.WynnLasVegas.com

FACTS & FEATuRES
Guest Rooms: 2,716 rooms and 
suites at Wynn and 2,034 at Encore.
Meeting Space: 260,000 sf.

SPECIAL SERVICES & AMENITIES
We offer high-tech support, a 
full-service business center, 
high-speed Internet access, 
spacious sunlit meeting spaces, 
state-of-the-art audio-visual 
capabilities, and two technically 
supported stages are available.

Wynn Las Vegas
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Site Selection

By Derek Reveron

Are Hooked on 
Being the Big Fish 
in a Small Pond

SMERFs

S ocial, military, education, religious and fra-
ternal (SMERF) meetings are all but unstop-
pable these days. While the SMERF seg-
ment isn’t the largest, it is dependable, and 
continues to meet during the good times 

and the bad economic times with little attendee falloff.  
SMERF groups most often have loyal attendees who fill hotel 
vacancies by meeting on weekends and during off-peak times 
and shoulder seasons, says Sara Torrence, CMP, president of 
Torrence and Associates in Gaithersburg, MD, and a member 
of the Conference and Visitors Bureau of Montgomery County 
Maryland (CVBMCM). “If hotels and destinations want group 
business during those periods, they should look at SMERFs. 
Hotels don’t have lots of group business over the weekends, and 
many corporations don’t meet then. But many social, religious 
and fraternal organizations have to meet over weekends. They 
are very dependable in that regard,” says Torrence. 

While SMERFs are reliable, they tend to be mostly small 
groups with tight budgets and attendees who pay all or most of 
their meeting expenses. In part, that’s why planners of SMERF 

meetings tend to favor less expensive second- and third-tier des-
tinations such as Virginia Beach, VA; Wilmington, NC; Louisville, 
KY; Springfield, MA; Oklahoma City, OK and Fort Myers, FL. 

Many of these destinations, according to their CVBs, actively 
court SMERF groups. Still, SMERFs must work a little harder to 
obtain bargains due to the strengthening seller’s market. 

SMERF planners keep costs down by negotiating aggressively 
and focusing on the largest expenses. “A main challenge to con-
trolling costs is working with hotel partners,” says Torrence. “We 
try to keep hotel total charges within a person’s budget. We focus 
on keeping room rates, and food and beverage costs as reason-
able as possible, but you still want value. With food and beverage, 
I usually ask for tastings to make sure hotels aren’t cutting too 
many corners. To get what you want, you have to start planning 
further out. Many SMERF planners don’t do that,” says Torrence. 

Keeping costs reasonable also is a key factor in building at-
tendance, which enhances negotiating clout with hotels. The 
Rev. Alice Kerr Laird, who plans meetings for Worcester, MA-
based New England Synod Evangelical Lutheran Church in 
America (New England Synod ELCA), says that cost control is 
crucial. “The congregations pay for voting members and pastors 
to attend. Some of our congregations have been struggling finan-
cially in recent years and have not sent their full complement of 
voting members,” says Laird, associate to the bishop of the New 
England Synod ELCA.

The New England Synod ELCA also changed its meeting 
days to improve attendance and attract more young people. 

“We used to meet on Thursday, Friday and Saturday and attract-
ed a lot of older and retired people,” says Laird. “We moved it 
to the weekends so we can get more young working adults that 
don’t have to take all that time off from work. We also try to 
have sessions and events like community work projects that ap-
peal to younger people.” 

Such initiatives work best if they accompany efforts to get 
good deals, and Laird has a simple approach for that task. Just 
ask, she says. “We always do that. We don’t really have any big 
strategy for keeping costs down. For instance, we might say we 
want something for $25 per plate, and it must have a vegetarian 
option. We negotiate from there, and hotels usually work hard to 
make it work for us,” says Laird.

Laird negotiated a series of one-year deals to meet in 
Springfield, MA, in June 2011, 2012 and 2013. The organization 
also plans to return to Springfield in 2014. Laird had some lever-
age in negotiating because the Greater Springfield Convention 
& Visitors Bureau (GSCVB), which has targeted SMERFs for 
years, showed that it really wanted the group. “They recruit-
ed us very actively and gave us a good deal. The first year we 
were to go, a tornado hit a few days before we arrived (but did 
no significant damage). There were a lot of people using the 
MassMutual Center as a shelter. We debated if we should have 
our assembly that year but the city asked us to come. They really 
wanted us,” says Laird.

The two-day New England Synod ELCA meeting, which 
represents the six New England states and two New York state 
counties, attracted more than 500 attendees including lay and 
clergy members as well as spouses and retired pastors. This year, 

the 325-room Sheraton Springfield Monarch Place Hotel served 
as the group’s headquarters property. Located just two blocks 
away, the group also met at the MassMutual Center, which 
boasts an elegant ballroom, five fully functional meeting rooms, 
40,000 sf of exhibit space, plus a totally renovated 8,000-seat 
arena — all under one roof. 

aCCessiBiLity and ConVenienCe
What planners avoid in a city such as Springfield is big-city 

traffic jams as well as lodging and pricing headaches. And access 
is convenient and simple. Easily driveable, Amtrak rail and na-
tional motorcoach service provide more transportation options, 
and the airport is less than 20 minutes from Springfield. What’s 
more, exceptional dining options plus 1,000 first-class hotel 
rooms within easy walking distance make the center one of the 
finest venues of its kind in western New England.

Laird agrees that accessibility was a factor in choosing 
Springfield. “It works well geographically for us because it’s easy 
for most of our New England members to get there. It’s located 
at the intersection of Interstates 90 and 91 and a short drive 
from Bradley International Airport (Hartford, CT). It’s a small 
city so you can walk around, and there are lots of things to do 
and places to eat,” says Laird. 
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Attendees who meet in Virginia Beach marvel at the amazing exhibits and 800,000-gallon aquarium at Virginia Aquarium & Marine Science Center.

“We focus on keeping 
room rates, and food 
and beverage costs as 
reasonable as possible, 
but you still want 
value. ...To get what you 
want, you have to start 
planning further out.”

Sara Torrence, CMP  
President 

Torrence and Associates 
Gaithersburg, MD
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Walking around is also easy in the Newport, RI, area. In 
nearby Middletown, about three miles from downtown 
Newport, transportation needs are minimal because so many 
venues are within walking distance of the hotels. Especially dur-
ing shoulder and off-season, SMERF budgets are a good match 
for the properties in Middletown, which have suitable rooms 
and adequate meeting space (and cost considerably less than 
hotels in Newport).

SMERF groups also find meeting in Louisville, KY, attractive 
due to the value and easy access. “It’s not only about affordabil-
ity. Accessibility is big,” notes Michael J. Kleine-Kracht, president 
of Louisville-based Visitours. “Being a driving destination is a 
wonderful advantage because we are within an eight-hour drive 
(or less) of three-fourths of the nation’s population. Our conve-
nience factor as far as getting around the city is through the roof. 
Everything is within a 15-minute drive.”

sMeRfs CoMe in aLL sizes
SMERF groups are typically thought of as small. But it would 

be a mistake to think of all SMERF groups in this way, including 
those in the social and special interest areas. “SMERF groups 
aren’t necessarily categorized by size and aren’t necessarily 
small,” says Kleine-Kracht. “I think many national associations, 
especially when it comes to Louisville, would be classified as 
SMERF. Some of the groups can be citywides and serve as an-
chors for our meeting industry.”  

As an example, Kleine-Kracht cites the National Street Rod 
Association (NSRA), a group that meets to socialize and share 
their passionate interest. The NSRA held its annual Street Rod 
Nationals Plus in Louisville in August 2013 for the 16th consecu-
tive year and 19th time overall. The group attracted more than 
30,000 street rod enthusiasts who participated in an auto parts 
swap meet, an arts and crafts fair and trade show. 

The four-day meeting was again held at the Kentucky 
Exposition Center (KEC), which features more than 1 million sf 
of exhibit and meeting space. More than 10,000 street rods and 
other vintage autos were displayed during the four-day meeting. 
The NSRA is contracted to meet in Louisville through 2020.

On the other end of the spectrum, Louisville attracts many 

small SMERF groups including military meetings that typically 
have fewer than 100 attendees. There also are lots of religious 
groups that have a few hundred people or less, says Kleine-
Kracht. “Louisville is a nice melting pot for different types of 
religious groups because of the faith-based organizations that 
are based here. We have the Southern Baptist Theological 
Seminary and the Presbyterian Church USA. Some of the 
groups tend to fly under the radar because they don’t use DMC 
and CVB services,” he says.  

CVBs taRget sMeRfs
More second- and third-tier destinations are reaching out to 

SMERF groups. For example, the CVBMCM in Maryland looks 
to attract SMERFs, says Torrence. “We have a large social, family 
and sports market good for meetings and sporting events like 
soccer and lacrosse. We target those markets by going to trade 
shows and engaging local citizens so they think of our destina-
tion. We also advertise in magazines that appeal to regional au-
diences and work hard to have a website that meets planners’ 
needs and is easy to navigate,” says Torrence. 

The CVBMCM’s website features Web pages aimed square-
ly at SMERF groups. The social event planning page touts 
Montgomery County as an ideal place for such meetings be-
cause it is within a one-day drive of two-thirds of the U.S. popu-

lation. The “sports Montgomery” page boasts that “the CVB has 
a close partnership with the sporting venues in Montgomery 
County and with the hotels that are located in Montgomery 
County, ensuring that all hotel rates offered through the CVB 
are the lowest available group rates.” The site also invites groups 
to submit RFPs online and receive a response within 24 hours.

Destinations that depend on military SMERFs find their out-
reach efforts to be even more important due to recent federal 
budget cutbacks stemming from the congressional sequester. 
The reduction has impacted the number of military groups 
meeting in Virginia Beach, Newport and similar destinations. 
Military groups have been one of Newport’s biggest-spending 

SMERF segments and gravitate to the destination partly because 
it is home to the U.S. Naval War College.

The Virginia Beach Convention & Visitors Bureau (VBCVB) 
also focuses on growing other SMERF niches, especially the 
faith-based market. The VBCVB attends and helps to sponsor 
meetings of faith-based organizations, such as the Religious 
Conference Management Association.

tiMe foR gReen 
Popular SMERF destinations such as 

Virginia Beach offer several advantages 
for planners, including value, especially 
from October through May,  which is 
when the hotel community can really 
use the business. The mid-sized Virginia 
Beach Convention Center also is a great 
attraction for SMERF planners because it 
is easy to navigate, and offers innovative 
opportunities for green meetings. The 
nation’s first convention center to earn 
LEED Gold certification from the U.S. 
Green Building Council, the center can 
hold any size meeting imaginable, with 
more than 525,125 gross sf, more than 
150,000 sf of column-free exhibit space, 
nearly 29,000 sf of meeting space and a 
31,000-sf ballroom — one of the largest 
on the East Coast.

From state-of-the-art lighting and 
HVAC systems to an extremely active 
recycling program, Virginia Beach’s sus-
tainability initiatives reflect their commit-
ment to staying green and preserving the 
environment. Even the restaurants are 
into being green. Those establishments 
that carry the Virginia Green certification 
are committed to eco-friendly practices 
such as recycling, energy conservation 
and greater water efficiency. The oppor-
tunities to green SMERF meetings are 
endless in Virginia Beach. 

 faMiLy fun, too
A family-friendly destination is impor-

tant to SMERF groups as many members 
often combine the annual conference 
with a family vacation. In addition to sun, 
sand and beach activities that Virginia 
Beach is famous for, a trip to the Virginia 
Aquarium & Marine Science Center is a 

good choice, too. The center boasts an 800,000 gallon aquarium 
and live animal habitats as well as hundreds of hands-on exhibits, 
an outdoor aviary, nature trail and marshlands. The whole fam-
ily also can revel in the 3-D Imax Theater with a huge screen six 
stories tall and eight stories wide. A 10-minute walk takes visi-
tors through a salt marsh and a woodland preserve between the 
aquarium’s buildings, and families can climb the 30-foot observa-

Activities in the Wilmington, NC, area include scenic riverboat tours and 
dinner cruises on the beautiful Cape Fear River onboard the Henrietta III.
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“It’s not only about 
affordability. 

Accessibility is big. Being 
a driving destination is 
a wonderful advantage.
Our convenience factor 

as far as getting around 
the city is through the 

roof. Everything is within 
a 15-minute drive.”

Michael J. Kleine-Kracht  
President 
Visitours 
Louisville, KY
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A CITY THAT’S AS TIMELESS AS IT IS TIMELY. 
WHERE WE’RE DOWN TO BUSINESS AND DEFINITELY INTO 

PLEASURE. WITH A TIME AND A PLACE FOR EVERYTHING, IT’S 
TIME TO LOOK INTO THIS PLACE. WE’RE BUSINESS-MINDED 
AND WARM-HEARTED. HARD-WORKING AND EASY-GOING. 

M E E T    G R E E T

VISITOKC.COM
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tion tower to get a view of Owls Creek from tree-top level. There 
also are 300 interactive exhibits to learn more about marshes, the 
bay and the Atlantic Ocean.

Oklahoma City, an ideal destination for SMERF groups and 
their families, is equipped to accommodate meetings of 25 to 
20,000 delegates. One satisfied planner called it a “fun desti-
nation” that has some of the best steak houses in the country. 
Hotel options (there’s 16,000 hotel rooms) and budget-friend-
ly price points also make Oklahoma City a great choice for 
SMERF groups. 

The Renaissance Oklahoma City Convention Center 
Hotel makes a convenient headquarters property because 
it is connected to the Cox Convention Center via skywalk. 
Located at the heart of the downtown business district, the 
Cox Convention Center features 100,000 sf of exhibit space, 
27,500 sf of meeting and event space, and a 25,000-sf ballroom. 
Surrounded by 1,600 hotel rooms, the center is also near bus-
tling Bricktown, the popular entertainment and dining district 
along the Bricktown Canal.

 Directly to the west of the Cox Convention Center is 
the Myriad Botanical Gardens and Crystal Bridge Tropical 
Conservatory, which features new adventures after a $38 million 
transformation project including a restaurant, interactive water 
features, a new children’s garden, dog release area, grand event 
lawn and more. Coming in 2018, Oklahoma City will debut a 
new convention center. Construction is expected to start in 2016

unique destination foR MoVie Buffs  
 Attendees who always wanted to be an extra in a film may 

consider meeting in Wilmington NC, which has logged more 
than 400 film-related credits. Filmmakers and association plan-
ners are attracted to this historic town along the Cape Fear River 
for great weather, three nearby island beaches, varied landscapes 

and architecture, and the Wilmington Convention Center. The 
largest and newest convention center on the North Carolina 
coast, the center is not only a popular destination for meetings 
and events, but also serves as a backdrop for Hollywood block-
busters, TV drama series and national commercials.

Wilmington has produced three No. 1 hits at the box office in 
one year with the release of “The Conjuring,” “Iron Man 3” and 

“Safe Haven.” The newly released “We’re the Millers,” a popular 
R-rated comedy starring Jennifer Aniston and Jason Sudeikis, was 
shot at the Wilmington Convention Center in the spring of 2012. 

“Revolution,” the hit NBC series, is filmed in the Wilmington area, 
including at the Wilmington Convention Center. 

 The venue boasts LEED Silver certification and 107,000 sf 
of function space with event capabilities for 25 to 2,000 people. 
Groups are keen on meeting in Wilmington due to its temper-
ate coastal climate and the 12,000-sf waterfront event lawn. 
The area is also home to nearly 8,000 hotel rooms and suites 
with unique settings ranging from Wilmington’s downtown 
Riverwalk to the sea. 

WoRkshops foR pLanneRs
Some destinations are reaching out directly to planners and 

others who plan SMERF meetings. The Lee County Convention 
& Visitors Bureau (LCCVB), which represents The Beaches 
of Fort Myers and Sanibel, sponsors complimentary planning 
workshops every April and October and attracts 40–60 attend-
ees. The workshops feature planning experts who offer advice 
in several areas such as budgeting and creative activities for at-
tendees. Also, the CVB offers information on such topics as the 
differences between full-service and limited-service hotels; how 
to talk to directors of sales and catering; how to set up a food and 
beverage budget; and how to put together a committee in charge 
of deciding activities and banquets. 

The LCCVB also knows that SMERF groups want to feel like 
a big fish in a small pond. They want personalized attention and 
a special customized event. And the LCCVB aims to please. For 
example, the LCCVB’s SMERF outreach efforts focus primarily 
on military and other groups, but also include student and youth 
groups as well as law enforcement organizations such as the 
Tallahassee, FL-based Florida Police Chiefs Association (FPCA). 

Amy Mercer, the FPCA’s executive director, says the 

LCCVB recruited her through several emails and phone 
calls. The group’s 500 attendees met in Fort Myers for four 
days in June after a several year absence from the destination.   
The FPCA met at the 454-room Hyatt Regency Coconut Point 
Resort & Spa located in Lee County about 28 miles from Fort 
Myers. The Hyatt, with 70,000 sf of flexible function space, was 
a big draw for the FPCA, says Mercer. “We never go to conven-
tion centers because our members like a more intimate setting,” 
says Mercer. “The hotel is extremely meeting friendly. It is not so 
huge that you spend a lot of time trekking back and forth from 
the training sessions to the exposition. I’ve been doing this since 
1999, and this is the only conference that has produced zero com-
plaints afterwards,” says Mercer. The FPCA plans to return to the 
Fort Myers area, she adds. 

Mercer says her group was the center of the hotel’s attention. 
“The Hyatt may have had a few smaller groups but we took up 
the vast majority of the hotel, and the staff made us feel special. 
Service and hospitality were spot-on. They even had people at 
the door to greet us when we arrived,” she says. 

While Mercer got a good deal from the Hyatt, she finds it 
ironic that SMERFs must now fight to find good deals as hotel 
business is on the upswing. “What we see is that, because there is 
a bit of an upturn in the economy, hotels want to charge more as 

far as room rates. They need to remember that groups like ours 
were there during the difficult times as well,” says Mercer.

All destinations can benefit from SMERF groups, which de-
liver a steady stream of meeting income even during downturns. 
Torrence reminds, “SMERFs bring value to any market.” 

Truly, SMERF groups enjoy meeting in second- and third-tier 
destinations, especially when they are treated like the big fish in the 
little pond —  a key reason why so many groups return to the same 
destination year after year. As CVBs and DMOs continue to fulfill 
the wishes and expectations of SMERF planners and their groups, 
their long-lasting relationships will continue to thrive.  AC&F

The Oklahoma City skyline.

An awards dinner at the Florida Police Chiefs Association meeting, which 
was held at the Hyatt Regency Coconut Point Resort & Spa in Florida. 
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“The Hyatt may have had 
a few smaller groups 

but we took up the vast 
majority of the hotel, 

and the staff made us 
feel special. Service and 

hospitality were spot-
on. They even had people 

at the door to greet 
us when we arrived.”

Amy Mercer  
Executive Director 
 Florida Police Chiefs Association 
Tallahassee, FL
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The Atlantic Ocean serves as the dramatic 
backdrop for the AAA Five –Diamond 
rated Ponte Vedra Inn & Club. 250 
luxurious rooms and suites, beach, golf, 
tennis, fitness, spa, fine dining, shopping 
and award-winning hospitality since 1928. 
Attractive rates and packages are available.

Ponte Vedra Beach, Florida
Oceanfront. 20 minutes from Jacksonville.

800-234-7842   
www.pontevedra.com
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Staying Ahead
of the Learning Curve

Meeting Trends

By Timothy Herrick

Trends in Delivering Effective 
Education Programs

Staying Ahead
of the Learning Curve

A s a leading revenue producer 
for associations and their 
events, education programs 
have never been more impor-
tant. An education program is 

a key driver of association membership and 
event attendance, but in our ever-changing 
world, there is an increasing array of educa-
tional resources potentially competing with 

“live” educational experiences, and planners 
and association education program manag-
ers are under newly intensified pressure to 
ensure that the distinctiveness of that live ex-
perience is not diminished. 

“Everyone in the association industry is 
working twice as hard to prove the value of 
their educational content, and to provide valu-
able content to their members and meeting 
attendees,” says Amy Ledoux, CMP, CAE, senior vice president, 
meetings and expositions, ASAE The Center for Association 
Leadership. “What we are seeing, within our (ASAE) members, 
is that there is so much change in organizational environments, 
but there is more pressure to make education relevant to mem-
bers. Education is one of the most valuable things an association 
can provide, and it is what their members tend to value the most.”

Creating educational opportunities, according to Heather 
Rhoderick, CMP, MBA, director, events and education, American 
Composites Manufacturers Association, is one of the core com-
ponents of her organization. For her profession’s largest annual 
conference, “Exhibits and networking are the top attendance 
drivers, followed by education,” she says, “However, over the 

past four years, education continues to gain in importance with 
attendees. It is becoming more of a reason they are attending 
our trade show.”

CoRe Mission
Why this growing importance of education as enticement to 

attend an annual event? “Attendees are expected to come back 
with solutions and ideas, and companies spending travel and 
expense budgets to send attendees to events want to be sure 
that their employees are taking advantage of all the event has to 
offer,” says Rhoderick. 

In many professions, life-long training not only sharpens your 
competitive edge in tight job markets, but is a requirement to 
actually work. “Education is one of our core reasons for existence,” 
agrees Mary Pat Cornett, CAE, CMP, senior director, education 
and meetings, American Academy of Otolaryngology – Head 
and Neck Surgery Foundation. “In addition to their constant 
learning to improve practice and patient care, otolaryngologists 
face increased need for education to keep up with changes in the 
business of medicine due to health care reform, medical technol-
ogy, and requirements for measuring and reporting outcomes as 
well as changes in certification and licensing.”

“Engaging in professional development offered by experts in 
one’s field is one of the core reasons to participate in an associa-
tion,” says Lydia Kamicar, manager, education and learning ser-
vices, SmithBucklin. “In the medical profession, standards and 
requirements for licensure and board specialty practice have be-
come much more defined in recent years as medical boards and 
state licensing entities have started to align their competencies 
in an effort to standardize continuing education requirements 
in professional practice. Non-medical education has followed 
suit, recognizing that defining core competencies and standards 
of practice lead to improved performance and job outcomes in 
any profession. This has led to an increased interest in formal 
certification even in non-medical fields.”

aVoiding Cuts
When education is the main reason for an association and its 

events, cutting that component seems not to be an issue. “We 
have cut nothing,” says Frank E. Gainer, MHS, OTR/L, FAOTA, 
CAE, director of conferences, American Occupational Therapy 
Association Inc. “We have to offer a breadth of sessions in or-
der to meet the various needs of our attendees. If anything we 
are increasing our budget in the logistical support to put on our 
educational sessions. We are offering more educational sessions, 
including posters (pictured on page 46), so this takes more space.”

 In the current belt-tightening climate, “Education has fared 
rather well, because even as budgets are being cut, the emphasis 
is being placed on investing in meaningful programs for the asso-
ciation membership,” says Ellie Hurley, senior manager, event ser-

vices, SmithBucklin. “Many times this means training opportuni-
ties. The justification to attend events is getting more competitive, 
so investing in building a strong education program could actu-
ally gain the association more membership/attendance revenue 
if they focus in on their core membership needs.”

stay fResh
Even though most association education programs seemed to 

have dodged the blade of the budget-cutting knife, planners still 
feel the pressure to avoid a seminar rut. Education must evolve 
in order to continually attract attendees. “Don’t fall into the trap 
of ‘we did this event last year and it worked, so we’ll do it again’,” 
warns Rhoderick. “Work to set new goals and continue to refresh 
events and education so it is clear to the audience that the in-
formation is new. One of the biggest challenges in continuing to 
produce quality and timely education is identifying the topics 
and finding new — and good — speakers or content experts.”

What sort of homework assignments should planners com-
plete to ensure professionals realize they must attend a con-
vention for its education programs? Rhoderick recommends: 

“Reading industry publications, mining social media sites, work-
ing with your association magazine, and talking to your members 
are all important. Education managers and planners need to un-
derstand the industry and stay appraised of the issues.”

According to Cornett, the most effective method of keeping 
content fresh, thus consistently attractive to attendees, is to en-
courage participant feedback, stay abreast of trends and be open 
to new ideas. “Read evaluations to see what your attendees are 
telling you. Attend other meetings in your business, outside your 
business and within the meetings industry. Listen to the people 
with crazy ideas. Some of them are a glimpse into the future.”

In our wired, mobile computing world where the time span 
for relevant data seems to shrink every business quarter, new in-
formation and relevant data are vital. “Just in time” is the hot new 
phrase among planners, which refers to up-to-the minute train-
ing, with content that is exclusive and topical. Ledoux is hearing 
from association executives that members are demanding more 

(Above) Attendees interact with their iPads during an American Academy of Otolaryngology – 
Head and Neck Surgery Foundation education program. (Below) AAO-HNSF simulation session.  
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“Everyone in the 
association industry 

is working twice as 
hard to prove the value 

of their educational 
content, and to provide 

valuable content to 
their members and 
meeting attendees.”

Amy Ledoux, CMP, CAE  
Senior Vice President 
Meetings and Expositions 
ASAE 
Washington, DC
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just-in-time programming. “Organizations are responding to the 
needs of members, and are working twice as hard to prove the 
value of their content,” she says. “Just-in-time programming takes 
more time and research, but it draws in attendees because it is 
information available nowhere else.” 

In addition, attendees are attracted not just by the fresh con-
tent of seminars, workshops, classes and other educational pro-
grams, but by new and innovative formats delivering that con-
tent. “Some groups are offering more opportunities for different 
audiences at their events to maximize their time out of the office, 
including boot camps on the front or back ends, education on 
the show floor or hands-on learning labs,” says Kamicar.

faCiLity expeCtations
With education being such a crucial revenue source, and be-

coming more intertwined with networking, the exhibition floor, 
general sessions and other event components, planners now have 
higher expectations of greater input by 
facility and destination personnel on 
education. When it comes to educa-
tion, facility staff often had an attitude 
of benign neglect, but with so much 
riding on how effective the education 
program of a meeting is, planners are 
calling for more specific attention by 
facility personnel on those programs. 

For starters, Gainer says, facility and 
destination personal must: “Ensure we 
have enough space for what we need to 
do. If there is another group using ad-
joining space, ensure that we both respect each others needs, for 
example, no loud music to disrupt the other meeting.”

Facilities are adept at making sure simultaneous events can 
coexist in terms of foot traffic and allocating meeting space, but 
often they overlook the exacting demands of education and opti-
mizing the use of multiple meeting rooms for these training and 

informational purposes. “If multiple 
groups are in close proximity, the 
CSM (Client Services Manager) is 
the one that can help them work to-
gether to ensure success,” says Hurley. 

“For example, if one group is doing test-taking, and the other group 
has a comedian, the CSM can help coordinate/suggest different 
timing or moving the rooms so they don’t interfere with each other. 
The CSM also knows their facility best. They know if certain rooms 
have louder AC units, or you can hear the kitchen, etc.”

Hurley also recommends that from site selection to final plan-
ning, facility and destination staff should be well-informed spe-
cifically about the educational needs. Planners should encourage 
them to offer ideas as well as solutions and other assistance. “The 
destination can help suggest unique venues for education,” she con-
tinues. “For example, a medical group may want to go to a local lab. 
Or a technology group may want to take advantage of the local 
corporate office. Or there simply may be a unique venue that gets 
the audience out of the lecture-style format.”

“Destinations should consider ways to better connect local 
business to events, in terms of helping to identify education con-
tent that is specific and unique to the destination,” says Rhoderick. 

“While this certainly could not happen with every event, there are 
times when an association may be looking for a speaker from a 
business that may not be in the industry, but can still share insights 

on a common business challenge. For example, there may be busi-
nesses in the area that have won local awards for marketing or 
management who could share their insights.”

What it comes down to is the level of communication between 
planners and facility and destination personnel about how to best 
accomplish the education mission of the event. “Don’t just order 
Internet, explain what you are doing,” says Hurley. “For example, 
will all 1,200 event attendees be trying to access or download a 
video at the same time? Or are you streaming a keynote session 
and need to ensure a flawless feed? Often the IT techs know details 
about bandwidth, etc. that the planner may not know.”

At the top of the planner’s list of facility expectations for their 
educational considerations is a dependable, wide-scale techno-
logical infrastructure in place to meet contemporary education 
demands, and not accompanied by exorbitant add-on costs. “With 
so many attendees and exhibitors on smartphones, social media is 
accessible and instant,” says Rhoderick. “Attendees want this access, 
and this can help to complement the program — through immedi-
ate response equipment or social sites — and having smartphones 
work on all carriers and having easy and cheap Web access allows 
this. It also keeps attendees at the venue and not back in their hotel 
room checking emails.” 

“We network our session rooms and need to tap into a fast, reli-
able infrastructure,” says Cornett. “Our attendees, staff and ven-
dors are dependent on reliable Wi-Fi. People expect to be able to 

connect to their home and office anywhere, anytime. Wi-Fi is no 
longer a luxury and can no longer be priced as such. We are cur-
rently enamored with digital signage and video walls as new ways 
to communicate with attendees and enhance the meeting envi-
ronment. We’d like facilities to treat these as basic needs rather 
than revenue opportunities.” 

teChnoLogy CoMpetition
As a main draw for a convention, education is a leading genera-

tor of revenue. But this position some feel may soon be threatened 
by other sources of education, such as new virtual technologies 

— webinars and other online training programs — which are often 
offered by the association. 

Planners feel that any conflict between live and virtual educa-
tion is minimal. “Our education program contributes positively to 
the bottom line of the association,” says Rhoderick. “There are very 
few times we will provide education that does not generate profit. 
However, we do struggle to find the correct balance of the educa-
tion we provide to our members as part of their member dues ver-
sus the education we make available for a fee to the entire industry.” 

Even so, Rhoderick emphasizes, “I don’t see technology as a 
competitor to education or face-to-face events. ” She advises using 
online options as a marketing tool for the convention. “Technology 
can help you introduce a new audience to your content and value 
without asking them to spend a lot of time or money.” 

The trend is toward utilizing the technology to enhance the ac-
tual live educational event. “The perception that your meetings will 
be negatively affected by adding virtual elements is just that — the 
perception,” says Hurley. “The reality is that companies who used to 
send several individuals to a conference might now only be able to 
send one or two. From what we’ve experienced, membership activ-
ity is increased when more avenues to experience the content are 
available. Streaming a keynote live from a conference, for instance, 
lets people still feel connected and excited about not missing out 
on the event next year.”

The recommended approach toward technology options, how-
ever, is less is more and to think about it in terms of marketing, not 

“Read evaluations to 
see what your attendees 
are telling you. Attend 
other meetings in your 
business, outside your 
business and within the 
meetings industry. Listen 
to the people with crazy 
ideas. Some of them are 
a glimpse into the future.”

Mary Pat Cornett, CAE, CMP  
Sr. Director, Education & Meetings 

American Academy of 
Otolaryngology-HNSF 

Alexandria, VA

“We have to offer a 
breadth of sessions 

in order to meet the 
various needs of our 

attendees. If anything 
we are increasing our 

budget in the logistical 
support to put on our 
educational sessions.”

Frank E. Gainer, MHS, OTR/L, 
FAOTA, CAE  
Director of Conferences 
American Occupational Therapy 
Association Inc., Bethesda, MD
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The American 
Occupational Therapy 
Association Inc. has 
increased its number 
of education offerings, 
including the poster 
session (left). 
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as a replacement for the live event experience. “The key is to pick 
and choose,” Hurley continues. “Offer one track out of 10 as a vir-
tual offering, or stream one keynote instead of all events to show 
that there is much more to the onsite experience than a virtual at-
tendee is receiving. We suggest to our clients that promotion of vir-
tual events is saved until closer to the conference to maximize your 
promotion of the onsite experience above the virtual component.”

“By capturing content at the events, you are also ensuring that 
the program is expanding and enduring beyond the dates of the 
conference,” says Kamicar. “By recording great content already de-
livered as a conference session, the resources in your on-demand 
library begin to grow through this re-purposing.” 

In 2013, ASAE will cease offering take-home audio CD sessions, 
which were part of some attendee packages. “The technology is old-
er and is not that popular anymore,” says Anne Blouin, CAE, chief 
learning officer, ASAE, who added that the organization will re-
place these recordings with a more cutting-edge format, although, 
it is not ready to release that information publicly. Webinars and 
some educational seminars are available through streaming and 
other capture technology, “but not the all the sessions, which 
would be cost-prohibitive. You do not want to duplicate what you 
do live, but use that content to supplement and promote.”

expanding offeRings
Indeed, while technology can enhance and extend the live edu-

cation experience, for an association it remains a key foundation to 
event organizing. Gainer says that the main driver for attendance 
at the organization’s annual conference (“three of the four largest 
annual conferences we have had have been in the last three years,” 
he says) has been education. “Our members value face-to-face,” he 
says. “Our attendees come to our annual conference for the educa-
tional sessions and to network.”

In order to accommodate more advanced professionals, some 
organizations created additional meetings that feature more exclu-
sive — and specialized — content. “We are now offering three spe-
cialty conferences a year,” says Gainer, “We used to do one or two. 
We find that attendees are more experienced practitioners — and 

prefer the in-depth knowledge of the specialty conferences. These 
attendees tend not to go to an annual conference.”

With the right content, customized for a targeted demographic 
within a profession, adding events creates more excitement within 
the profession and actually augments attendance at the main con-
vention. “The specialty conferences have not hurt attendance at 
our annual conference,” says Gainer, adding that in 2007, the orga-
nization started a National Student Conclave, which is held each 
fall and features content that caters to younger professionals. “We 
have found that the student conclave has increased student partici-
pation at our annual conference,” Gainer explains. 

While creating a separate event to accommodate increased 
demand for education, Kamicar warns that the mission of each 
event should be made distinct from the offerings identified with 
the annual meeting. “If separate events are created, it is key to have 
a clear direction for the event,” she says. “ What are the goals for 
this meeting? What audience is this event going to attract? How 
will we know if this new event is a success?”

CeLeBRity doWnsizing
Cost-cutting may not be as drastic in educational programs as 

in other segments of a meeting, but ROI-conscious planners have 
implemented measures that have made an overall program leaner. 
The most common is getting the most out of speakers. “By work-
ing with speakers to deliver multiple workshops or sessions at your 

event, you may see some cost savings,” says Kamicar. “Sometimes 
associations feel as though they need a big name speaker to be a 
draw for attendees, and the investment in keynote speakers can be 
huge. But often a strong message or relevant content for the orga-
nization can be more meaningful to the people in the audience, so 
think about the themes most important to your membership and 
look at booking your keynotes according to content and delivery.”

In fact, speaker spending may be the one area of education 
most impacted. “The name speakers are not attracting attendees 
like they used to,” says Blouin. “People want speakers relevant to 
their professions, not just a famous celebrity. And, they want more 
access to these experts than just a general session.” AC&F

“Membership activity is 
increased when more 
avenues to experience 
the content are available. 
Streaming a keynote live 
from a conference, for 
instance, lets people 
still feel connected and 
excited about not missing 
out on the event next year.”

Ellie Hurley  
Senior Manager, Event Services 

SmithBucklin 
Chicago, IL

“Attendees are expected to come 
back with solutions and ideas, and 

companies spending travel and 
expense budgets to send attendees 
to events want to be sure that their 

employees are taking advantage 
of all the event has to offer.”

Heather Rhoderick, CMP, MBA, Director, Events and Education  
American Composites Manufacturers Association, Arlington, VA
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The Greater Miami Convention & Visitors 
Bureau has named Kimberly Corbets as 
convention sales manager. She most 
recently served as the sales manager at 
the Hilton Miami Airport, Miami, FL.

Walt Disney World Swan and Dolphin 
Hotel, Lake Buena Vista, FL, has named 
Jared McLachlan as director of sales and 
marketing, replacing Eric Opron who 
has been promoted to hotel manager. 
McLachlan previously served as director 
of sales for the hotel.

The Hyatt Regency Century Plaza, Los 
Angeles, CA, has named Brian Morris as 
director of sales and marketing. He 
formerly served as director of sales and 
marketing at Hyatt Regency St. Louis at 
the Arch, St. Louis, MO.

John Washko was named vice president 
of group marketing and sales for 
Atlantis, Paradise Island resort in the 
Bahamas. He most recently was vice 
president of sales and marketing for 
Elite Meetings International.

Anna Gebert was named director of na-
tional accounts for Visit Phoenix, based 
in the Washington, DC, office and re-
sponsible for the DC, Virginia, Maryland 
and Delaware territories. She was direc-
tor, Washington, DC, regional sales, for 
Experience Columbus.

The Anaheim Orange County Visitor 
& Convention Bureau has promoted 
Colleen Cornett to director of meeting solu-
tions. She was previously the AOCVCB’s 
director of convention housing. AC&F
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17 Circus Circus Hotel & Casino 702-794-3983 www.circuscircus.com Group Sales groupsales@circuscircus.com

COV IV Foxwoods Resort Casino 800-488-7777 www.foxwoods.com/rsgroups.aspx Kimberly Altobelli resortsales@foxwoods.com

13 Inn of the Mountain Gods Resort & Casino 800-545-6040 www.innofthemountaingods.com Jo Kazhe jokazhe@innofthemountaingods.com

21 Long Beach Convention & Visitors Bureau 562-495-8333 www.visitlongbeach.com Iris Himert irish@longbeachcvb.org

27 MGM Grand Las Vegas 800-929-1112 www.mgmgrand.com/meetings Brian Keenan bkeenan@mgmgrand.com

49 New Orleans Convention & Visitors Bureau 800-672-6124 www.neworleanscvb.com Cara Banasch cbanasch@neworleanscvb.com

25 New Orleans Ernest N. Morial Convention Center 504-582-3023 www.mccno.com Tim Hemphill m-s@mccno.com

41 Oklahoma City Convention & Visitors Bureau 405-297-8906 www.visitokc.com Johnny Danrich III jdanrich@visitokc.com

43 Ponte Vedra Inn & Club 800-234-7842 www.pontevedra.com Tony Fitzjohn sales@pvresorts.com

29 Rosen Centre Hotel 407-996-9840 www.rosencentre.com Todd Frappier tfrappier@rosencentre.com

31 Rosen Plaza Hotel 407-996-9700 www.rosenplaza.com Victoria Hall sales@rosenplaza.com

33 Rosen Shingle Creek 407-996-9939 www.rosenshinglecreek.com Leslie Menichini sales@rosenshinglecreek.com

15 South Point Hotel & Spa 702-797-8050 www.southpointmeetings.com Maureen Robinson sales@southpointcasino.com

23 Team San Jose 408-SAN-JOSE www.sanjose.org Mark McMinn mmcminn@sanjose.org

5 Universal Orlando Resort 888-322-5531 www.uomeetingsandevents.com Group Sales meetings@universalorlando.com

35 The Venetian/The Palazzo 702-414-4202 www.venetian.com Chandra Allison chandra.allison@venetianpalazzo.com

COV II Visit Jacksonville 800-340-4444 www.visitjacksonville.com/meetings Dennis Tracy convsales@visitjacksonville.com

37 Wynn/Encore 888-320-7117 www.wynnmeetings.com Hotel Sales hotelsales@wynnlasvegas.com
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