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Trying Harder

As hotels and resorts begin to enjoy the fruits of their labors as they recover
from the financial crisis, and as the seller’s market returns, not all brands are in the
business of quickly recouping their losses. Just ask Cari “Cas” Strouse, CMP, CMM,
meetings, events and tradeshows director at Englewood, Colorado-based global
engineering firm CH2M Hill. Cas, a valuable member of the Destination Hotels &
Resorts Advisory Council, has been using their unique properties for a decade. Cas

says Destinationis one of the companies thatdoesn’t
forget about their relationships with their custom-
ers in a seller’s market, and she really appreciates
that Destination “doesn’t poke the bear in the cage”
as hard as some of the other chains do especially
“when they say, ‘We gave away the farm during the
recession. Now you’re going to pay for the farm —
and then some.” Destination Hotels & Resorts nev-
er loses sight of the relationship,” says Strouse.

André Fournier, who appears on our cover, is

senior vice president of sales and marketing for
Destination Hotels & Resorts. He is trying harder
and committed to working with meeting planners
to ensure they get what they need from Destination
and each of its 41 unique properties. He fully recognizes that Destination’s credi-
bility is built on a planner’s past experiences with their properties and the brand.
He notes, “Most planners today understand that when we take over a property,
there are three things that happen: We build strong client relationships. We
promise a capital investment with the ownership group that is going to meet or
exceed clients’ expectations. Then we get the right associates to deliver on our
brand promise of operational excellence, for a distinctive meeting experience in

a unique location.

For many more truly unique and memorable experiences, check out page 26
for “Turning Meetings Inside Out — Glamping in the Great Outdoors” and “The
Power of Themed Meetings” on page 32. See how DMCs can partner with you to
really make a difference at your next meeting on page 18. Two destinations that
are trying harder to win your meeting and incentive business with new and unique
options and venues are Asia-Pacific (page 38) and Orlando (page 44).

We’re also proud to announce the Best of the Best: The 20th Annual Greens of
Distinction Award Winners on page 23, 24 and 25.
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No tweet, snapshot'or posting will ever be enough. You so have to meet here to get it. 305-539-3071 | MiamiMeetings.com
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So someone tried.to-tell you why meeting in Miami’s so inspiring, so exciting and so productive. Know this.

OGreaterMiami €onvention & Visitors Bureau — The Official Destination Sales & Marketing Organization for Greater Miami and the Beaches.
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Loews Royal Pacific Resor't to Expand Its Meetlng Space

ORLANDQ, FL — Building on a year
of epic growth, Universal Orlando
Resort will embark on the largest
meeting space expansion in its his-
tory. By fall 2015, Loews Royal Pacific
Resort — the largest meeting hotel
at Universal Orlando — will expand
its meeting and event space from
85,000 sf to more than 140,000 sf.
The new space will feature a nearly
36,000-sf ballroom, divisible by 12,
along with four additional breakout
rooms and prefunction space.

Upon completion of the expan-
sion, Universal Orlando will feature
more than 306,000 sf of custom-
izable meetings and event space
destination-wide. The expansion
comes on the heels of a year of
growth for Universal Orlando, with
the opening of the destination’s larg-

Loews Royal Pacific Resort.

est hotel, Universal’'s Cabana Bay
Beach Resort, a historic expansion
of Universal CityWalk and the open-
ing of The Wizarding World of Harry
Potter - Diagon Alley.

Loews Royal Pacific Resort

SITE to Debut New Incentive Travel
Curriculum at Global Conference

CHICAGO, IL — The SITE Global Conference, the association’s largest annual
event, will bring together more than 300 global incentive travel professionals
to Rotterdam, Netherlands, November 14-17. The conference will provide a
dynamic experiential learning environment designed to en-
hance engagement and interaction with delegates. Sessions
will be broken into four tracks and will provide all delegates,
regardless of their discipline, practical and tangible take-
aways that they can immediately put into practice to improve
their business and enhance their professional careers.

The core tracks include the business case for incentive
travel, selling to the incentive market, managing incentive
travel programs and experience management. In addition to

MILLER the new curriculum, SITE will offer delegates the opportunity
to enrall in the SITE Certified Incentive Specialist [CIS) certification course that will
be held in conjunction with the conference.

“It has been several years since SITE held its annual conference in Europe, and
| am excited to welcome members and incentive travel professionals from around
the world to the cosmopalitan city of Rotterdam,” said Paul Miller, SITE President

as the Society for Incentive Travel Excellence and introduce a new, comprehen-
sive incentive travel education curriculum.”

For more information about the SITE Global Conference and to register go to
http,//SITEglobal.com, conference2014.

guests enjoy a lagoon-style swim-
ming pool, private cabanas, com-
plimentary Wi-Fi, and an exclusive
package of theme park benefits
including Early Park Admission.
www.uomeetingsandevents.com

. Motivation Industry
. Back on Track

ST. LOUIS, MO — The latest Pulse

survey from the Incentive Research

¢ Foundation [IRF) paints a clear picture
¢ of sustained recovery for the incentive
¢ industry. The IRF surveyed mativation
: industry professionals about trends in
: incentive travel programs, merchan-

: dise/noncash programs, budgeting
and other key areas for 2014.

Findings indicate that things have

stabilized. Overall, respondents feel
: positive — B3 percent — about the
: economy’s effect on their ability to
¢ plan and implement incentive trav-
. el programs.

Also, 48 percent of respondents

i say the economy is having a positive
: influence on program planning and
2014. “This year’s conference will be like no other as we celebrate our new brand :

execution of merchandise/noncash

. programs as well. The percentage of

! those saying it will have no impact rose
from 32 percent a year ago to 42 per-
: cent currently. www.theirf.org
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Global DMC Partners recently held its inaugural Con-

nection Partners Meeting in Miami. Arranged by Florida

Meeting Services, the program included workshops,

seminars, teambuilding programs and more. Attend-

ees included representatives of Global DMC Partners

worldwide affiliates, meeting planners and others involved in the meetings industry. 1 (I to r) Harvey Grotsky, publisher of Corporate
& Incentive Travel, visits with Jim Hensley, CEO of Global DMC Partners, and Stuart J. Gardner, president of Florida Meeting Services.
2, 3, 4 Attendees at the Connection Partners Meeting enjoy networking and teambuilding programs in sunny Miami. 5 The Advisory
Council of Destination Hotels and Resorts met this spring at the Royal Palms Resort and Spa in Phoenix, one of the 41 unique re-
sorts of the Destination Hotels & Resorts Brand. Pictured (I to r) at an al fresco reception at the resort are Stacia Gueriguian, CMR
manager of meetings at the Association of American Medical Colleges, Katie Giese and Karen Seabert of Royal Palms, Jackie King
of King Management Group Inc. and Mark Lindsey of Royal Palms. 6 Energetic attendees at DMAI's 100th Annual Convention, which
was held July 21-23 at the Aria Resort & Casino in Las Vegas. More than 1,300 fellow DMO professionals were on hand for the
event designed specifically for destination marketing professionals. The 100th convention registered the largest attendance ever,
the largest graduating class of CDMEs and the largest group of DMAP certifications in the history of DMAIL. DMAI's 101st Annual
Convention is set for July 15-17 in Austin, Texas. 7 Enthusiastic attendees arrive at the Global Business Travel Association (GBTA)
Convention 2014, which was held July 26-30 in Los Angeles, California. Attendees numbered a record-breaking 6,679, making this
one of the largest GBTA conventions in history and one of the largest gatherings of travel professionals in the world. The GBTA 2015
convention is set for Orlando, Florida, July 25—29.
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Perspective

By Eric Vidal

6 Videoconferencing Nightmares
and How to Avoid Them

hile in-person meetings are always preferred, unfor-
Wtunately, they are not always an option. Video con-

ferences, however, make an ideal alternative. They
still allow for effective collaboration, especially when you
need to spread information quickly and efficiently to an audi-
ence around the globe. They also benefit business operations.
Sometimes, all participants are not available to meet at the
same place and time, which may result in missed deadlines
and projects ending up behind schedule. Videoconferencing
eliminates certain obstacles and makes it easy for account
management and the sales team to join a meeting no matter
where they are located. This helps fast-track product launch-
es, sales proposals and customer communications — just
to name a few.

Today’s videoconferencing solutions have advanced tech-
nological capabilities that allow presenters to keep the audi-
ence’s attention better than the standard, lecture-style meet-
ing. They also eliminate the need to buy plane tickets, hotel
rooms, conference lunches or venues — providing exponen-
tial savings.

Because video conferences can be performed outside the
office, people often forget they are still work-related commu-
nication events. This can lead to unprofessional and embar-
rassing mishaps that are easily avoidable. To prevent these
common slip-ups from happening to you, and to refresh your
videoconferencing skills, learn from these six videoconferenc-
ing horror stories:
1.Always remember to press mute.

You might have heard the story about the top executive
who took a break from a video conference to use the
bathroom and forgot to mute his microphone. It is

an embarrassing mistake that is easy to avoid by

taking extra caution.

If you need to take a break from a video conference,

remember to go before the conference or simply mute your

microphone when you step away from a call. Taking these
extra steps will save you from a huge embarrassment.
2.Your pets weren’t invited to the meeting.

Keep in mind that any disruption that occurs on or off

camera is a distraction to everyone on the call. If you are

considering having your dog or cat sit near you while
you are on the call, please, reconsider your decision. I

remember moderating a webinar for an author whose
dog was in the same room. Her dog started howling
and would not stop. I told her I would take a question
from the audience to give her time to take care of the
situation. Unfortunately, before I had the chance to mute
her microphone, she said a few colorful words to her dog.
Needless to say, the audience heard every single word.
Always choose a place for your video conference that is
clear of barking dogs, noisy children and ringing phones.
These distractions are unprofessional and disrespectful to
everyone on the other end.

3.Don’t let your ego get the best of you.
There is a story circulating about a woman who decided
to have a video conference while she was driving. In the
midst of her conference, a police officer pulled her over
for illegally using a handheld device. As he walked up to
her car window, she turned the camera toward him in an
attempt to embarrass him. Instead, she mortified herself.
Moral of the story? Aside from being mindful of your
environment, do not let the power of videoconferencing
go to your head.

4.Be thoughtful of what you say on and off camera.
Like the executive who did not mute his line during a
bathroom break, there is a similar story of a host who
incorrectly thought he muted his microphone and started
to talk negatively about the attendees. This horror story
can get you in some serious trouble. Not only is this
mistake extremely unprofessional and embarrassing,
but it can cost you clients, your reputation and perhaps
even your job. If you would not do it in a face-to-face
meeting, then do not even think about doing it during an
online video event.

5.Dress in professional attire.
We are very fortunate to have the ability to video
conference from our home or even while we are away on
vacation. Please, do not take advantage of the situation
by showing up in your pajamas. Dress appropriately for a
video conference by wearing similar clothes to the ones
you would wear to any regular in-office meeting. This
means put the bathrobe away and put on a collared shirt.
If you are sitting, perhaps you can get away with wearing a
pair of slippers, but I do not recommend taking the risk.

August 2014 ¢ Corporate & Incentive Travel * TheMeetingMagazines.com
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If you would not do itin a
face-to-face meeting, then do not even think
about doing it during an online video event.

With that in mind, choose a location to mirror your

professional look. This means do not meet from your bed.

Even if you think no one will notice, trust me, they will.

Choose a setting that looks clean, neat and professional.
6.Test run all of the equipment beforehand.

There is nothing worse than attending a video conference

where the equipment does not work for a good chunk of

the time. Even in today’s day and age where technology

lies at the center of our every move, technical difficulties

still pop up time and time again. The Internet goes

out, one of the presenter’s microphones doesn’t work

or one of the participants simply doesn’t know how to

use the platform. No matter the issue, every minute

lost to technical difficulties creates an inconvenience

Eric Vidal

for your audience and undermines the credibility of

your organization.

As with many of these mistakes, this one, too, is easily
avoidable by taking extra caution. Test each microphone
and video camera before the start of the event. Also, check
the strength of the Internet connection. If there is a chance

the connection could give out, find a location that has a

stronger connection. Taking these extra steps ahead of time

will save your organization from appearing inexperienced
and amateur.

Video conferences present their own unique challenges, but
that does not mean they are not possible to overcome. With ad-
vance planning and extra caution, your next video conference will
be a great success — free of errors and embarrassment. C&IT

is a director of product marketing for event services for conferencing provider InterCall. He manages the strategy
and initiatives for the virtual technologies that include virtual environments, streaming, event management
services and operator assisted services. With more than 15 years in this field, Vidal previously managed the virtual
classroom product, as well as brand advertising and new media for WebEx. Vidal also has held management
positions at Cisco, IBM, BBDO Worldwide and Macromedia www.intercall.com
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Perspective

By Jeff Hurt

Too Many Meeting Professionals

Are Bored With Work

re you part of the 87 percent of workers who are
bored at work?

According to Gallup, the bulk of employees, 63 per-
cent, are not engaged at work. Theylack motivation and are less
likely to invest initiative in organizational goals or outcomes.

Nearly 25 percent of employees are actively disengaged.
They are unhappy and unproductive at work. And their nega-
tive attitudes are contagious as they spread to their coworkers.

Avoid Automatic Pilot

A brain that is in automation is a bored, unengaged brain!

Meeting professionals often rely on memory or the
way they’ve always done things during the planning pro-
cess. We turn to automatic pilot when organizing confer-
ences and events.

The brain is always looking for ways to conserve resources
and energy. Whenever it can, it cuts corners. It automates
some processes so that it can free energy for other things.

The challenge is that doing things the same way all the time
actually bores us and decays the neuron connections in the
brain. We must change in order to engage.

Rote Behavior Rots the Brain

Neuroscientist Sandra Bond Chapman, Ph.D., points out
that when we perform tasks by automation, our brain’s con-
nections are not continually strengthened. In fact, just the
opposite happens as rote behavior rots our brain’s potential.

Relying on memory and automation to create conferences
and events has two primary disadvantages:

1. It rots the brain...just ask the monkeys.

Because we are no longer using rote information thought-
fully and reshaping it to be creative thinkers, our brains’ con-
nections are no longer strengthened and begin to decay.

Michael Merzenich, Ph.D., of the University of California,
San Francisco, studied monkeys and skill development. He
put food pellets in large cups outside of their cages. The mon-
keys would reach through the bars to grasp the pellets and
then eat them. They practiced this process several times for
several days using four cups of decreasing sizes. Once they
would master the wider cup, Merzenich would switch to the
next smaller size. By the end of the experiment, the monkeys
were extremely skilled at using their fingers.

August 2014 ¢ Corporate & Incentive Travel °

“The challenge with
doing things the same

way in automation
is that our brain is
neglected and
can decay.”’

Here’s the interesting twist. The area of the monkey’s
brain responsible for this activity grew in size and contin-
ued to grow. After the monkeys mastered the final cup, that
brain area begun to shrink. The skill became more rote and
automated. It was delegated to a lower portion of the brain

TheMeetingMagazines.com

Jeff Hurt

is executive vice president, education and engagement, Velvet Chainsaw Consulting, and is
based in Dallas, TX. Velvet Chainsaw Consulting exclusively services companies and associations
with their annual meetings, conferences, education and events. They also help technology,
service and membership organizations establish and execute plans and processes that result

in improved business results. Hurt has worked in the events/nonprofit arena for more than 20
years including Keep America Beautiful as a consultant/trainer/writer; Keep Texas Beautiful

as education coordinator; professional development manager for Meeting Professionals

International; professional development manager for Promotional Products Association
International; and director of education and events for the National Association of Dental Plans. Originally published
by Jeff Hurt in “Velvet Chainsaw | Midcourse Corrections.” Contact Hurt at 214-886-3174 or jhurt@velvetchainsaw.

com. www.velvetchainsaw.com

and the frontal part of the brain, the cerebral cortex, was no
longer needed.

According to neuroscientists at Harvard Medical School,
Boston, and Hadassah University Hospital, Israel, the same
thing happens to humans. New skill acquisition requires more
neurons to master — thus growing the brain. Once the skill is
acquired, it is moved to another area of the brain and becomes
automated. The original part of the brain responsible for the
skill begins to shrink and the neurons connected to that skill
begin to rot. We don’t think about doing that skill anymore
or how to do it differently.

2. If we learned the skill shoddily, we automatically
perform it defectively.

Memory works independently of the strategic thinking of
the frontal lobe. It’s your frontal lobe that is most adept at
transforming information into bigger, original and more cre-
ative ideas. Trying to remember too many details counteracts
with the frontal lobe thinking.

To be more innovative and creative, to be more engaged
and avoid boredom, we need to go full frontal as Dr. Bond
says! It’s time to invest in your cognitive command center for
ingenious thinking daily!

If there is no downside to thinking more strategically, why
do we avoid it? What steps can we take to use ingenious think-
ing daily as we plan conferences and events? C&IT

Our brains will want to continue to
do this skill incorrectly and will fight
change. Doing something wrong and do-
ing it ineffectively and inefficiently can
actually look better than doing the skill
right effectively and efficiently. Undoing
this bad habit takes tremendous con-
scious effort and work. We rarely see
immediate results from changing the
behavior. During the new process, the
brain is performing the right task but
inefficiently, at a slower pace and awk-
wardly. It feels all wrong. We have to
trust that the new way will eventually
become automatic as well.

BLUE HARBOR K

Meetings Are Better At

'1he Blue.

Go Full Frontal to Avoid Boredom

The challenge with doing things the
same way in automation is that our
brain is neglected and can decay. And
we miss opportunities to be innova-
tive and creative.

A Classic Lakeside Resort & Spa”

THE #1 RESORT ON WISCONSIN’S

LAKE MICHIGAN COAST

We need to use high-level thinking
skills — authentic thinking, decision-
making, problem-solving, estimation,
judgment, evaluation and analysis — to
engage the brain. And that happens in
the frontal lobe of the brain, which links
information across other brain regions.

BlueHarborResort.com | 920.457.2554

*Free night on Sun-Thurs with the purchase of two with qualifying meetings. See BlueHarborResort.com for complete details.

FREE Night this Fall

with the purchase of two
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How Destination Hotels & Resorts Is Trying Harder
to Win Meetings Business — Even in a Seller’s Market

ince the Great Recession and a re-

S turn of the proverbial pendulum

to a seller’s market, the selection

of hotel partners has become a critical

element in the meeting planning pro-

cess. While virtually every hotel com-

pany touts value and a commitment

to relationships, the sad truth is that
not all deliver.

One that does is Destination Hotels

& Resorts, which is the largest opera-

tor of independent hotels and resorts

in the country. The company operates

By John Buchanan

a unique portfolio of 40 properties,
five of them IACC-certified conference
centers such as The Inverness Hotel
and Conference Center in Englewood,
Colorado, and Lansdowne Resort in
Leesburg, Virginia. The Destination
Hotels & Resorts portfolio also includes
landmark resort properties, such as the
fabled Eden Roc Miami Beach, The Gant
in Aspen, Colorado, and Vail Cascade in
Vail, Colorado.

Across such a diverse range of brands
and price points, Destination Hotels &

Resorts delivers a consistent standard
of innovation and service that is draw-
ing more and more attention — and
loyalty — from planners.

Planners Speak from
Experience

“When it comes to talking about the
Destination brand, I'd say one thing is
the fact that their properties are very
unique,” says Cari “Cas” Strouse, CMP,
CMM, meetings, events and trade-
shows director at Englewood, Colorado-
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based global engineering firm CH2M
Hill. Over last 10 years, Strouse has
used several of the company’s proper-
ties, including The Inverness Hotel and
Conference Center and The Royal Palms
Resort & Spa in Phoenix. She is also a
current member of the company’s ad-
visory council.

“But what is consistent,” Strouse
says, “is the commitment from the
national sales office, as
well as the individual
properties, to ensure that
you're having a really good
experience, regardless of the
property you're at. They are
very consistent in delivering
the level of service you ex-
pect from them.”

A.J. Hiester, corporate events
planner at running shoe and
athletic gear company Brooks Sports Inc.
in Seattle, has used three Destination
properties since 2009 — Motif Seattle
(formerly Red Lion), Suncadia Resort
outside Roslyn, Washington, and The
Woodmark in Kirkland, Washington.

“They have a really great product,
Hiester says. “For our meetings, and
especially our sales meetings, we need
premium hotel products and the kind
of service that premium hotels provide.
And Destination Hotels & Resorts de-
livers those things. Once you sign a
contract as a planner, you're stuck
with the hotel you selected. And doing
business with Destination gives me
the confidence going into the meet-
ing that I've made a good choice. And
when I'm onsite, I also have the confi-
dence that I'm going to get the kind of
service [ need.”

Rebecca Barbier, CMP, meeting and
event specialist at Irvine, California-
based cycling and accessory manufac-
turer Shimano American Corporation,
has used two Destination properties —
Vail Cascade and Paradise Point in San
Diego — for national sales meetings
over the last three years.

“Destination Hotels & Resorts hotels
provide really good service,” she says.
“Compared to other hotel companies
I've worked with, they are really on top
of things. Their salespeople are very

”»

well organized, and they get right back
to me on things. If something changes
or something comes up, their people
are right there to help. They’re also will-
ing to work with you based on whatever
your needs are.”

Spirit of Cooperation

Strouse notes that the spirit of co-
operation that she finds at
Destination is of particular
importance today.
“We’re now very much

California Closets, Berkeley, CA

into a seller’'s market,” she says.
Strouse says Destination is one of the
companies that doesn’t forget about
their relationships with their custom-
ers in a seller’s market. She really ap-
preciates that Destination “doesn’t
poke the bear in the cage” as hard as
some of the other chains do especially
“when they say, ‘We gave away
the farm during the recession.
Now you're going to pay for
the farm — and then some.’
Destination Hotels & Resorts
never loses sight of the rela-
tionship,” says Strouse.

She adds that because a
number of their premier prop-
erties are TACC-certified con-
ference centers, planners can
have a high level of confidence
in creating serious business
meetings and
“For example, it’s much easier

Credit: Destination Hotels & Resol

conferences.

In Washington, Suncadia Resort features The
Lodge and The Inn as well as homes and condos.

to spend as much time planning for
the food and beverage arena, because
it’s laid out for you with a consistent
feel and quality.”

The same kind of relatively stan-
dardized execution and efficient plan-
ning process also applies to the use of
meeting rooms and audio-visual capa-
bilities, Strouse says.

For Ginny Snook Scott,
president of sales and marketing at
California Closets in Berkeley, Cali-
fornia, the resort atmosphere at Des-

vice

“At Paradise Point, you feel like you're
at an island retreat. It’s an exquisite
property. You feel like you’re on

a private island in Polynesia.”

Ginny Snook Scott, Vice President of Sales and Marketing

tination’s Paradise Point property in
San Diego was a key factor in why she
selected it for the company’s interna-
tional sales meeting for 400 salespeo-
ple and franchisees.

“We know that many of our attend-
ees don’t take the time to enjoy a vaca-
tion during the year,” Scott says. “So we

for planners because of the
complete meeting packages,” Strouse
says. “So you know there are a variety
of breaks that are already designed and
planned for the time you're there, as
well as the lunches and buffets. So the
process is easier on the planner in the
sense that when you're working on a lot
of different programs, you don’t have

look for hotels that offer a conference-
style environment that is very pro-
fessional, but also provides a luxury
resort-style atmosphere so they can en-
joy some R&R time in a beautiful loca-
tion that makes people feel like they’re
getting away from work a little bit.
And Paradise Point gave us that.”
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Resorts Advisory
Council convened
in spring 2014
at the (1) Royal
Palms Resort
and Spa, which is located at the base of Camelback
Mountain in Phoenix, Arizona, near the Phoenix Sky
Harbor International Airport. Royal Palms, a historic

he Destination
Hotels &
& Resorts brand.

s Destination Hotels & Resorts

mansion with 119 casitas, estate rooms and villas, is
one of the 41 unique resorts of the Destination Hotels

Destination relies on their Advisory Council for
feedback on how to best serve the meeting planning
community. In addition to educational programs and
events showcasing the resort, council members bond-
ed in a teambuilding activity, one of the creative and
innovative ways in which Destination hotels customize
the meeting experience for groups.

Advisory Council Builds Garden Wagons

In this teambuilding activity, teams worked together
to build a wagon and assemble a care package for the
charity. Teams took an experiential tour of the resort
and collected a care package item at four stops. The
care package items consisted of soil, seeds (peas,
tomato, corn, basil), gardening gloves, gardening tools,
garden hose and a book about gardening.

Team members (2) designed a card for the fam-
ily while other members (3) installed nuts and bolts
and checked tire pressure. (4) The council gathered

during a heartfelt moment as they prepared to donate
the custom garden wagons filled with supplies to the
House of Refuge, a non-profit organization that helps
homeless families and individuals in crisis by providing
transitional housing and supportive services that as-
sist participants as they strive towards self-sufficiency
and seek to obtain permanent housing.

Kuoni Destination Management USA han-
dled the teambuilding exercise for Destination
Hotels & Resorts.

— JB
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Budget was also a factor, Scott says,
as was driving distance from the air-
port. After a site visit that included as-
sessments of five local hotels, she chose
Paradise Point. “I really like the resort
atmosphere,” she says. “The property is
very outdoorsy so you can get out of
the meeting rooms during the confer-
ence and enjoy yourself. You can also
have breakfast and lunch outdoors,
which is very nice. At Paradise Point,
you feel like you're at an island retreat.
It’s an exquisite property. You feel like
you're on a private island in Polynesia.”
A good room rate and excellent F&B
also helped cinch the deal, Scott says.

21st Century Benefits

Despite Destination Hotels &
Resorts’ long track record of excellence,
there are several factors that make
the company’s properties especially
popular in 2014.

One is its innovation in lighter,
more healthful food and beverage fare.

“People aren’t eating or drinking

like they used to,” says André Fournier,
Destination Hotels & Resorts’ senior
vice president of sales and marketing.
“There is much more interest in good
nutrition now. It’s about being active
in the afternoon versus overeating at
lunch and being comatose during the
meeting in the afternoon. We believe
it’s now a form of social responsibility,
a change of our culture for the good.
People are more health conscious.”

As a result, Destination Hotels
& Resorts has made a clear commit-
ment to more healthful food that en-
hances a meeting.

Strouse agrees that the effort is im-
portant and that, in fact, it is an itera-
tion of corporate social responsibility.
“We’ve been paying attention to that for
more than 10 years,” she says.

Hiester says that because Brooks
Sports is an athletic company with ac-
tive meeting attendees, Destination
Hotels & Resorts’ more healthful F&B
options also have great value for her
and her attendees. “It makes a big dif-

ference to our attendees to be able to
enjoy healthier food and still be awake
in the middle of the afternoon during
a meeting,” she says. “Everybody likes
a cookie at a meeting. But you have to
balance that with something that is
healthy. And Destination does a great
job of finding that balance.”

Scott also finds more healthful F&B
trends to be a brand differentiator.
“That’s something I've kept an eye on
for some time now,” she says. “And that
was another thing about Paradise Point
that really impressed me.”

The Greening of Meetings

Yet another important issue is
Destination Hotels & Resorts’ com-
mitment to greening as an element of
its brand equity. It now boasts a formal
Destination Earth sustainable meet-
ings initiative.

“I think such a program is the mini-
mum entry level standard in the meet-
ings world today,” Fournier says. “You
have to have some type of sustainable
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product to be able to deliver. It’s our
social responsibility. Our program is
very well received, and over the past
few years, we have received awards
and recognition for sustainable green

“What is consistent is the commitment
Jrom the national sales office, as well as
the individual properties, to ensure that
you’re having a really good experience,

regardless of the property you're at.”

company, we are extremely commit-
ted to the environment and taking
care of the planet,” Strouse
says. “That’s one of our core
values as a company. So a

Cari “Cas” Strouse, CMP, CMM, Meetings, Events and Tradeshows Director,

practices, including from National
Geographic Traveler and TripAdvisor’s
GreenLeaders. Meeting planners defi-
nitely consider it important. The ques-
tion is are you morally responsible?
And do your company goals and guid-
ing principles align with the companies
you are doing business with?”

A clear commitment to greening
is vitally important to CH2M. “As a

CH2M Hill, Englewood, CO

commitment to greening is something
we expect when we look at a hotel. In
fact, there are sustainability ques-
tions in our RFP”

The Focus on Customization
Anotherissue that Fournier thinks is
important in the success of Destination
Hotels & Resorts is its focus on what he
calls customization, which means tai-

loring a meeting experience to address

a client’s specific needs.

“We do that in a couple of different
areas,” he says. “We try
to bring in the local com-
munity. For example, the

Wild Dunes Resort out-

side of Charleston, South

Carolina, is built next to a

reef that sits on the Outer

Banks, and meeting planners

have the opportunity to book a
meeting package that includes

a recreational event that is also

a teambuilding event. They get

to go to the reef and partner with a
local conservatory to learn how they
are rebuilding the reef to make it eco-
logically sound.”

Vail Cascade offers mountain ori-
enteering and navigating instruction.
“So if you have a group meeting at Vail
Cascade, we show them how to do
mountain orienteering and navigation
finding as part of a teambuilding pro-
gram to work on better communica-
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tion skills and things of that
sort,” Fournier says.

New and Renovated
Properties

Depending on what oppor-
tunities it identifies in the mar-
ketplace, Destination Hotels &
Resorts also makes acquisitions
or renovates its existing hotels
based on demand and other

Resort at Squaw Creek, at the base of Sq

B

minutes from California’s North Lake Tahoe.

market trends.

uaw Valley, is just

And that kind of exemplary
service, she says, is very rare.
“I've been planning meetings
for Brooks for more than 10
years, and there have only been
a handful of times that I've got-
ten the kind of service I got at
Suncadia. I was just flabber-
gasted. And as a company, I can
say that Destination consis-
tently goes above and beyond

Credit: Destination Hotels & Resorts

“We tend to expand our existing assets
and take over existing properties and im-
prove their current amenities,” Fournier
says. “We recently acquired Town & Coun-
try in San Diego and have a project in the
Phoenix market coming on board this
summer. They are both repositions to the
next level of class with extensive meeting
space. As for new builds, we won’t see that
for a little while. We have land, and we are
working on a couple of new deals that are
smaller in size and scope to
complement the trend that
leisure/corporate makes up
50 percent of our mix and
group business represents 50
percent. That has changed in
the last five years, and we will
build to suit.”

Because of its close relation-
ships with meeting clients and
the role of its advisory council,
Destination Hotels & Resorts also solicits
input from planners.

“We are always asking for input from
our advisory council,” Fournier says. “Ter-
ranea Resort in Rancho Palos Verdes,
California, was designed by the advisory
council and Estancia La Jolla in Southern
California and Stowe Mountain Lodge in
Vermont were also designed from the in-
put of our meeting professional executive
advisory council.”

When selling a recently acquired and
renovated property, Destination Hotels &
Resorts leverages its longstanding brand
equity with planners who might other-
wise be concerned about a hotel’s current
or near-term status.

“Our credibility is built on a planner’s
past experiences with our properties
and the Destination brand,” Fournier
says. “Most planners today understand

that when we take over a property, there
are three things that happen: We build
strong client relationships. We promise
a capital investment with the ownership
group that is going to meet or exceed cli-
ents’ expectations. Then we get the right
associates to deliver on our brand promise
of operational excellence, for a distinctive
meeting experience in a unique location.
Terranea Resort is a perfect example of
that kind of meeting excellence.
Then we will offer incentives in

what you normally expect.”

Since the recession, every hotel
touts its service, Hiester says. But
only a relative few really walk the walk.
And Destination is one of those that
truly delivers.

For Barbier, the most important con-
sideration is flexibility. “Things change
constantly during a meeting,” she says.
“So the most valuable thing from a ho-
tel to me as a planner is flexibility. And
Destination is very good that way, when
it comes to things like attrition clauses.

“We are always asking for input from

our advisory council. Terranea

Resort, Estancia La Jolla and Stowe

Mountain Lodge were designed from
the input of our meeting professional
executive advisory council.”

André Fournier, Senior Vice President of Sales and Marketing

Destination Hotels & Resorts, Englewood, CO

pricing as well as in such areas as audio-
visual or additional amenities such as F&B
— wherever we can help them out finan-
cially to induce trial of those new assets.”

Consistent Service Is the Key

In the end, despite its impressive ar-
ray of highly individual properties, the
Destination Hotels & Resorts brand is
built on consistently excellent service.

“The folks at Destination really care,”
says Hiester. “The staff at Suncadia, in
particular, was just amazing. They are top
notch. All of the Destination hotels I've
used give you that. But Suncadia really
went above and beyond the call of duty
many times, so much so that I would
say to someone, ‘You won'’t believe what
just happened.””

I don’t want to be hassled by things
like that. I also don’t want to be penny
pinched on every little thing. And in
those kinds of ways, Destination is really
an excellent company to work with.”
Strouse likes the fact that the com-
pany’s roster of distinctly different and
one-of-a-kind hotels adds to the meeting
experience for a particular kind of event.
“With independent properties like the
ones Destination offers, you have the
creative, cultural flair of each property,
in addition to knowing that you’re go-
ing to get consistency from the compa-
ny. And you're not going into the same
kind of standard box that you often get
with chain hotels. And that’s one of the
beautiful things about a company like
Destination Hotels & Resorts.” ~ C&IT
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“It was one of the most profoundly
successful experiences in my career.”

Steve Sunderland
Senior Vice President, Retail Operations
OfficeMax
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