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In the plaid jacket, Houston designer David Peck 
created this stylish wardrobe collection for hotel 
associates at the JW Marriott Houston Downtown.
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Millennials Rule
As a proud member of the Greatest Generation or sometimes known as the 

Silent Generation, I often work side by side with three other generations: the 
baby boomers, Gen X and the millennials also called Gen Y. The rise of the mil-
lennials is the hot topic all around town. Born approximately between 1980 
to 2000, marketing gurus and hoteliers are examining their every move, every 
like and dislike to determine how best to cater to them when it comes to meet-

ings, social media, technology, local experiences 
and F&B flavor.

Hotels have been listening and watching for some 
time now, and several brands such as Starwood’s 
Aloft and Hilton’s Curio are particularly good at at-
tracting this group that will comprise half the work 
force by 2020.

In our cover story this month on page 44, we 
outline how planners can partner with hotels that 
cater to millennials to engage their audiences and 
make the experience truly Gen-Y friendly.

Hotel brands have gone the extra mile to make 
millennials comfortable by bringing the local expe-
rience indoors in the design of the hotel, creating 

networking areas that are stylish, cozy and boast local art and flavor. Moreover, 
some hoteliers outfit their hotel staff and associates in designer duds, which 
most millennials would be happy to have in his or her own closet.

For example, Houston’s own David Peck designed and curated a full ward-
robe for the associates of the JW Marriott Houston Downtown (see cover pho-
to). “Traditional uniforms can mask individuality so we wanted the associates 
to stand out and feel confident,” said Peck. “The employees have to wear the 
clothes all day, so they need styles that last, would pop, but not be too cumber-
some,” he said.

“The inspiration for the wardrobe program came from the building itself and its 
rich heritage,” said Peck. “I love that it was Houston’s first skyscraper and that it 
has been brought back to its original splendor. The hotel’s thoughtfully curated 
art program, its iconic architectural design and décor and its exquisite attention 
to detail inspired us to create a wardrobe program that the associates could have 
in their own closets and make personal, but still remain put-together, stylish and 
appropriate for a luxury hotel.”
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Salamander Hotels & Resorts Announces 
Renovation of Hammock Beach Resort

MIDDLEBURG, VA — Salamander Hotels & Resorts, the luxury hotel manage-
ment company founded by Sheila C. Johnson, is renovating Hammock Beach 
Resort – a Salamander Golf & Spa Resort, located in Palm Coast, Florida. The 
oceanfront resort will receive several upgrades: The lobby will be completely re-
furbished, 75 spacious one-bedroom suites will receive an interior makeover, and 
the property’s expansive meeting and function spaces will be entirely refreshed. 
Renovation will be completed in stages and finished in its entirety by Labor Day 
2016, and the property will remain fully operational throughout the project. 
Hammock Beach Resort features more than 300 spacious accommodations, in-
cluding a 12-story tower of luxury suites. The property boasts two golf courses de-
signed by legends Jack Nicklaus and Tom Watson, a spa and fitness center, multi-
ple restaurants and bars, a multilevel pool complex with adult and children areas, 
and an unspoiled beach. www.hammockbeach.com, www.salamanderhotels.com

Wynn Resorts Plans 
New Entertainment and 
Meeting Destination

LAS VEGAS, NV — Steve Wynn 
and Wynn Resorts discussed plans 
at a recent investor conference for a 
new entertainment destination built 
around a first-ever recreational lake 
concept. The development, which is 
subject to approval by the company’s 
board of directors, will include a 38-
acre lagoon, surrounded by meeting 
and convention space, a 1,000-
room hotel tower, a small casino, 
and extensive dining and nightlife. 
The elaborate water attraction will 
include both daytime and nighttime 
entertainment elements. 

“We have a chance to reinvent 
Las Vegas and make the whole 
venue an entertainment attraction…
an idyllic beach paradise surrounded 
by white sand beaches,” said Steve 
Wynn chairman and CEO of Wynn 
Resorts. “People come to Las Vegas 
from all over the world to live large 
and have a good time,wa and we can 
dish up an irresistible entertainment 
attraction.”

Tentatively called Wynn Paradise 
Park, the expansion will be construct-
ed on approximately 130 acres of 
real estate that currently houses the 
Wynn Golf Club. The proposed lagoon 
will be lined by a white sand beach 
and boardwalk and feature an array 
of daytime activities including water-
skiing, paddleboarding and parasail-
ing. At night, the space will transform 
with an elaborate fireworks display 
that is launched from the center is-
land and surrounding areas. 

Wynn Paradise Park will add 
260,000 sf of premium meeting 
space with unobstructed views of the 
waterfront, spacious guest rooms 
with a separate bedroom, living room 
and balcony, and a variety of restau-
rants. www.wynnlasvegas.com

PARADISE ISLAND, BAHAMAS — Atlantis, Paradise Island resort in The 
Bahamas announced a partnership with Caesars Entertainment Corporation 
designed to offer Atlantis’ world-class resort experience to members of the gam-
ing industry’s premier loyalty program, Caesars Entertainment’s Total Rewards. 
Under this arrangement, Caesars will be the only brand of its kind that offers a 
Las Vegas-style island gaming destination as a benefit of their loyalty program, 
granting their Total Rewards members access to Atlantis, the largest casino re-
sort in the Caribbean. “Partnering with the Caesars brand on this initiative allows 
guests even more access to elite gaming destinations,” said Paul Burke, presi-
dent and managing director of Atlantis, Paradise Island. “Our brands have great 
synergy including similar customer service cultures and clientele.”

This new benefit became available to Caesars Entertainment’s Total Rewards 
members on April 7, 2016. www.atlantisbahamas.com

Atlantis, Paradise Island and Caesars 
Entertainment Announce Marketing Alliance

Atlantis, Paradise Island.

GBTA Says Brighter Outlook Forecasted 
for 2017 Despite Global Uncertainty

ALEXANDRIA, VA — U.S. business travel will continue to grow only moderately in 2016 as global un-
certainty looms. This is one of the key findings from the GBTA BTI Outlook – United States 2016 Q1, a 
report by the GBTA Foundation. The new forecast report projects that business travel volume growth 
will increase slightly in the first quarter of 2016 — growing 1.8 percent on a year-over-year basis due 
to a number of domestic and international factors that are causing global uncertainty and corporate 
caution. There is cause for optimism about 2017 as the health of the global economy becomes clearer 

and a number of factors including the U.S. presidential election and the possible “Brexit” of the United Kingdom from the EU 
become resolved later this year.

“If the past several years could be summed up as, ‘cautious but slow growth,’ 2016 is looking like it will be summed up as, 
‘uncertainty causing slow growth.’ Thankfully, a much brighter 2017 appears on the horizon,” said Michael W. McCormick, 
GBTA executive director and COO. “There are a number of factors leading to uncertainty, which is affecting growth in both 
our sector as well as the overall global and domestic economies. However, these issues will likely resolve themselves later 
this year and create more confidence for individuals and organizations alike in 2017.”

The overall health of the business travel industry remains one of the strongest barometers of the health of the overall 
U.S. and global economies as an indicator of business confidence, economic growth and market stability.

Despite the slow year-over-year growth, caution at home and uncertainty in the global economy, the outlook for business 
travel in the coming months and years remains positive. www.gbta.org, www.gbta.org/foundation
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Incredible meetings start with 

incredible locations. Monterey’s 

unparalleled natural beauty and 

memorable meeting venues 

provide the perfect backdrop for 

an inspirational event. Our team 

of destination experts provides 

the resources and assistance to 

ensure your event is a success. 

Monterey is the perfect place to 

inspire new ways of thinking and 

gear up for the next challenge.

For more information or to submit an RFP, please
contact us at 800-555-6290 or Sales@SeeMonterey.com. MeetInMonterey.com
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1, 4 Participants at The Dallas/Fort Worth chapter of Meeting Professionals International (MPI), which co-sponsored the Trade Show 
Technology Summit (TSTS) at the Irving Convention Center, a full day of seminars and networking dedicated to technology that impacts 
the event industry. 3 (L to r) iDesignMeetings’ Jessica Geesing, Jordan Lambert and Matthew Parker at TSTS. 2 SITE hosted the first 
Incentive Summit Americas at the Viceroy Snowmass in Snowmass Village. Pictured (l to r) are SITE Foundation Trustee Lynn Pavony, 
director of incentive sales, Four Seasons Hotels and Resorts; SITE Board Member Jennifer Glynn, managing partner, Meeting Encore 
Ltd.; SITE Foundation Trustee Chris Wheeler, executive director, global incentive sales, Atlantis, Paradise Island; SITE V.P. Business 
Development Philip Eisvold, account director, Aimia; Fred Brodsky, group sales director, Snowmass Tourism; Brian Mordecai, regional 
director group sales, Viceroy Hotel Group; and Kathy Fort Carty, CEO, Destination Services Corporation. 5 These lucky planners 
participated in MPI’s Experiential Event Series at the recent SXSW 2016 and shared operational insights from the SXSW teams that 
plan, program and produce the nine days of conferences, festivals and exhibitions.
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SAN ANTONIO, TX — JW Marriott San Antonio Hill Country Resort & Spa has 
just debuted its $16 million expansion of the River Bluff Water Experience, which 
includes new additional meeting and convention space. The five-month project 
adds three acres to the water park, which includes a new 13,000-sf multi-use pa-
vilion area for additional indoor and outdoor function space, an additional 130-foot 
long beach-entry pool, sand play area, whirlpool spa, private cabanas, two body 
slides, 230 additional lounge chairs and artificial turf lawn space.

The new 13,000-sf standalone ballroom brings the resort’s total event space 
to 288,000 sf. The ballroom and event lawn provides unparalleled venues for any 
size or type of meeting or group gathering. www.jwsanantonio.com

The JW Marriott San Antonio Hill Country Resort & Spa.

JW Marriott San Antonio Adds Event Venues Omni Nashville 
Ranked No. 1  
Meeting Hotel in U.S.

DALLAS, TX — Omni Hotels & 
Resorts announced that the Omni 
Nashville Hotel ranked No. 1 on 
Cvent’s list of the Top 100 U.S. meet-
ing and events hotels in 2016. In addi-
tion to Omni Nashville Hotel taking top 
honors, the Omni Dallas Hotel ranked 
No. 35; Omni Atlanta Hotel at CNN 
Center at No. 65; Omni Shoreham 
Hotel in DC ranked No. 85; and the 
Omni Fort Worth Hotel rounded out 
the list at No. 90.

Known as the “Key to Music City,” 
the Omni Nashville Hotel offers a 
one-of-a-kind Nashville experience. It 
is located across the street from the 
Music City Center, fully integrates with 
an expansion of the Country Music 
Hall of Fame and Museum on three 
levels, and is within walking distance of 
the city’s burgeoning restaurants, cul-
tural attractions, live music and sports 
venues. www.omnihotels.com

LAS VEGAS, NV — Las Vegas cel-
ebrated the opening of the T-Mobile 
Arena, a 20,000-seat, world-class 
arena, and The Park, an immersive 
outdoor park district, on the Las 
Vegas Strip. 

T-Mobile Arena, a joint venture 
between MGM Resorts and AEG, is 
located on Las Vegas Boulevard be-
tween New York-New York and Monte 
Carlo and will host more than 100 
events annually, including UFC, boxing, 
hockey, basketball and other sporting 
events, major headline entertainment, 
awards shows, family shows and 
special events.

Las Vegas’ newest landmark 
features 50 luxury suites, more 
than two dozen private loge boxes, 
complete broadcast facilities, and 

other specially designed exclusive 
hospitality offerings and fan ameni-
ties. Toshiba Plaza, an adjacent two-
acre outdoor entertainment space, 
features performance stages, a 
variety of video screens and other 

interactive content and display areas. 
Industry-leading architect Populous 
designed T-Mobile Arena to meet the 
U.S. Green Building Council’s stan-
dards for LEED Gold Certification. 
www.vegasmeansbusiness.com

The T-Mobile Arena.

Las Vegas Celebrates the Opening of T-Mobile Arena
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Perspective

You can’t have a successful event without successful speak-
ers. They bring your agenda to life and engage your audi-
ence on a personal level that can’t be replicated by any 

other meeting element.
From the keynote speeches in a general session to the break-

outs, improving the effectiveness and impact of the speakers 
at an event leads to real and meaningful results: ideas and 
messages are communicated more clearly and effectively, the 
credibility of the speakers and the organization is enhanced, 
and the audience is inspired to believe and motivated to act. 
This leads to an event with increased impact and value, as well 
as one that generates a much greater ROI.

As a meeting planner, you have an incredible opportuni-
ty to elevate the performance of the speakers at your event. 
Though you may not work directly on the development of each 
speech or presentation, you can help to create a plan for the 
success of every speaking opportunity. 

Engage. Empower. Energize.
The process begins with a clear strategy. I believe that ev-

ery event, and therefore every speech or presentation at an 
event, must engage the audience by offering a clear vision 
that appeals to their interests. It must empower the audience 
with the information and direction needed to achieve this vi-
sion. And finally, it must energize them with a clear call to 
action. Though not all speeches and presentations at an event 
have to achieve all three of these strategies, each must focus 
on at least one. 

A Theme That Works
Great event themes don’t just sum up the purpose or topic 

of an event, they also guide and support the development of 
the speeches and presentations. To work in this manner, a 
theme should represent the overall vision of the event or orga-
nization. It then becomes a verbal shorthand that speakers can 
use to share this vision with their audience. And, even better, 
the audience can use it to spread this vision beyond the event.

The Experience Arc
Audiences don’t just listen to speeches and presentations, 

they experience them. Just like every other aspect of your 
event, including the lodging, meals, social activities and en-

tertainment, the speeches contribute to the overall experience. 
Great speech experiences lead to a great event experience.

Remember this when you are developing the master agenda for 
your event. Don’t look at each session as a series of speeches, but 
as an opportunity to add to and enhance the audience experience.

Primary and Secondary Messages
Speeches are made of messages: Primary messages, which 

are the conclusions, and secondary messages that support 
those conclusions via facts, data, arguments, comparisons and 
stories. Speakers often spend the majority of their time discuss-
ing the support and never really get to the key takeaways. Make 
sure your speakers can clearly identify their primary messages. 

Here’s an exercise I use with my clients: Pretend you only 
have three minutes to speak and you can only make five de-
clarative statements. What would those statements be? Those 
are your primary messages. 

Meaningful Media
Your speakers’ graphics and other media should support 

them and their messages, not the other way around. Many 
events provide a graphics template for speakers to use. Why 
stop there? How about offering a collection of stock images or 
high-end illustrations to help create more exciting and dynamic 
graphics? Or, if budget allows, hire a professional graphic de-
signer to oversee and guide the media creation process for all 
speeches and presentations.

Design Great Panels
What’s the difference between a dull panel and a great one? 

Conflict or, more specifically, healthy conflict. Differences in 
ideas and perspectives that lead to real dialogue, real insights 
and a real experience for your audience. This means interac-
tion between panelists who may not agree with each other. 
And that’s okay. But, it’s critical to choose the right person to 
moderate. Make sure he or she knows their role is to guide the 
discussion to a conclusion that has relevance to the audience.

Support Your Speakers
By providing your speakers with information and guidance, 

you will help them succeed.
Develop a clear process for speakers to follow in preparing 

for their speaking opportunity at the event. This could include 
a development schedule with key delivery dates for drafts and 
media as well as a detailed briefing packet that includes infor-
mation about the audience, key messages and an explanation of 
the event theme. Further support may include a broad program 
of activities, including webinars on content development and 
public speaking skills and pre-site and onsite rehearsals. 

Finally, include the speech and presentation development 
process in the master schedule for the event and make sure 
the speeches are always on the agenda of every status meeting.

Measuring Outcomes
To raise the bar and create even better events in the future, 

closely look at the speech and presentation outcomes you are 
measuring. Instead of just asking audiences to rate a speaker 
on a scale of one to five, try to dig a bit deeper. How engaging 
was the speaker? Did he provide value? Did she create a memo-
rable experience?

Great events come from understanding what the people 
in your audience believe is valuable. 
• What do they need? 
• What are their concerns and challenges? 
• What is happening in the world that affects them? 

Your audience is the final arbiter of success. If you want 
to know what they consider important when it comes to the 
speakers at your event, ask them.

Change Your Perspective. Change Your 
Expectations. Change Your Results.

Whether you are a seasoned pro or are just getting start-
ed in your event planning career, I strongly recommend 
that you look at your events from a fresh perspective. One 
that recognizes the critical role of the speeches, presenta-
tions and panel discussions. This new perspective will lead 
to greater expectations and more meaningful and last-
ing results.  C&IT

“Audiences don’t just listen 
to speeches and presentations, 
they experience them.”

Cliff Kennedy
is the founder and president of Kennedy Speech Communications, which has offices in 
Chicago, Illinois and San Diego, California. He is an executive speech coach who has spent 
his entire career creating high-stakes, high-impact audience experiences. His background as 
a creative director, writer and executive producer of corporate events has given him unique 
insight into what audiences expect and how they connect with speakers and presenters. 
cliff@kennedyspeech.com

Better Speeches = Better Events:
Event Approaches from a Speech Coach

By Cliff Kennedy
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Perspective

It is safe to say that today, there are increased expectations 
from senior management and stakeholders for improved 
meeting planner productivity, added meeting value, cost 

savings, contract risk mitigation and ROI. This heightened 
focus on value can be traced to many factors, including con-
cerns over a turbulent global economy, increased competition 
and the introduction and impact of the Strategic Meetings 
Management (SMM) initiative. All this has fueled a new era 
of meeting planner scrutiny and expectations for measurable 
meeting value and reporting.

Why Make ‘The Shift’?
Many thought the Strategic Meetings Management (SMM) 

initiative was a knee-jerk reaction to the recession, but in re-
ality, this meeting accountability and value business model 
is here to stay. Whether corporate and association meeting 
planning meeting responsibilities are enterprise-wide, within 
a department, division or cluster of meetings, it is essential to 
embrace and implement SMM components that will work for 
you. A carefully planned and implemented SMM can save an 
organization 12–20 percent annually, which is a good way to 
get the attention of key managers and stakeholders. There is 
an umbrella of benefits, including a focus on stakeholder goals 
and objectives, improved meeting management systems and 
procedures, improved team productivity, emphasis on core 
competencies, leveraged spend and cost savings, contract risk 
mitigation, attendee communications and learning, and more. 

Leveraging Meeting Data
The reality is that meeting planners are sitting on mounds 

of important meeting information, but generally, this data is 
“in silos” and is time-consuming to access. A couple of years ago, 

an industry survey of meeting planners who had implemented 
Strategic Meetings Management standards, revealed that 43 
percent did not feel that they were leveraging meeting spend 
and maximizing overall meeting value and ROI results. Don’t 
be overwhelmed by the process to collect and use meeting and 
spend data. Since you are sourcing and contracting with ho-
tels and venues, this is the low hanging fruit. Track your RFP 
distribution and which specific hotels and venues that you 
contract with. Capture important information, such as con-
tracted rooms (the hotel’s biggest profit center), versus actual 

pickups, by night, including pre and post rooms, your actual 
F&B revenues (second biggest profit center), audio-visual/pro-
duction and miscellaneous spend (business center, spa, etc.). 
Now what, you say? When you are negotiating with a hotel or 
venue, print a report that breaks down revenue contributions, 
by category, as listed above. In addition to the value generated 
by the RFP being evaluated, clearly, consolidated revenues to 
a specific hotel or chain will improve savings and value-based 
outcomes, often by an additional 5–15 percent. When meet-
ing planners track and leverage total meeting spend and create 
value reports, they will be “armed and dangerous” when com-
municating with managers and stakeholders.

There is no one-size-fits-all solution, so conduct your own 
needs assessment and game plan. Additionally, it is impor-
tant for planners to grow their company business knowledge. 
For corporate and association planners, improving business 
acumen is a combination of both an in-depth understand-
ing of “how your organization works” and how meetings 
and events can play a role in achieving stated stakeholder 
goals and objectives for each meeting. A good place to start 
is to evaluate your organization’s annual report, website, 

“A carefully planned and implemented SMM 
can save an organization 12–20 percent 

annually, which is a good way to get the 
attention of key managers and stakeholders.”

Planner Alert! Making the Shift 
From Logistics to Strategic

By Terri Woodin, CMP
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mission and vision statement, and strategic initiatives an-
nounced by the company.

Getting Heard at the Top
Communicating meeting value to senior management is 

an important part of the equation. Senior managers seldom 
have career paths in meeting management, so it is important 
that they understand your role and how you will achieve stated 
goals and deliver ROI (some with dollar signs, some not) for 
these investments called meetings and events. If you do not 
have access to senior managers, perhaps your direct report 
does, and if you prepare them with good meeting value data, 
they can be your path to the top. 

Tips for Communication With Senior Management
• Build your business acumen/understand how your 

organization works/business priorities.
• Understand management and stakeholder goals and 

priorities for each meeting.
• Create transparent metrics to define and measure results.
• Track and leverage all meeting activity, data and spend by 

category (individual hotel and chain).
• Prepare meeting value reports, including cost savings/risk 

mitigation, by meeting.

• Communicate SMM benefits/meeting value reports to 
key stakeholders.

• Introduce SMM technology that integrates multiple 
meeting management functions, automates workflow and 
delivers 24/7 data access.
Today, it is essential for planners to know what value lens 

their senior managers and stakeholders are looking through. 
As drivers of strategic solutions, we must all focus on what is 
important to each stakeholder, and post meeting, report on 
what was requested, and specifically, what was delivered (yes, 
you must keep score).

Conclusions
There are many factors that make the shift from logistics 

to strategic essential for corporate and association planners. 
The good news is that today, business executives see meetings 
as essential to solve business challenges and achieve compa-
ny goals, and the tools and resources are there to make this 
happen. So enhance your communications with stakeholders, 
track and leverage your meeting spend, and create metrics and 
value reports for each meeting. When you make “the shift,” 
you will see a big impact to your organization...and career!

For a complimentary copy of Terri’s “SMM Action Plan for Suc-
cess,” contact twoodin@meetingsites.net. C&IT

Terri Woodin, CMP
is Senior Director of Global Meeting Services at Meeting Sites Resource. MSR is a strategic 
meetings management solutions organization with a 23-year track record of meeting excellence. 
This includes global hotel sourcing and custom contract negotiations, professional meeting 
support services and Strategic Meetings Management (SMM) consulting. Terri contributes 
articles to industry trade publications and speaks at many industry events. She also serves on 
many industry advisory boards including MPI, PCMA, APEX  Standards Committee and the 
School of Hospitality Business at Michigan State University. 
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Where
Medical
Meetings

Thrive
Planners Look 
to Cities With 
Suppliers Who 

Understand 
Compliance 
Guidelines

By Patrick Simms

Site Selection

health care. “For standalone medical 
meetings, we see a lot of activity in 
Philadelphia, although not as much 
in Jacksonville or Cleveland. Globally, 
Barcelona, London, Vienna, Munich, 
Copenhagen, Paris, Rome and Milan 
are also key cities.”

In any of these destinations, planners 
abiding by the pharma code can have 
confidence that they will find supplier 
partners who can provide value while 
respecting their budget limitations. Cit-
ies with “an adequate number of venues 
that are within spend and compliance 
guidelines are ideal hosts for medical 
meetings,” Parker says. Additionally, 
medical meetings-friendly CVBs and 
hoteliers take into account “confiden-
tiality on leads, exclusivity (full disclo-
sure/approval on competitors in the 
same hotel) and the ability and flexibil-
ity to provide food and beverage within 
stringent meal caps.”

According to Kris-
tin Wilcox, team lead, 
pharma purchasing 
for ITA Group, “The 
pharma company that 
I support has really 
come down on being 
audited and whether 
they are following the 
F&B and room rate 
guidelines, from an 
open payment standpoint and the trans-
fer of value to the health care providers. 
So definitely that’s what we’re looking 
for when we send out our RFPs.”

Compliance-Savvy Hoteliers
Hoteliers who are especially keen on 

catering to pharma and medical device 
groups can earn the HMCC (Healthcare 
Meeting Compliance Certificate) offered 
to both planners and suppliers by MPI 
and St. Louis University. “Hoteliers may 

not need to understand (compliance) like 
a planner would, but just knowing that 
there are rules and how to be sensitive 
to meal caps and why planners are re-
questing what they’re requesting makes 
(the certification valuable),” says Taya 
Paige, business development manager 
with ITA Group and contributing author 

Richard Parker
Director of Healthcare
American Express Meetings & Events
Kent, UK

Cities with “an 
adequate number 
of venues that are 
within spend and 
compliance guidelines 
are ideal hosts for 
medical meetings.”

What makes a city a major player 
in the medical meetings indus-
try? The answer is manifold, 

ranging from generic advantages such as 
great airlift and diversified lodging op-
tions to factors that are more industry 
specific, such as a strong local medical 

community and suppliers who are cog-
nizant of strict compliance guidelines. 
Many cities, both domestic and inter-
national, appear to have the formula 
worked out, as they do significant meet-
ings business in this sector.

American Express Meetings & Events, 

with a clientele that is over 30 percent 
health care companies, has a bird’s-eye 
perspective on site selection trends. 

“Within North America, Chicago, San 
Francisco and Boston are predominant 
cities for congresses and conventions,” 
observes Richard Parker, director of 

The Global Center for Health 
Innovation in downtown Cleveland, 
Ohio, houses the HIMSS Innovation 
Center, which has 30,000 sf of space.
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to the CMP-Healthcare (CMP-HC) cer-
tification. “It’s really hard to work with 
people who have no education in that 
area. And definitely the CVBs can play a 
role. They can insist with their hoteliers 
that if you’re handling pharma, you need 
to obtain this compliance certification 
so that we know that you understand 
this industry that we’re going after. So 
they’ll recommend the property for 
pharma bids that come in.” Paige adds 
that it is helpful when hoteliers have 
purchased a subscription to My Compli-
ance Wizard, an app launched last spring 
by Pat Schaumann, director, profession-

al development, health care 
sector at MPI, and BusyEvent 
Mobile. The tool keeps users 
up to date on changes in com-
pliance rules for HCPs from 
various countries.

In short, the destinations 
most appealing to the medi-
cal meetings market are those 
whose suppliers are knowledgeable and 
proactive when it comes to compliance. 
They are not “complacent” when it comes 
to those rules, Parker explains, “but in-
stead embrace compliance initiatives, 
invest in their people to make sure they 

are informed about international 
regulations governing health care 
meetings, and commit to a cre-
ative approach, despite the obvi-
ous budgetary limitations. Com-
pliance does not mean innovation 
should be stifled.”

Medical Communities
Apart from the proficiency of 

local suppliers to accommodate 
these needs of medical groups, a 
secondary advantage that a city 
can offer is a robust medical com-

munity. Among the standout cities in 
this regard are Orlando, with its Medical 
City in Lake Nona under development; 
Philadelphia, with its dynamic biotech 
startup scene; and Cleveland, with its 
Global Center for Health Innovation. 
The presence of these companies and 
facilities can mean stronger local at-
tendance for client-facing meetings, the 
availability of medical institutions for 
offsite events, as well as the possibility 
of culling speakers from the institutions. 

“These resources are advantageous for 
medical groups meeting in these cities 
as they offer access to a larger pool of key 
opinion leaders and facilities that enable 

showcasing medical, surgical and hospi-
tal goods,” adds Parker.

For example, management consulting 
firm Stafford Snyder found Cleveland’s 
local medical facilities advantageous 
when holding its health care executive 
conference, Disrupted Healthcare, in 
the city last September. The Global Cen-
ter for Health Innovation has 27 tenant 
partners, including HIMSS, Siemens 
Healthcare, Philips Healthcare, Cardinal 
Health, GE Healthcare and the Cleveland 
Clinic. Stafford Snyder was able to utilize 
several speakers from tenant companies. 
According to Dave Johnson, director of 
public relations and communication for 
the FirstMerit Convention Center of 
Cleveland and Global Center, “Health 
care is far and away the leader in terms 
of events that we host; 27 percent are 
health care related. The Global Center 
hosted over 300 meetings last year, all 
health care related, primarily in the ten-
ant partner suites.” Half of those events 
took place in the fourth-floor HIMSS 
Innovation Center.

An indirect benefit of the presence of 
numerous health care companies and in-
stitutions is that it tends to promote an 

awareness of the industry among local 
hoteliers and DMOs. For example, Paige 
notes that Newport Beach, California, 
is up-and-coming in the medical meet-
ings arena, an initiative spurred in part 
by the medical community surrounding 
the venerable Hoag Hospital. “It’s really 
driven them to understand that environ-
ment,” she says. “So while (the presence 
of a strong medical community) may 
not be the first thing a buyer thinks of, 
I believe suppliers may have a better un-
derstanding (of the medical meetings 

market) if they have a strong medical 
community. Visit Newport Beach, for 
instance, is making sure that all of their 
hoteliers have the HMCC, and so they 
attend shows like the Global Pharma-
ceutical and Medical Meetings Summit 
and the Pharma Forum where the cer-
tification is offered, and they addition-
ally exhibit there.”

The Perception Factor
The initiative Newport Beach has 

taken may compensate for its “resort” 

Citywides: The Challenge of Finding Meeting Space
The country’s biggest hubs for medical association meet-

ings naturally draw health care companies seeking to reach 
potential clients. While there is a great deal of business 
opportunity at these conventions, the massive draw these 
events have can make it difficult to find a suitable gathering 
space outside the convention center to conduct business — 
with hundreds of companies trying to do the same thing.

It’s a challenge with which Christine M. Eggert, office 
manager and manager, IT with Ewing Township, New Jersey-
based Celator Pharmaceuticals Inc., is quite familiar. “We 
are a startup biopharmaceutical company, and we feel 
that it’s important to participate in the really large industry 
conventions,” she says. “So the big one that we always have 
participated in is the annual meeting of the American Society 
of Hematology, which took place this past year in Orlando. 
We sent most of our clinical team to man the booth, and 
my challenge, more so than in past years, was to try to find 
a venue for a big block of people.” The venue had to be as 
close to the Orange County Convention Center as possible 
and, given that Celator is still in the startup phase, as cost-
effective as possible.

“We want the opportunity to get the word out to the thou-
sands of clinicians in attendance about our products. Lately 

being the norm is trying to find a meeting room where we 
can meet with other people while we’re in the area. We have 
used hotel meeting rooms, but the problem is that when 
you’re using the housing bureau for the conference they get 
booked up super quick,” Eggert explains. “So we often wind 

up using a suite, but it’s got to be one where 
there is a living room area with a table so we can 
actually have the meetings there and we have flex-
ibility that way.”

While the CVB and hoteliers can be helpful in 
making venue suggestions, oftentimes booking 
requests must go through the convention’s hous-
ing bureau. That is the case in Chicago, where 
Celator attends the American Society of Clinical 
Oncology’s convention. “It is extremely difficult 
to try to go on your own to try to book something 
outside of the bureau,” says Eggert. “They want to have 
complete control of the city, so they lock down the city, a con-
siderable amount of the hotels and even the meeting rooms. 
And if you don’t go through the housing bureau, you’re not go-
ing to be able to get a nice, comfortable room for your staff 
and you’re not going to be able to find let’s say a boardroom 
where you could have a meeting.”

In order to avoid having to meet clients in lobbies, Eggert 
recommends booking a space with the bureau “just to have 
something because you can always cancel (free of charge) up 
to 72 hours before arriving. Then on my own I look outside of 
(the bureau) for any place that would be more feasible, may-
be closer to a potential client. If I am fortunate enough to 
find something, I’ll cancel the housing bureau reservation.”

She also advises planners to be on the ball when it 
comes to booking rooms through the convention’s Web por-
tal. “I’ve found through experience that I have to log in five 
minutes before (the scheduled opening time for the portal) 
to hope they open it quick enough that I can get in and book 
something,” she says. “Because if I wait until it opens, every-
body tries to get into the portal and it crashes. Then by the 
time I try to go in again everything’s booked already.”

Also important to bear in mind is that some of the confer-
ences require online registration before allowing access to 
the booking portal for lodging, so that takes extra time that 
must be factored in.  — PS

Christine M. Eggert, Office Manager and Manager, IT
Celator Pharmaceuticals Inc., Ewing Township, NJ

“(The convention’s housing 
bureau) wants to have complete 
control of the city, so they 
lock down...a considerable 
amount of the hotels and 
even the meeting rooms.”

The Celator Pharmaceuticals booth at the American Society of 
Hematology’s annual meeting in Orlando.

Orlando’s 650-acre health and life sciences park Medical City in Lake Nona.

Taya Paige
Business Development Manager
ITA Group
El Segundo, CA

“(CVBs) can insist 
with their hoteliers 
that if you’re 
handling pharma, 
you need to obtain 
this compliance 
certification.”

The Hilton Chicago Hotel is one example of hotels 
that offer specialized sales and marketing teams 
familiar with medical meeting compliance issues.
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image, which can be a deterrent for 
medical groups bringing in HCPs. “The 
perception factor is a key component, 
especially for meetings where HCPs are 
in attendance,” says Parker. But the con-
cern tends to apply more to hotels than 
destinations. “For my clients, if there is 
‘resort and spa’ in the property name, we 
are not to select that or even send out a 
bid,” says Wilcox. “Some hotels will even 
(identify as) a four star vs. five if they re-
ally want to go after pharma groups, or 
they will change the name of their hotel 
(to exclude ‘resort and spa’),” Paige adds.

Nashville Experience
One of Nashville’s primary meeting 

hotels balances “resort” with “conven-
tion center” in its name: the Gaylord 
Opryland Resort & Convention Center. 
Health care IT company eClinicalWorks 
found the Gaylord to be an ideal ho-
tel partner, in part due to its ability to 
handle the numerous breakouts medi-
cal meetings are known for. Within 
the hotel’s 700,000-plus sf of function 
space, eClinicalWorks staged 120 break-
outs in eight concurrent sessions for its 
2015 National Conference, bringing in 
thousands of doctors, office managers, 
physician’s assistants and others med-
ical professionals.

Nashville itself was quite appealing to 
the group. “Our attendees loved going to 
Nashville, everything from the Southern 
hospitality to the entertainment op-
tions,” says Jennifer Moore, event team 
lead at eClinicalWorks. “We always pro-
vide opportunities for our attendees 
to enjoy the city itself.” The Nashville 
Convention & Visitors Corporation as-
sisted with information booths at the 

meeting so attendees could 
learn of various free-time en-
tertainment options.

The historic Grand Ole 
Opry served as the site for 
eClinicalWorks’ keynote 
speech, given by the compa-
ny’s CEO and founder. “Hav-
ing the keynote at the Grand 

Ole Opry is a bucket-list item, you feel 
like you’re part of history,” says Moore. 

“For us to be there and see the gold al-
bums on the wall and to know that Dolly 
Parton sang on this stage, it was magical 
in a lot of ways. People truly loved it.”

The city also has a vibrant medical 
community, including HCA Healthcare 
and Lifepoint Health, companies that 
are clients of eClinicalWorks. “They truly 
appreciated the fact that we were in their 
hometown, and we were very proud to 
be in their hometown,” says Moore. “I 

don’t think (their presence in the city) 
made us choose to go there, but it was 
one of the added perks. People (from 
those companies) knew we were there 
and that allowed them to bring more at-
tendees and welcome us to their city.”

Los Angeles Option
Like other top medical meeting des-

tinations, Los Angeles has a rich in-
frastructure of medical organizations, 
including UCLA Health, Orthopaedic 
Institute for Children, Los Angeles Bio-
medical Research Institute and the Los 
Angeles Medical Center. And opening 
in August in the heart of UCLA’s cam-
pus is the new 254-room UCLA Meyer & 
Renee Luskin Conference Center, which 
will host medical meetings in 25 meeting 
rooms and a total of 25,000 sf of meeting 

space, equipped with advanced AV and 
videoconferencing technology.

Genetic testing company Natera, 
based in San Carlos, California, finds L.A. 
to be ideal for its consultant board meet-
ings and national sales meeting.

“We have several employees and doc-
tors (flying in from overseas) and we 
try to look for locations where airports 
have lots of direct flights, so that’s one 
component. And L.A. has a major air-
port that’s easy to get to,” notes Connie 
Cruz, MAE, marketing manager, global 
events. “L.A. also has great nightlife and 
a lot of activities, so that way after the 
meetings are done there are many op-
portunities for our doctors and our em-
ployees to also have fun without having 
to travel very far.”

Accordingly, Cruz looks for hotels that 
are in walking distance of entertainment. 
She also needs hotels to be flexible with 

logistical details and support a signifi-
cant number of breakouts. “We can have 
last-minute room list changes because 
the doctors have a lot of last-minute 
requests,” she says. “We use 300 guest 
rooms (for the national meeting) and we 
need anywhere between 20–25 break-
out rooms. Our group likes a lot of small 
breakout rooms, and finding a hotel that 
can meet that is important.”

Cruz has found the 628-room Loews 
Hollywood Hotel, with 76,000 sf of flex-
ible meeting space, to be accommodating 
on all these counts. Yet another site cri-
terion has become a familiar one in the 
industry: the ability and willingness to 
work within compliance guidelines. Na-
tera became a public company in July, 
Cruz notes, and the “pharma code is new 
territory for us.” C&IT

HCA Healthcare 
and Lifepoint 
Health “truly 

appreciated the 
fact that we were in 

their hometown.”

Jennifer Moore
Event Team Lead

eClinical Works
Westborough, MA

The UCLA Meyer & Renee Luskin Conference Center will open in August.
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PLANNER GUIDE

Part of the greater metropolitan area called 
The Valley of the Sun, Scottsdale embodies 

everything that name conjures up — a stun-
ning valley edged by mountains under deep blue 
skies with the bright Western sun shining down. 
Upscale and the epitome of modern sophistica-
tion, Scottsdale also celebrates its Western roots 
in Old Town, where some of the city’s top res-
taurants can be found alongside galleries and 
eclectic shops.

That’s just the start of its diversity. Heather Hu-
som, DMCP, general manager of Scottsdale-based 
Hello! Arizona Destination Management, says, “A 
planner may bring the same group several years 
in a row, yet each year the guests will be in awe of 
the experiences and discoveries to be made.”

She notes that incorporating local culture, for 
example, has almost endless possibilities. “It may 
include entertainment such as Native American 
storytellers or hoop dancers, an all-female ma-
riachi band, an aura reader, potbellied pig racing, 
state historians or a foot rodeo.”

Ditto activities. Of course there’s riding hors-
es and learning about cowboy life, Husom notes, 
and there are historic native ruins and ancient 
petroglyphs that provide insight into the past. 

But, she adds, groups also can book four-wheeling 
adventures in the desert in a variety of vehicles, 
from Jeeps and Hummers to a military-grade 
Tomcar off-road vehicle, and there’s rafting, fish-
ing, kayaking and even drone shooting, too.

And because Scottsdale is “the embodiment 
of casual elegance,” Husom says it’s possible to 
create extraordinary events on the desert canvas.

“We recently had a client who wanted a unique 
evening to reward top producers and make them 
feel incredibly special. The group had a history 
of fine dining, so we created a sensational des-
ert dining experience of a lifetime. We built 20 
tasting tables, each to seat 12–15 people. Each 
custom table had its own décor, menu, wines and 
its own award-winning chef who prepared a four-
course dining experience under the stars — 20 
chefs at 20 tables.

“Each table featured a menu to showcase the 
chef ’s signature dish plus a pre-selected wine 
pairing to enhance the culinary experience. The 
artistry of the individual chefs coupled with the 
individual table décor, entertainment and the 

Arizona is a place where the term “larger than life” might have 
originated. The scale of grandness here is off the charts, start-
ing with the mother of all grand things, the Grand Canyon. 

Even Arizona’s state flower is, by comparison to most flowers, larger 
than life, blooming as it does on those soaring towers of the Sonoran 
Desert, saguaro cactus.

Some of the state’s most famous, and infamous, characters loom 
large in our history and collective imagination — Wyatt Earp, Doc 
Holliday, Geronimo and Cochise, among them. Arguably the most 
famous shootout in American history, the gunfight at the O.K. Cor-
ral, took place in Tombstone, Arizona, and the incident still conjures 
up the very essence of the Wild West, a place where those who were 
strong enough, fast enough, smart enough, brazen enough and bold 
enough could not only survive but thrive — at least long enough to 
make a fortune or a name for themselves…or both.

The inherent wildness of the West lives on in the vast landscapes 
of the Sonoran Desert and in the culture and history of Native Ameri-
cans and cowboys, which visitors can tap into; however, brand-spank-
ing new, trending and sophisticated define the state, too.

The combination of all the above makes Arizona a compelling meet-
ing destination — that and glorious weather much of the year. As 
for summers, budget-friendly options pair nicely with AC, and most 
desert evenings cool down to surprisingly pleasant temps. Beyond all 
that, each city and region also brings its own special something to the 
meeting table.

Where Planners Create Exceptional 
Events on the Desert Canvas

By Christine Loomis
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Amidst 53 acres of spectacular desert beauty, 
discover a variety of indoor and outdoor spaces for 
guests to meet, collaborate and socialize. Ask about 
Sanctuary’s Meet at the Top offer including:

• VIP welcome with refreshing lemonade upon arrival
• 15% off Spa treatments Sunday–Thursday
• Waived $32 resort fee
• One Mountain Suite upgrade at group rate for 

every 25 rooms occupied
• Complimentary WiFi, parking, in-room coffee  

& tea service, and spa facility and fitness  
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*Available May 1–September 14, 2016 for groups of 10 or more 
rooms nightly; not valid with any other offer. Pilates reformer and 
indoor cycling excluded from fitness center access.

M e e t i n g s  m a d e 
m e m o r a b l e .

480.607.2350 | SanctuaryAZ.com | Scottsdale, AZ

Redefining Luxury.
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backdrop of an Arizona sunset mesmerized our 
guests,” Husom says.

The event was a huge success, but it’s just one 
of countless possible custom experiences to be 
found or created in the Sonoran Desert.

Scottsdale accommodations range from mod-
erately priced hotels to opulent resorts. A favorite 
is The Westin Kierland Resort & Spa, which brings 
the region’s Scottish heritage into the mix with 
a resident bagpiper who plays to the sunset each 
evening, and a Scotch Library where individuals 
and groups can learn, among other things, about 
Scotch pairings and taste from an extensive col-

lection of fine Scotch whis-
ky, both blended and single 
malt. There are even a few 
very rare bottles among the 
more than 200 labels.

Ed Siegel, president of 
Pittsburgh-based EBJ Con-
sultants Inc., brought the 
IMARK Group Inc. to The 
Westin Kierland for the 
company’s 2012 annual 
meeting. Based on the suc-
cess of that meeting, the 
group is booked at the re-
sort for its 2016 annual 
meeting, which will take 
place in October.

“Scottsdale has just about 
everything we look for in a 
meeting destination: great 
and dependable weather, a 
very good airport with non-
stop service from many of 

our participants’ home cities, excellent optional 
dining and shopping opportunities, and an enor-
mous number of quality golf courses for our very 
avid players,” Siegel says.

The resort met the group’s requirements for 
“superior meeting space, a large number of upscale 
sleeping rooms in an easily accessible area, high-
quality recreational facilities and a reasonable rate 
during the high-demand convention season.” Its 
walking distance to Kierland Commons and Scott-
sdale Quarter was a bonus.

Siegel says The Westin Kierland’s sales team 
and staff were also factors. “Tracy Davies and Lara 
Anderson made us feel welcome and comfortable 
during the negotiation process, and were very vis-
ible and helpful in follow-up during our weeklong 

conference. The staff of the golf shop, headed by 
Nancy Dickens, could not have been more profes-
sional or helpful to both myself and our guests, 
before and throughout our stay.”

The group utilized a large number of breakout 
rooms and the Kierland Grand Ballroom for the 
two-day, one-on-one sessions and group banquets. 
The Marshall’s Outpost area worked well for the 
outdoor welcome dinner, which included more 
than 700 guests. Siegel says many of the attendees 
used the Agave Spa, and a large number of golfers 

“thoroughly enjoyed the very fair yet challenging 
golf” on the resort’s Troon-managed course.

“Since our meeting in 2012 was such a success, 
there is very little that we plan to change for this 
year’s meeting,” Siegel notes. “We did add enter-
tainment to our welcome dinner at Marshall’s 
Outpost, where we once again expect over 700 
guests to enjoy a warm October evening in an 
outdoor setting.”

Siegel advises planners considering the prop-
erty to reserve the space as far in advance as 
possible. “The hotel is extremely busy during 
the high seasons and is even heavily booked in 
the traditionally slower seasons of winter and 
summer,” he says.

Phoenix
There’s so much new in Phoenix, especially in 

the downtown area, that planners may have a 
hard time keeping up. Within a mile of the Phoe-
nix Convention Center are more than 3,300 hotel 
rooms with an additional 320 coming in 2017.

Occupying the historic former Professional 
Building, Hilton Garden Inn Phoenix Downtown 
melds art deco architectural details with a stylish 
design and stellar location. In April, the Lexington 
Hotel reopens as FOUND:RE, a property centered 
on local and modern art. Lurhs City Center Mar-
riott will open this year downtown, featuring two 
Marriott brands, a Courtyard and a Residence Inn. 
Just north, The Camby, its name a nod to hori-
zon-defining Camelback Mountain, offers more 
than 20,000 sf of meeting space and a look that’s 
timeless, bold, innovative and contemporary all 
at once. Perhaps most interesting, Phoenix now 
has the state’s first and only distillery using lo-
cally grown grain. Arizona Distilling Company 
won a double gold in one prestigious competi-
tion for its Desert Dry Gin. Ask about private 
tours for groups.

Greater Maricopa County: Mesa, 
Carefree and Paradise Valley

Maricopa County doesn’t end with Phoe-

The Acacia Course at The 
Westin Kierland Resort & Spa.
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From the newly-renovated Casitas and 

restaurants to the new Latilla Ballroom 

drawing inspirational desert views into 

your meeting, the Boulders Resort is a 

place of unprecedented beauty. Inquire 

about our Summer Meeting Packages.

480.488.9009  |  theboulders.com

Valley of the Sun
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nix and Scottsdale. It has an embarrassment of 
riches when it comes to hotels and resorts, and 
its towns showcase the diversity of the extended 
metropolitan area.

Arizona’s third largest city covers 133 square 
miles. Sitting 20 miles east of Phoenix and less 
than 12 miles from Sky Harbor International Air-
port, Mesa prides itself on offering planners the 
Arizona experience they want for their attendees 
— at a lower cost. The city’s multitude of lakes and 
rivers and its proximity to Tonto National For-
est make it easy to incorporate Arizona’s natural 
landscapes into a meeting via offsites and team-
building options. Mesa hotels include 5,452 guest 
rooms and 140,000 sf of meeting space; some 
have adjoining conference centers.

Among the city’s stellar venues is Mesa Arts 
Center, with performances, meeting spaces and a 
host of programs, including immersion art expe-
riences and options for spouses and teambuild-
ing. Several area museums have meeting space 
and education opportunities, particularly related 
to native cultures, and Visit Mesa’s Fresh Foodie 
Trail takes attendees to local farms, gardens, a 
dairy, a winery and mills in Mesa and neighboring 
Gilbert and Queen Creek, as well as to farmer’s 
markets and food-truck events.

Thirty-five miles north of Phoenix, Carefree 
encompasses 8.9 square miles of spectacular na-
ture. The Boulders Resort & Spa has thoroughly 
embraced its landscape and made it part of the 
resort experience — a bonus for guests and for 
planners looking to inspire attendees and incen-

tive qualifiers. The resort encourages attendees to 
get out of meeting rooms and into its 1,300 acres.

Options include Cowboy for a Day programs 
and a culinary hunt via golf cart where every 
clue leads to a striking vista and interesting cu-
linary bites. The resort offers a glowing hot-air 
balloon and nighttime vertical rides above its 
golf course, and foraging for edible goodies un-
der the guidance of a master gardener. Wellness 
programs include outdoor yoga and brain-fitness 
classes, as well as a group shamanic experience 
for spiritual growth. Perhaps the most endearing 
option is inviting Miija and Burrito, the resort’s 
two “beer burros,” to a group’s reception where 
they offer beer from their saddlebags and memo-
rable photo ops.

Paradise Valley, 14 miles northeast of Phoe-
nix, is known for its dramatic mountains, in-
cluding Mummy Mountain in the central valley 
and Camelback Mountain to the south. It is also 
known among C-suite execs and high-end incen-
tive groups as home to Sanctuary Camelback 
Mountain Resort, where luxury, privacy and ex-
clusive amenities provide a top-tier experience. 
The resort’s private homes offer a combination of 
luxury lodging and a venue for intimate gather-
ings and high-level meetings, and they’re close 
to all the resort offers. Debuting this month is 
the Spa House, a 3,500-sf, four bedroom private 
hideaway for executive corporate gatherings and 
featuring in-home spa services. Nearby are four 
new 875-sf casitas. ■

A gathering in the Herb Garden at the Boulders.

A rendering of the new Spa 
House debuting this month 

at Sanctuary Camelback 
Mountain Resort.
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*Offer is based on availability. Discount applies only to master-billed rooms. 
Terms & Conditions apply. © 2016 Starwood Hotels & Resorts Worldwide, 
Inc. All rights reserved. Westin is a registered trademark of Starwood Hotels 
& Resorts Worldwide, Inc., or its affiliates.

BECOME A PLANNER WITH PRIVILEGES

Designed with your group in mind, The Westin Kierland provides all the services and 

amenities you need to hold a successful meeting or event. Set within 250 pristine acres, 

our full-service resort boasts views of the McDowell Mountains and features more than 

200,000 square feet of indoor and outdoor event space. The possibilities are limitless.  

Book a meeting or event at The Westin Kierland by June 30, 2016, for a program  

happening anytime in 2016 and receive a 5% discount on master-billed rooms.

FOR MORE INFORMATION,  
VISIT KIERLANDRESORT.COM OR CALL 480.624.1000
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Tucson has its own compelling geological 
drama, surrounded as it is by five mountain 

ranges. It sits at 2,643 feet above sea level and is 
one of the sunniest cities in the nation. In addi-
tion to miles of paved bike paths, Tucson also has 
more than 300 miles of mountain biking trails 

and many more miles of trails for hikers, horse-
back riders and shared use, giving outdoor enthu-
siasts plenty to do when business wraps up — no 
wonder the city draws 7 million visitors annually.

Tucson’s historical roots include Hohokam 
people who lived and farmed in the valley for 
4,000 years, Spanish missionaries, soldiers, Mexi-
can families, Western expansionists and others. 
The rich cultural mélange gives Tucson a color-
ful vibe, and planners will want to bring some of 
that culture into meetings to provide a compel-
ling sense of place.

The city and surrounding area have no lack 
of meeting-friendly hotels and resorts to choose 
from, and there are ranches where groups can 

mix business with authentic ranch activities that 
foster teambuilding and leadership training. At 
White Stallion Ranch, for example, groups can 
participate in Wisdom Horse Coaching, a highly 
interactive leadership program that requires no 
previous equestrian experience. There also are re-
sorts with phenomenal golf and tennis facilities, 
The Westin La Paloma Resort & Spa and Loews 
Ventana Canyon Resort among them.

Hotel updates in Tucson include the historic 

The Fiesta de los Vaqueros Tucson Rodeo, Tombstone 
street performers and Old Tucson Studios (opposite 

page) capture the Wild West spirit of Tucson.

The Desert Diamond 
Casino & Hotel offers 
options for private group 
entertainment and events 
in the Monsoon Night Club.
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HERE, MEETING GUESTS STAY  
TOGETHER AND PLAY TOGETHER.

866.DDC.WINS | f l | DDCAZ.COM | TUCSON | NOGALES HWY. 1 MILE S. OF VALENCIA RD.
Must be 21. Please play responsibly. An Enterprise of the Tohono O’odham Nation.

Make the time after the meeting all it should be – a chance to get to know people. 
Grab a drink at the lounge, bond at the blackjack table or have some laughs over 

dinner. Of course your meeting will be first-rate too. We are located minutes 
from the Tucson International Airport with over 20,000 square feet of 

meeting space. We o�er state-of-the-art audio/visual equipment, 
in-house A/V technicians, full banquet service and an entire 

sta� dedicated to every detail. 

Visit ddcaz.com or email hotelsales@ddcaz.com 
to book your perfect event.  

Or Call 877.294.7777 | 520.342.3030.

Experience the possibilities.

40098 DDCAZ Hotel Sales Ad APPROVED.indd   1 3/18/16   11:10 AM
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Tucson landmark Hacienda Del 
Sol Guest Ranch, which just 
completed a multimillion-dollar 
expansion that added 32 guest 
rooms and a new 5,100-sf event 
space, the Casa Luna Ballroom.

Hilton Tucson El Conquis-
tador Golf & Tennis Resort 
embarked this spring on the 
largest makeover in its 34-year 
history. Renovations of all 428 
guest rooms and the lobby will 
be completed by spring 2017. 
Started last fall and completed 
this spring was a redesign of the 
pool area and the addition of 
new courtyards.

Miraval Resort & Spa recently introduced a 
program that offers a new taste of the area — an 
immersive beekeeping experience led by a local 
resident professional beekeeper. Participants 
don protective gear and harvest honey; partake 
in a tasting of local honeys; and learn all the 
buzz on bees’ role in our ecosystem through a se-
ries of lectures.

Desert Diamond Casino & Hotel adds some-
thing else to the meeting experience. Owned by 
the Tohono O’odham Nation, Desert Diamond is 
a place where attendees can enjoy gaming in their 
free time, but also where they can experience na-
tive culture firsthand. Planners can incorporate 
a traditional basket-dance performance into 
receptions or learn about and taste traditional 
native foods at a local co-op farm. The Mission 
San Xavier del Bac, a historic Spanish mission on 
the Tohono O’odham San Xavier Indian Reserva-
tion, provides insight into the history of missions 
throughout the Southwest.

Marana
In Marana, just west of Tucson along I-10, 

are more choices for planners. To start, Marana 
is home to the AAA Five Diamond Ritz-Carlton, 
Dove Mountain, with more than 40 options for 
meeting and function space, from ballrooms and 
boardrooms to outdoor venues with the Tortolita 
Mountains as backdrop.

Groups can participate in such activities as 
cooking classes, nighttime golf, guided rock art 
tours to discover ancient Hohokam petroglyphs, 
geocaching hikes, cactus discovery tours and as-
tronomer-guided stargazing, to name a few,  all 
of it enhanced by Ritz-Carlton’s impeccable ser-
vice and upscale amenities. Attendees also can 
gain some cultural inspiration during a nightly 
Spirit of Adventure Celebration that features a 
Native American flutist performing from the sur-
rounding Tortolita Foothills.

To more meaningfully connect with the local 
community, The Ritz-Carlton, Dove Mountain 
also offers VolunTeaming programs, which com-
bine teambuilding activities with community 
service volunteer activities.

Marana is more than an adjunct to Tucson. 
The city has its own draws including easy access 
to Phoenix Sky Harbor International Airport 
(100 miles) and Tucson International (31 miles), 
as well as its own regional airport where private 
jets can touch down and their passengers can be 
at five-star resorts in minutes.

Toby Parks, tourism and marketing manager 
for Discover Marana, a local DMC, says, “Been 
there, done that? Check out Marana. As the 
gateway to Southern Arizona, Marana is brim-
ming with adventure, excitement and fun for the 
whole family or the most serious of meetings.”

Among the city’s highlights, Parks points out, 
are an array of accommodations from five-star 
to mid-range hotels, venues for every possible 
purpose, outstanding local restaurants and ca-
tering, easy-to-navigate roadways, easy access to 
I-10 and exceptional recreational activities — es-
pecially in the Tortolita Mountains.

“The Tortolita mountain range offers na-
tionally recognized hiking and biking trails,” 
Parks says, “and a visit to awe-inspiring Sagua-
ro National Park provides memories that will 
last a lifetime.”

The national park is home to the nation’s larg-
est cactus, the giant saguaro. Although it’s found 
in only a small portion of the United States, this 
desert giant is a singular symbol of the American 
West, especially when silhouetted against a bril-
liant orange sunset. ■

The Ritz-Carlton, Dove 
Mountain (top) offers a 

slate of localized activities 
for groups that want to 

experience the wonders of 
the Southwest, including 

astronomer-guided stargazing.
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Sedona is a four-season destination with 
typically balmy temperatures and 300 

days of sunshine annually. Add its famously 
rose-hued rocks, widely acknowledged spiritual 
connections and a location almost halfway be-
tween Phoenix and the Grand Canyon, and it’s a 
destination with powerful drawing potential.

Sedona offers a range of resorts and hotels to 
meet a planner’s needs and easy access into a sur-
rounding landscape that can be described with-
out hype as breathtaking. It effortlessly provides 
what incentive groups are looking for — “wow” 
and all. But it’s also an ideal site for an executive 
retreat, a corporate teambuilding event or a lead-
ership training session. Phoenix’s airport is just 
two hours away.

For those who may not make it as far as the 
Grand Canyon, Sedona offers its own smaller but 
incredibly beautiful Oak Creek Canyon, which sits 
within Coconino National Forest. The red-rock can-
yon gives visitors plenty to do, from hiking to fish-
ing and swimming in Oak Creek. Slide Rock State 

Park, within the canyon, is a must-visit for outdoor 
enthusiasts, kids and kids-at-heart. The famous 
natural slide on the creek was named by USA To-
day as one of the nation’s 10 best swimming holes.

It is Sedona’s more mystical elements, how-
ever, that set it apart. It’s said that powerful 
vortexes in the area emit energy that has a posi-
tive effect on all who come in contact with it. 
Sedona is known as a place of spiritual healing 
where meditation and self-exploration enhance 
personal growth. Many visitors feel that Sedo-
na is inspiring and rejuvenating, a place that’s 
good for body, mind and spirit. Those elements 
may make it ideal for leadership sessions, which 
require self-reflection and openness to doing 
things in new ways. Life coaches, spiritual coun-
selors and shamans are all on hand to offer their 
expertise. Whether one believes in the specifics 
of Sedona’s mystique or not, there is no question 
that its incredible natural beauty will inspire any-
one who visits.

Among Sedona’s most inviting properties is 
aptly named Enchantment Resort, tucked into a 
red-rock canyon where the juxtaposition of grand 
geologic formations and luxury amenities wields 
a seductive power. It makes a planner’s job easy 
— attendees need no coaxing to come here. En-
chantment Resort’s Meeting Village was designed 
with flow of space in mind. The Village Terrace 
is the centerpiece, situated perfectly for al fresco 
dining. Spanning 5,100 sf, the grand Anasazi Ball-
room with adjacent foyer, boardroom and busi-
ness services center is ideal for general sessions. 
And the Juniper House, a separate space replete 
with fireplace and exposed beam ceilings is a 
comfortable “war room” for event planners seek-
ing both privacy and proximity. Ample breakout 
space is available opposite the terrace in the Aga-
ve and Ocotillo Ballrooms, along with the exqui-
sitely designed Manzanita Executive Boardroom.

In addition to the award-winning spa and a 
golf course surrounded by 100,000 acres of Co-
conino National Forest, Enchantment offers a 
wealth of group activities, including rugged jeep 
tours, horseback riding, hot air ballooning, air 
tours of Sedona and the Grand Canyon, private 
train excursions, hiking and mountain biking, 
archeological site tours and more. ■

The stunning view from 
Enchantment Resort’s 

signature restaurant, Che-
Ah-Chi, the Apache name 

for Boynton Canyon.
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Arizona’s Powerful Sense of Place
In total, Arizona is home to three national parks — Grand Canyon, Saguaro and Petrified For-

est — and 14 national monuments, plus numerous national forests, recreation areas and historic 
sites. All are able to add immeasurably to a meeting experience by providing attendees with a 
deep sense of place via immersion in the powerful natural landscapes of the West.

As if that weren’t enough for meeting planners to put Arizona at the top of their destina-
tion lists, Husom adds this: “Three hundred thirty sunny days a year, friendly locals, inspiring 
sunsets, vibrant nightlife, fine dining, wine bars, microbreweries, world-class resorts, historical 
properties, Western ranches, destination spas and the best Prickly Pear Margarita you will ever 
taste — those are just a few reasons for a planner to consider Arizona.”  C&IT
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enchantmentresort.com  |  855-625-6231 
525 Boynton Canyon Road, Sedona, AZ 86336   

Your top performers will feel privileged. 
As it turns out, they are. 

Unlimited outdoor opportunities. 13,000 sq. ft. of dramatic interior 
space. And exclusive access to two world-class amenities—the 
awe-inspiring Seven Canyons golf course and the award-winning 
Mii amo, a destination spa. If ever there was a meeting venue to 
reward your most valuable players, this is it.

Sedona
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There may be no such 
thing as a perfect 
meeting. Even with 

the best of efforts, every event will have 
its flaws. But at the same time, many 

“goofs” can be avoided with a combina-
tion of foresight and 
adequate follow-up.

Here’s an overview 
of some of the most common mistakes 
encountered by meeting planners, 
along with tips for avoiding them.

Some goofs start well before a meet-
ing takes place, according to Gladi Colon, 
CMP, assistant director of events and 
catering at the Waldorf Astoria Orlando 
and Hilton Orlando Bonnet Creek. She 
says that waiting too long before mak-
ing arrangements with meeting venues 
is a very common mistake.

“Some planners take for granted how 
long it takes to create the meeting spec-

ifications,” she says. “Don’t wait until 
the last minute.”

Instead, she suggests creating a 
“shell” to use for every meeting and 
then updating it as information be-
comes available. “When meeting speci-
fications are due to the hotel or venue, 
it’s easier to send what you have instead 
of burning the midnight oil trying to 
make the deadline,” she says.

Colon notes that another question-
able move is assuming that signs can be 
placed anywhere.

“Sometimes groups do not acquire 
their foyer space as early as they would 
like in order to place group-specific 
branding,” she says. “It’s a good idea to 
talk to a contact at the venue or hotel 
early on to get their advice on the best 
places for signage and when it can be 
installed.” Similarly, it’s also wise to 
ask if the hotel has any restrictions on 

where signage can be placed. “If you 
are able to make it to the venue before 
the event, plan a walk-through with a 
map and mark on the areas the optimal 
placements of signage,” she says.

F&B Timelines Are Key
Inadequate meal planning is another 

avoidable problem. “Check your venue 
contract to see when your menu selec-
tions are due so you can develop a plan 
to stay ahead of the decision deadlines,” 
Colon advises.  “You should connect 
with your catering manager three to six 
months out from your event to review 
your catered events on a high level.” 
Initially, she says, that would mean 
having an in-depth conversation with 
your catering manager to ensure that 
the right spaces have been reserved for 
your catered meal functions, and that 
the anticipated number of attendees 

How to Avoid Those Dreaded Meeting Goofs

Meeting Planning for each event is correct. Three months 
prior to your event, confer with the ca-
tering manager to review menu needs, 
especially if planning custom menus, 
to allow the chef ample time to create 
something special for the group. To 
avoid problems related to individual 
dietary needs, Colon suggests polling 
attendees during the registration phase 
to see if they have any dietary restric-
tions and then incorporate the results 
in meal planning. When working on 
menu development, also take care of 
budgetary planning.

“Every hotel and every state is differ-
ent,” she says. “Some states require that 
a service charge or gratuity be taxable, 
which will affect the budget.  And don’t 
forget to start working on room set-up 
diagrams well in advance, providing op-
portunities for creativity, modifications 
and fire marshal approval.”

Carolyn Davis, CMP, owner of Stra-
tegic Meeting Partners, a full-service 
meeting and event management servic-
es company in San Diego, says careful 
planning can help avoid problems with 
food. For example, it can be a challenge 
if attendees are asking for vegetarian, 
gluten-free, peanut-free or other spe-
cial diet menus onsite.

“Avoid problems with food by re-
questing special dietary needs on the 
registration form,” she says. “Or if this 
didn’t happen, then request this infor-

mation upon check-in onsite and re-
quest allergies only.”

She also suggests notifying the 
conference service manager as soon 
as possible and creating special diet 
cards that attendees can hand to the 
waitstaff at each meal. With buffets, 
dishes can be labeled with any special 
dietary considerations.

Assumptions Lead to Goofs
Nathan Karsten, director of sales 

and marketing at the Hilton Chicago/
Oak Brook Hills Resort & Conference 
Center, notes that failing to consider 
meeting needs from a supplier point of 
view can be problematic.

“Make sure the supplier has a full 
understanding of your 
needs,” he says. “Is this cor-
porate training, year-end 

in review celebration or a new product 
roll-out that is exciting?” He says it’s 
important to paint a picture of your 
expectations to ensure all parties are 
on the same page.

Karsten also points to inattention 
to technical needs as a serious short-
coming. “This component has become 
more important than food,” Karsten 

says. “AV can make a presentation last 
in one’s memories, and slow Internet 
can kill a presentation.”

Many of the most common goofs 
seem to come from that all-too-easy 
practice of making assumptions.

“We have found that a common 
mistake meeting planners make is to 
assume that amenities, such as audio-

visual, are included with 
meeting room rentals,” 

says Suzan Carabarin, di-
rector of conference ser-

vices at Asilomar Confer-
ence Center in Pacific Grove, 

California. “They are often 
surprised after contracting 

with us that various amenities 
aren’t included because they 
didn’t read the contract.”

Too, relying on information that 
might be outdated is almost a sure bet 
to lead to difficulties.

“We had a group that was hosting a 
company meeting,” Carabarin recalls. 

“When planning for the event they 
referenced data from a past event as 
the guideline for room reservations, 
food and beverage, and so forth. Un-
fortunately, they hugely overestimat-
ed attendance and ended up paying 

Mistakes  
Happen

Tips for Goof-Free Meetings
Hugo Slimbrouck, director of strategic partnerships, Ovation 

Global DMC, MCI Group, offers these tips:

 • Be helpful. This seems obvious, but we always make sure the cli-
ent feels important and that their requests are always top of mind. 
At the end of the day, this is their event, and while our teams are 
experts at breathing life into the event, the client’s main objective 
should not be overlooked by venue, theme, etc.

 • Always have an answer. If a client has a request, or a situation 
needs attention, we advise our staff to find ways to problem solve. 
If there isn’t an immediate answer, find one.

 • Pay attention to detail. For example, double-check the transpor-
tation, route and if coaches can maneuver/exit without turning 
around at your venue. This way a traffic coordinator can be put in 
place if needed so the meeting group doesn’t block venue traffic 
and disturb other guests.

 • Make sure check-in goes smoothly. For example, advise clients 
well in advance of the guaranteed time when all rooms will be 
available. Additionally, get a ranking VIP list from your client so as 
to deliver rooms according to ranking and categories.” — MR

“Avoid problems with food by 
requesting special dietary needs on 

the registration form. Or...request 
this information upon check-in 

onsite and request allergies only.”

Carolyn Davis, CMP, Owner
Strategic Meeting Partners, San Diego, CA

By Mark Rowh
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significantly more 
than was necessary.” They 
could have avoided the extra 
costs if they had taken the time to 
get an accurate number of attend-
ees, Carabarin says.

One way to avoid problems is sim-
ply projecting the needs of attendees 
throughout their entire experience, 
notes Hugo Slimbrouck, 
director of strategic part-
nerships, Ovation Global 
DMC, MCI Group, who 
regularly plans meetings 
at Hilton Paris Opera. Ova-
tion Global DMC is a leading 
network of destination man-
agement companies providing 
DMC services to associations, 
corporations and agencies at 
100+ locations throughout Europe, 
Middle East, Africa, Asia, North Amer-
ica and South America. Slimbrouck is 
based in Brussels, Belgium.

“Meeting planners should always aim 
to complete a guest’s experience from 
start to finish,” Slimbrouck says. “This 
means not letting things like trans-
portation or staffing fall to the bottom 
of your priority list, as guests will re-
member their entire travel experience.” 

This might involve booking a car or van 
with extra space or making sure the 

staff fits within the event’s main 
theme or purpose.

Slimbrouck recalls an in-
cident in moving a large 

group in Belgium from 
Bruges to Gent for an 
afternoon activity.
“A total of 12 coaches 

were planned, but about one hour be-
fore departure we learned that a sub-
contractor had misinterpreted depar-
ture time from their garage with depar-

ture time from our venue,” he 
says. “There was no way the 

coaches would be on time, since they 
needed at least an hour to get there.” 
So Slimbrouck drove to the bus park-
ing in Bruges where every day about 40 
coaches wait for their guests. He went 
from bus to bus and asked drivers if 
they could manage to help him get 120 
passengers to their destination and still 
be back in town to pick up their guests.

“Eventually we found someone will-
ing to take us,” he said. “Lesson learned!”

Security Is Top of Mind
With security, taking anything less 

than a comprehensive approach may 
lead to serious problems, according to 
Dr. Robert L. Quigley, M.D. regional 
medical director and senior vice presi-
dent of medical assistance for Interna-
tional SOS, a global provider of health 
and travel security services with head-
quarters in Philadelphia.

“Managing an event can only be suc-
cessful when all key stakeholders are in-
volved,” he says. “Reach out to security, 

HR and legal teams within your organi-
zation to map out each group’s role in 
the duty-of-care process.” He also advis-
es a planning session in which protocol, 
responsibilities and desired actions are 
assigned, discussed and rehearsed.

Possible risks should be always be as-
sessed onsite, Quigley adds.

“Every conference and professional 
meeting destination comes with its 
own distinct challenges, making a site 
assessment absolutely necessary,” he 
says. “Engage your company’s security 
team or security assistance partner to 
conduct a thorough review of potential 
threats in and around the location.”

He notes that a location should be 
selected based on a sound understand-
ing of health and security risks associ-
ated with a particular destination, and 
the safeguards required in order to 
mitigate each one.

Once onsite, careful time manage-
ment is always helpful in heading off 
problems. This applies not just to plan-
ning teams, but also to other key play-
ers such as presenters.

Timing Is Everything
A problem that always should be 

avoided is having presenters go over 
their allotted time, says Mike Veny, 
a New York facilitator of corporate 
drumming workshops.

“Consistently remind presenters 
about the importance of staying right 
on schedule,” he says. “Have a system in 
place to let presenters on the platform 
know that their time is almost up.”

Ask Away and Be Prepared
In avoiding some problems, the key 

may be a willingness to ask questions. 
Jennifer Sand, senior event manager 
with Event Strategy Group in Plym-
outh Meeting, Pennsylvania, recalls an 
event where a client insisted on hiring a 
sports celebrity to make an appearance.

“With no questions asked, we pro-
ceeded to hire him for our event,” she 
says. But when he made his appearance, 
it quickly became obvious that he did 
not like crowds.

“He clearly was doing this appearance 
for the money only and didn’t really en-
joy it,” she says. “He looked stiff like a 
wax figure in every photo and was vis-
ibly uncomfortable the whole time.”

To make the 
most of the session, 
she and her staff took the initiative to 
keep the athlete moving through the 
venues to keep him busy and try to 
make him appear less unhappy. At the 
same time, she realized that some awk-
wardness might have been avoided with 
better preparation.

“We learned that even if the client 
insists on something, you are not out 
of bounds to do your own research and 
make recommendations,” Sand says. 

“Or at least learn what to expect.”
Another incident might 

also have been avoided with 
a bit of skepticism. At the 
end of a week-long event, 
Sand and her staff took a 
corporate group on a pub 

tour. The last stop was mostly empty 
except for two men, one of whom pro-
ceeded to go around the room intro-
ducing himself as the main security 
contractor  who was “sent by the CEO” 
to watch the group.

“While we were assuming our clients 
knew the man, they had assumed we 
hired him,” Sand says. “An hour into 
the evening, we realized that no one ac-

tually knew this man, and he was pre-
tending to be with the group so that he 
could get free drinks.”

The stranger was promptly removed 
from the venue without further ado, but 
Sand says the incident was revealing.

“If something looks out of place, 
even if your clients seem 

comfortable, go with 
your gut and ques-
tion it,” she says.

Keeping some ex-
tra cash on hand can 
help head off some 
problems or at least 
lessen their impact, 

according to Sand.
“At a conference in Ve-

gas, while we were unpack-
ing, we discovered the box containing 
our name badge trays was missing,” she 
says. The box was tracked as being de-
livered, but the venue could not locate 
it. And since it was a Sunday, it would 
not be possible to obtain replacements 
for the event, which was scheduled to 
open the next morning.

“While we were brainstorming solu-
tions, we noticed another conference 
that was beginning to pack up,” she 
says.  “We walked over and offered to 
buy their used trays. They didn’t think 

we were serious until we 
pulled out a few hundred 

dollars in cash.”
Sometimes, she adds, 

you can throw money at 
a problem — so always 
have some handy.

Of course not all prob-
lems can be avoided nor easily 
solved, but many can.

“Oversights and mistakes 
are bound to happen, but they can be 
avoided or lessened with proper plan-
ning,” Carabarin says, who adds that 
the more you learn about the needs 
and expectations of attendees, the bet-
ter. “A meeting is only successful if the 
attendees leave satisfied,” she notes.

Perhaps the biggest goof of all is fall-
ing apart when something goes wrong.

“Mistakes happen,” Karsten says. 
“It’s how we overcome them that 
stands out.”  C&IT

“If something looks out of place, even 
if your clients seem comfortable, go 

with your gut and question it.” 

Jennifer Sand, Senior Event Manager
Event Strategy Group, Plymouth Meeting, PA

“Aim to complete a guest’s experience 
from start to finish. This means not 
letting things like transportation or 
staffing fall to the bottom of your 
priority list, as guests will remember 
their entire travel experience.”

Hugo Slimbrouck, Director of Strategic Partnerships
Ovation Global DMC, MCI Group, Brussels, Belgium

Weaknesses to Avoid
Theresa Benedict, international sales leader at Hilton Los Cabos 

Beach & Golf Resort in Cabo San Lucas, Mexico, has identified 
these weaknesses to avoid:

 • Short-term leads. Send out leads with enough time to effectively 
source and contract suitable hotels with the resources to host the 
event successfully. 

 • Mundane experiences. Be memorable and create experiences 
that guests talk about for weeks after the event. 

 • Limited interaction. Make meetings interactive with special 
breaks that create networking opportunities. 

 • Lack of online access. Understand the Wi-Fi bandwidth needed 
for any specific event. — MR 

Taking Care of the Basics
“It seems like at every conference, there’s always some-

thing,” says Adrienne Mazzone, president of public relations firm 
TransMedia Group in Boca Raton, Florida. She recommends taking 
care of these basic details to avoid problems:

 • Print extra agendas.

 • Bring extra extension cords, electrical 
and duct tape, USBs.

 • Arrange backups for roles such as photog-
rapher, speaker or emcee.

 • In communicating about event times, specify 
a.m. or p.m. and specify locations.  — MR 
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With millennials set to comprise 
half of the global work force by 
2020, this generation is per-

haps the most influential force in meet-
ings today. Just ask Susan Schwedock, 
director, national events at the Philadel-
phia headquarters of Cozen O’Connor, a 
full-service law firm with more than 600 
attorneys in 23 cities across two conti-
nents. Schwedock works hard to keep the 
content and the speakers at her compa-
ny’s meetings relevant to each age group 

— a demanding effort indeed.
“Interactive sessions using technology 

and devices can be very challenging as 

the older generation is typically not as 
technically savvy,” Schwedock says. “The 
younger generation seems to respond to 
learning in interactive and group discus-
sions. But I have found the older gen-
eration seems to be skeptical of these 
sessions. Also, when disseminating the 
information leading up to the meeting, 
the older generation still responds bet-
ter to hard-copy handouts rather than 
electronically delivered information.”

Each of the four generations exudes 
four distinctly different sets of values, 
attitudes, lifestyles and preferred meth-
ods of communication. The four genera-

tions are identified by these approximate 
birth-date ranges:
Millennials or Gen Y 1980 to 2000
Generation X 1961 to 1979
Baby Boomers 1946 to 1964
Greatest Generation 1925 to 1945

Melissa Van Dyke, president of the In-
centive Research Foundation in McLean, 
Virginia, knows the multigenerational 
work force is a key issue for planners 
right now, with more than two-thirds of 
them saying it will change the way they 
design meetings over the next five years.

“Our research has shown that planners 
feel pretty comfortable about their abil-

Generations

ity to get the information they need from 
attendees and their ability to convince 
upper management to change the pro-
gram. However, planners still encounter 
significant barriers in creating an event 
that engages a diverse group and in get-
ting the funding they need to support 
multiple experiences for multiple types 
of attendees,” Van Dyke says.

Issa Jouaneh, senior vice president  
and general manager, American Ex-
press Meetings & Events, works with 
his meeting and event planner team to 
create meetings that appeal to multi-
ple generations.

Engaging Four Distinctly 
Diverse Sets of Values, 

Attitudes, Lifestyles and 
Communication Styles

By Maura Keller

“Meeting planners developing meet-
ings programs for diverse audiences can 
encounter a variety of issues in connect-
ing with different segments of their audi-
ence,” Jouaneh says. From a generational 
perspective, these issues range from the 
destination selection (with consider-
ations such as travel time, proximity to 
city centers and access to local culture) to 
the duration of a meeting and the deliv-
ery mechanism for the content (virtual, 
live, face-to-face or interactive).

“The level of pre-meeting materials, 
choice of speakers and the flexibility to 
adjust agendas during the event itself 

can also pose issues to meeting plan-
ners,” Jouaneh says. “Diverse audiences, 
particularly multigenerational attendees, 
place a different focus and have varying 
expectations for each of these critical 
components of a meeting.”

While meetings historically have 
looked to motivate, recognize and re-
ward attendees, the millennial genera-
tion also seeks to be engaged and active 
at meetings and events. Meeting plan-
ners are challenged to keep up with this 
burgeoning portion of the work force, 
while continuing to appease and appeal 
to older generations who may be ac-

“Incorporating unique 
features and offerings into 
mobile apps, such as social 

interactions and gamification, 
can be essential to engaging 

this particular group 
while also reaching other 
generations of attendees.”

Issa Jouaneh, S.V.P. and General Manager
American Express Meetings & Events 

New York, NY

Multigenerati onal Meetings
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customed to more traditional business 
meetings and events.

Van Dyke says their research has 
shown there is no one silver bullet 
for handling events with millenni-
als and other generations in atten-
dance. You have to really consider each 
group individually.

“Life stage and work experience play 
huge roles as well,” Van Dyke, says. Even 
where millennials are concerned, the 
program one designs for a group of mil-
lennial sales associates from a high-end 
retail store should look very different 
from a program for millennials at a mul-
tinational consulting firm.”

Van Dyke finds that planners have 
less difficulty in finding destinations and 
venues that will work for multigenera-
tional meetings. The issue is more preva-
lent in the areas of activities, entertain-
ment, speakers and gifting experiences 
where it’s difficult to please all.

“The mantra in this case tends to be 
options, options, options as much as 
possible,” Van Dyke says. “Inviting voices 
from all the generations to be a part of 
the meeting design team as a sounding 
board is usually your best option.  Some 
organizations are even creating com-
pletely different programs to target the 
varying audiences; however this is a lux-
ury most planners cannot afford.”

Challenges Aplenty
The key challenges with staging an 

event in which several generations are 
present include all the same compo-
nents of all meetings: the agenda (in-
cluding timing, content and delivery of 
content), food and beverage, destina-
tion and duration.

Jeffrey Cesari, CMP, president and cre-
ative director of Wilmington, Delaware-
based Industrious Meetings, works with 
many corporate clients in planning meet-
ings and events. Some of the challenges 
he’s facing with multiple generations in 
attendance is the way people learn.

“In the audience are people who may 
prefer to write with pen and paper; use 
references such as printed slide hand-
outs while many millennials prefer elec-
tronic forms of documents and notetak-
ing,” Cesari says. “A few months ago, at 
a meeting that was considered, ‘paper-
less,’ the client did not want any printed 
agenda available. Knowing we had sev-
eral generations attending, we did pro-
duce about five percent printed agendas 
to cater to those who prefer that style of 
learning. We had to print more since it 
was so popular.”

Millennials absorb information fast 
but not always with high retention rates, 
as they are taking notes digitally and 
in slang. Gen X and baby boomers are 
diligent notetakers but Kerry Bannigan, 

meeting planner at Nolcha, finds they 
are also able to listen, absorb and take 
mental notes. Based in New York City, 
Nolcha is an award-winning events pro-
duction and marketing agency special-
izing in fashion, retail and social impact.

“Millennials love any technology or in-
teractive software onsite for information 

— digital apps, virtual reality and digital 
programs,” Bannigan says.

Today’s millennials also seek local, 
immersive experiences. The promise of a 
vacation and on-trend gifts is no longer 
enough to inspire this group to do their 
best in the workplace and be engaged 
during meetings and events.

Jouaneh says one strategy to engage 
this population is to create a program 
that incorporates altruistic work such as 
building houses or other infrastructures 
in developing areas.

“This provides millennials with the op-
portunity to explore the local geography 
and culture and give back while attend-
ing a meeting or event,” Jouaneh says.

Gen Xers expect to acquire knowl-
edge and get many of their questions 
answered by attending meetings and 
events. One way meeting planners can 
address this is by bringing in local ex-
perts to encourage interaction and of-
fer attendees the opportunity to learn 
from the best. Gen Xers value access to 
subject matter experts, celebrity speak-
ers, and the ability to engage and learn 
in small groups.

Veterans and baby boomers place high 
value on face-to-face interactions, a clear 
and well-planned agenda, and the oppor-

tunity to dedicate meaningful blocks of 
time on topics of discussions or areas of 
learning. Social events and the oppor-
tunity for shared experiences are highly 
valued by these groups.

The Role of Technology
Being born into the digital age, millen-

nials are accustomed to immediate grati-
fication. If planners don’t deliver engag-
ing experiences, or allow millennials to 
become engrossed in their smartphones, 
they risk losing this group’s attention.

“Creating mobile apps for a meeting is 
a great way to engage millennials where 
they are already very active,” Jouaneh 
says. “Additionally, incorporating unique 
features and offerings into mobile apps 
such as social interactions and gamifica-
tion, can be essential to engaging this 
particular group while also reaching 
other generations of attendees.”

It’s important to have multiple op-
tions for items where possible. For exam-
ple if you are going to have a digital app 

for the schedule, offer the schedule in 
PDF format in an email attachment for 
those not tech savvy. And offer a print 
copy onsite or welcome the attendee 
to print a PDF.

Younger attendees have become ac-
customed to the technology available to 
them as consumers and expect the abili-
ty to engage (at varying levels with meet-
ing attendees and content) using their 

personal devices. While they value the 
choice to use technology, other genera-
tions continue to demand traditional op-
portunities for face-to-face interactions.

Chris Cavanaugh, executive vice presi-
dent and chief marketing officer at Dal-
las, Texas-headquartered Freeman, was 
in a massive general session recently for 
a large tech company. The audience size 
was  enormous,  which could have been 

How Generations Work
According to Ann Fishman, president of New York City-based Generational Targeted 

Marketing LLC, each of the four generations has distinctive work styles that need 
to be taken into consideration when planning meetings and events. The author and 
publisher in 2015 of “Marketing to the Millennial Woman,” Fishman was awarded 
four U.S. Senate Research Fellowships to study generational trends and has taught 
generational marketing at New York University. 
 • Millennials are group-oriented, and they expect to be involved. So, they like 
working with others in hands-on workshops where they can have input. Make sure 
your Internet signal is strong and available on every device. They will be texting 
in every venue.
 • Gen Xers don’t want their time wasted. The way they think is: What’s the point 
of going to a meeting, if they can find what they want on the Internet. The event 
planner’s challenge is to come up with ideas and speakers that are fresh, new and 
creative, which gives millennials an insider’s view they cannot get off the Internet. 
In addition, keep speeches short. Don’t have award ceremonies. These are serious 
people. They expect substance. 
 • Boomers can handle traditional as well as some digital info. They need a break 
from social media. When they are with the younger generations, they feel as if they 
are hearing a different language spoken. Let millennials and Gen Xers bring boom-
ers up to speed digitally. Let boomers help millennials and Gen Xers know how the 
game is played: how to negotiate, how to ask for a raise, how to deal with other 
cultures, etc.
 • Greatest Generation still like paper handouts and helping others. Ask them if they 
want to be available for chatting about their specialty. They are a wealth of network-
ing contacts. Focused “meet and greets” might be nice. Younger attendees can 
be shy. Short, themed pre-meeting events where certain topics like “What is your 
favorite organizing tip?” “What is your most useful app?” can break the ice. — MK

“The event planner’s 
challenge is to come 
up with ideas and 
speakers that are 

fresh, new and 
creative, which gives 

millennials an insider’s 
view they cannot get 

off the Internet.”
Ann Fishman, President

Generational Targeted Marketing LLC
New York, NY

“In the audience are people 
who may prefer to write 

with pen and paper; 
use references such as 
printed slide handouts 
while many millennials 

prefer electronic forms of 
documents and notetaking.”

Jeffrey Cesari, CMP
President, Industrious Meetings 

Wilmington, DE

“Millennials love any 
technology or interactive 

software onsite for 
information — digital 

apps, virtual reality and 
digital programs.”

Kerry Bannigan
Meeting Planner

Nolcha, New York, NY

“There was no interaction 
built in-between 

the presenters and 
the attendees; there 

was no second-screen 
experience, so the millennial 

audiences were quickly 
on their smartphones.”

Chris Cavanaugh
E.V.P. and Chief Marketing Officer

Freeman, Dallas, TX
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a good thing, but the message and the 
media did not appeal to a multigenera-
tional audience.

“There was no interaction built in-be-
tween the presenters and the attendees; 
there was no second-screen experience, 
so the millennial audiences were quickly 
on their  smartphones, and the room 
was so large that all but the folks in the 
first 20 rows got a true experience,” Ca-
vanaugh says. This is a good example of 
an opportunity to reinvent the general 
session, infusing content, interactiv-
ity, technology and  experience design 
into the process.

Offering multiple ways to engage also 
is key. For example, for question and 
answer sessions, using a microphone is 
always great but also setting up a texting 
keyword or ARS (Audience Response Sys-
tem) is a great way for people to engage 
and usually will allow more shy people an 
outlet to ask a question or make a com-
ment when they would otherwise keep it 
to themselves.

While some companies have success-
fully created totally separate incentive 
trips to appeal to different generations, 
not every company has the bandwidth or 
budget to customize trips by generation.

That said, Schwedock suggests that, 
if time and space allow, break up groups 
by age with speakers and topics relevant 
to each group.

“We have presented marketing and 
business development sessions to our 
younger attorneys, and generational 
diversity and technical training to the 
older group,” Schwedock says. “When do-

ing interactive sessions with the whole 
group, we assign seating so there is a 
mix of generations to allow people to not 
only meet each other, but brainstorm 
with those they typically do not interact 
with. It is important to have a facilitator 
for each group to keep them engaged.”

Keeping generations of attendees 
together while maintaining a close eye 
on evolving preferences, and having an 

active hand in customizing experiences 
for each group, can be a more success-
ful and sustainable strategy both from 
an event and overall organization strat-
egy perspective.

At the same time, appeasing multiple 
generations is not always cited as a chal-
lenge. Many meetings planners have 
found that older generations have de-
veloped a new set of standards for meet-
ings and incentives that matches that 
of millennials.

“One example where this is true is food 
and beverage,” Jouaneh says. For multiple 
age groups, there is an expectation of hav-
ing local food and wine or a craft beer ex-
perience as part of the meeting or event, 
regardless of age among the attendees.”

The reality is that meeting profession-
als have always been challenged with cre-
ating experiences that meet the needs of 
a diverse group of attendees. While a mul-
tigenerational attendee population pres-
ents new challenges, it also presents new 
opportunities to deliver a more targeted 
attendee experience.

Thus, every  aspect  of a meeting or 
event  experience  is  important  in  creat-
ing an overall success. And,  with mul-
tiple  generations this becomes an  even 
bigger challenge. Oftentimes a good  ex-
perience can be deemed as subpar for the 
smallest of details. And other times, de-
spite an average experience, the attention 
to detail that matters to the audience can 
make all the difference.

“Larger audiences now expect compa-
nies to be more  sustainable when  pro-

ducing their events.  They also like and 
respond to cause-related initiatives asso-
ciated with a company or an event,” Ca-
vanaugh says. “Use this enthusiasm and 
optimism to create some positive  mo-
mentum during events. The younger gen-
erations are also less willing to sacrifice 
wellness for work so events should 
serve fresh, locally sourced food options 
beyond soft drinks and rest stations 
and lounge areas that allow them to re-
connect and rejuvenate.” C&IT

“When doing interactive 
sessions with the whole 

group, we assign seating so 
there is a mix of generations 

to allow people to not 
only meet each other, but 

brainstorm with those they 
typically do not interact with.”

Susan Schwedock
Director, National Events

Cozen O’Connor, Philadelphia, PA

“Inviting voices from all 
the generations to be a 

part of the meeting design 
team as a sounding board 
is usually your best option. 

Some organizations are 
creating completely different 

programs to target the 
varying audiences.”

Melissa Van Dyke
President, Incentive Research Foundation 

McLean, VA
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Neither hoteliers, nor meet-
ing planners themselves, 
can afford to ignore the 

preferences of the most rapidly 
growing demographic within corpo-
rate America. Millennials, aka Gen-
eration Y, are often defined as those 
born between 1980 and 2000. According 
to Pew Research Center analysis of U.S. 
Census Bureau data, Gen Y surpassed 
Gen X to become the largest share of the 
American work force in the first quarter 
of 2015. By 2020, they are expected to 
comprise almost half the work force. 

Hoteliers know this is a customer they 
need to focus on, and certain brands, 
such as Starwood’s Aloft and Hilton’s 
Curio, are especially geared toward 
that segment. 

“Our clientele is made up of the new 
emerging global traveler — those that 
are hyperconnected, hypercurious and 
hypercommunal,” says Paige Francis, vice 

Hoteliers Vying 
for Gen Y 
Meetings
By Patrick Simms

Hotels & Resorts sector has exploded in the past 10 years, 
with meetings becoming more of a dy-
namic way to roll out new products. Many 
technology companies also use meetings 
as platforms to drive employee engage-
ment via social media and other avenues.”

By partnering with hotels that ca-
ter to millennials, the planners of these 
meetings go a long way toward engag-
ing their audience. Numerous aspects of 
the hotel environment, including event 
space flexibility, local flavor, F&B service 
and technology, can make the experience 
Gen Y-friendly. 

Event Space Flexibility 
Millennials are not opposed to tradi-

tional meeting rooms, but they also tend 
to enjoy gathering in a variety of informal 
spaces. “As these groups continue to grow, 
we’ve noticed that more areas in our ho-
tels are being utilized for meetings be-
yond our tactic rooms,” Francis observes. 

“Since all Aloft Hotels are fully equipped 
with fast and free Wi-Fi as well as ample 
charging stations, on any given day there 
could be brainstorming sessions being 

hosted in the lobby over a game of pool, 
or during happy hour at the WXYZ bar. 
We’ve even noticed huddle sessions held 
poolside on sunny days.” 

Part of Hilton’s Curio Col-
lection, The Highland 
Dallas is a prime ex-

ample of a hotel that offers event space 
flexibility. The 198-room boutique hotel 
is certainly well stocked in traditional 
meeting spaces, with an overall 13,490 sf 
including the 6,470-sf Opus Grand Ball-

room, Fresco and Impressionist meeting 
rooms, and Maestro Boardroom. But the 
hotel is open to planners using nontra-
ditional event spaces in order to design 

meetings with a spontaneous feel that 
appeals to millennials. 

Amber Allen, CEO of Austin, 
Texas-based Double A Events, 

has partnered with The 
Highland Dallas to create 
a dynamic meeting for a 
major U.S. multinational 
technology company and 
Anderson Merchandisers 
that extended well be-
yond the meeting rooms. 

With numerous clients 
in the video game industry 

and other areas of high tech, 
Allen (a millennial herself) un-

derstands that a straightforward 
general-session-and-breakouts format 

won’t keep these professionals fully en-
gaged. Says Allen, “We focus on how to 
make the conference not boring, how to 
get them out of the ballrooms and mix it 
up. You have to get them out of there af-
ter three hours or you lose their attention. 
The problem with some hotels is that they 
only think ballrooms and conference 
room breakouts.” 

It wasn’t a problem at The Highland 
Dallas. “Literally they let us take over 
their entire hotel,” says Allen. For ex-
ample, the group utilized the top-floor 
storage space for a live-music event in an 
industrial setting (the idea was suggested 
by Sarah Springer, the hotel’s catering 
sales and conference services manager — 
also a millennial). 

A digital scavenger hunt included part 
of the restaurant and lobby, where attend-
ees also created music videos and engaged 
in fun challenges. “We had executives in 
their 20s running down the stairs going 
to the lobby area where the next challenge 
was,” Allen recalls. “You can’t do a sales or 
summit meeting for millennials without 
it being active and interactive. You can’t 
show them an experience; they have to 
be a part of that experience.” The confer-
ence concluded in the pool area where at-
tendees enjoyed drinks and conversation 
about their experience, complemented by 
live feeds from their iPads to the TVs. 

president of global brand management 
with Starwood’s Specialty Select Brands. 
Sandra Heydt, director of sales and mar-
keting at The Logan Philadelphia, Curio 
Collection by Hilton, also stresses the 
prevalence of the millennial customer, 
having observed a high percentage of 
them in advertising, legal, fashion, tech-
nology, retail and political organizations, 

and in the meetings those organiza-
tions conduct. 

“It’s important to note that many orga-
nizations have young associates and mil-
lennials in support roles, and they plan 
happy hours and networking events for 
their organization to drive engagement 
and collaboration with their coworkers,” 
Heydt says. “Additionally, the technology 

Judy Anderson, CMP 
Director, Meetings and Travel
GameStop
Grapevine, TX

“Within 
four to six 

blocks of the 
hotel there must 
be restaurants, 
bars/nightlife and 
things to do/see to 
keep our attendees 
engaged and 
excited about

the event.”

GameStop attendees, usually 85–90 percent Gen Yers, experienced the Ultimate 
Gamer/Geek Playground at GameStop 2016 Expo at the Anaheim Convention Center.

Credits: G
ameStop
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Houston designer David Peck (3rd from left) created a stylish wardrobe collection for 
hotel associates at the JW Marriott Houston Downtown.
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“The Highland Dallas couldn’t have 
been a more perfect fit for our national 
meeting,” says Mark DuBose, director of 
client services, Anderson Merchandisers. 

“Finding a hotel that meshed with pro-
gram culture was critical, and a young, 
modern vibe was just what we were look-
ing for. …Our event couldn’t have been 
more memorable and team motivating.” 

Local Flavor
As compelling as planners can make 

the onsite experience, “Gen Y attendees 
want to experience the city when they 
travel,” says Judy Anderson, CMP, direc-
tor, meetings and travel with Grapevine, 
Texas-based GameStop, “so that’s what 
we give them.” The meetings Anderson 
plans are typically 85–90 percent Gen Y, 
which is to be expected in the video game 
industry, and they look for “the total 
package” when it comes to the meeting 
experience, she notes. 

Thus, a hotel caters to millennials in 
part by being in a location that these at-
tendees will want to explore. “We secure 
hotels that offer a competitive rate, avail-
able (hopefully comp) Wi-Fi and an en-
gaging location,” says Anderson. “Within 
four to six blocks of the hotel there must 
be restaurants, bars/nightlife and things 
to do/see to keep our attendees en-
gaged and excited about the event. This 
is a tall order, but our team is success-
ful at securing hotels in a great area for 
our attendees.” 

Hoteliers can facilitate the explora-
tion of the neighborhood through con-
cierge services or specialized programs. 
For example, The Ritz-Carlton, Charlotte 
recently introduced a new option for 
event planners — Meetings on the Grid, 
which allows attendees to network while 

experiencing the city of Charlotte “like a 
local,” including the thriving craft beer, 
recreation, art and entertainment scenes 
in nearby neighborhoods. 

Several offsite meeting venues can 
be booked through the program, such 
as Olde Mecklenburg Brewery, the 
NASCAR Hall of Fame, the North Caro-
lina Music Factory and the U.S. National 
Whitewater Center. 

The Logan Philadelphia, Curio Collec-
tion by Hilton, brings local flavor inside 
the hotel walls with artwork that “con-
nects all guests to the story of Philadel-
phia’s evolution by making the city the 
thread that ties the design together,” 
says Heydt. “Regarding Curio – a Col-
lection by Hilton as a whole, each hotel 
is a part of the city it calls home — em-
bodying the distinct culture and spirit of 
its communities.”

Starwood’s Aloft brand also integrates 
local culture in an artistic way, via a so-
cial element. “Social offerings like Aloft’s 
‘Live at Aloft Hotels’ intimate acoustic 
performances enable guests to enjoy 
the local culture while enjoying a hand-
crafted cocktail in the WXYZ bars,” Fran-
cis notes. “For example, Aloft Liverpool, 
located in the city that’s home to one of 
the world’s most famous bands, The Bea-
tles, has built a strong cult-like following 
through the Live at Aloft Hotels series as 
a way to showcase the area’s history and 
emerging artists, as well as pack their 
WXYZ bar with regulars.”  

F&B Services
A more literal “local flavor” comes 

from destination-inspired F&B offerings, 
which answers to the foodie trend that is 
especially strong with millennials. “This 
is where The Logan Philadelphia truly 

shines thanks to our Urban Farmer Res-
taurant and banquet offerings,” Heydt 
says. “The farm-to-table/food sustain-
ability movement has become incredibly 
important to this generation, and it is a 
huge selling point for us vs. our competi-
tion in the Philadelphia market.” 

The Ritz-Carlton serves up numerous 
experiences with local food across its 
properties. Examples include The Ritz-
Carlton, Amelia Island’s Honey Break, 
served by the resort’s beekeeper with 
both honeycomb and honey-infused 
treats; The Ritz-Carlton, St. Thomas’ “Sea 
to Sails” experience, where guests greet 
the fishermen daily and hand-select their 
fish and lobsters; and The Ritz-Carlton, 
St. Louis’ themed coffee breaks with pret-
zels, local Fitz Root Beer and Kaldi’s Cof-
fee served to the sounds of jazz. 

“Tailoring custom experiences for at-
tendees has always been a priority for us, 
and today the localization of those expe-
riences has become extremely popular,” 
says John Harper, vice president, sales 
with The Ritz-Carlton Hotel Company.

Healthful options also are important 
to Gen Y, Allen adds. As hors d’oeuvres, 

“we did these cups with hummus and veg-
gies, so it’s easy for them to walk around 
and use their other hand for their phone.”

Also well received were trendy items 
such as liquid nitrogen popcorn and in-
teractive F&B experiences such as a hot 
chocolate bar where attendees could 
create their drinks. “They want to cre-
ate their own experiences and choices in 
their food,” Allen observes.

Dressing for Success
According to some experts, 93 percent 

of millennials say they want a job where 
they can be themselves at work, and that 
includes dressing in a way that makes 
them comfortable and stylish. Thus, the 
trend is for more and more hotels to 
design staff uniforms (often millenni-
als) that also are appealing to millennial 
meeting-goers.  

The recently debuted Hilton West Palm 
Beach visited sleek bars in Manhattan to 
develop looks that would speak to trendy 
millennials, while channeling the popular 

“Palm Beach Chic” look. Valet staff wear 
all black Shell Top Adidas, known as Su-

perstars. Bartenders flaunt leather vests 
and baristas wear trendy flat caps. 

In Houston, the JW Marriott Hous-
ton Downtown called upon local design-
er David Peck to create a wardrobe for 
their associates.

“Traditional uniforms can mask indi-
viduality so we wanted the JW Marriott 
Houston Downtown associates to 
stand out and feel confident,” 
said Peck. “The employees 
have to wear the clothes all 
day, so they need styles that 
last, would pop, but not be 
too cumbersome. Every-
one loves that the clothes 
are made here, and the 
quality is better than you 
would typically find in a 
standard hotel uniform.” 
The wardrobe includes elon-
gated pencil skirts, jackets 
with defined shoulders, sheath 
dresses and blouses with neckties. 

“The inspiration for the wardrobe 

program came from the building itself 
and its rich heritage,” said Peck. “I love 
that it was Houston’s first skyscraper and 
that it has been brought back to its origi-
nal splendor. The hotel’s thoughtfully 
curated art program, its iconic architec-
tural design and décor and its exquisite 

attention to detail inspired 
us to create a wardrobe 

program that the as-

sociates could have in their own closets 
and make personal, but still remain put-
together, stylish and appropriate for a 
luxury hotel.”

Technology 
Most hotel guests, and millennials in 

particular, appreciate the latest techno-
logical conveniences. Aloft is Starwood’s 
frontrunner when it comes to tech in-
novations. “Many of our team members 
are testing these innovations at home so 
that we truly understand how it works 
and, in turn, can better understand the 
guest experience,” says Francis. 

She discusses some of the brand’s 
latest developments: “Aloft Hotels be-
came the first hotel brand to ‘employ’ a 
robotic butler, Botlr.  Other high-tech 
experiences that attract millennials in-
clude SPG Keyless, an evolution of Aloft’s 
Smart Check-in, which allows guests to 
use their smartphone as their room key. 
We also are currently testing Smart Car-
pet, voice-activated technologies (imag-

The Fun Side & The Future
Since the dawn of social media and texting, millennials have been expressing themselves via emoji. Starwood 

had the clever idea of integrating these icons into the room service menu at the new Aloft Manhattan Downtown – 
Financial District last fall. Branded as TiGi (Text it. Get it.), “the pilot was so successful that we’re now rolling it out 
globally starting with Aloft Liverpool and Aloft London Excel and soon in Asia,” says Paige Francis, vice president of 
global brand management with Starwood’s Specialty Select Brands. “The emoji menu is just another way for us to 
interact with our guests in a way that they are used to communicating on a daily basis — through text message. And, 
frankly, emojis are just fun.” 

Just as fun, attendees can tweet 
the brand’s robotic butler, Botlr, when 
they want amenities delivered to 
guest rooms. “And yes, Botlr tweets 
back!” Francis adds. — PS

Amber Allen 
CEO

Double A Events 
Austin, TX

“You can’t 
do a...meeting 

for millennials 
without it 

being active and 
interactive. You 
can’t show them 

an experience; 
they have to be 

a part of that 
experience.” 
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Designed with millennials in mind, a chic guest room at The Highland Dallas, 
Curio Collection by Hilton has Wi-Fi access, a large work desk and more. 
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ine asking your room for a toothbrush!) 
and other ways to marry technology with 
the guest experience. 

“Our guests are the first in line to buy 
new smartphones and test new high-
tech toys for their home, so why should 
their hotel stay be any different?”

In the mobile app arena, The Ritz-
Carlton App is a particularly robust ex-
ample. In addition to mobile check-in 
and check-out, the app includes features 
such as real-time service requests, food 
and beverage ordering, The Ritz-Carlton 
Rewards account review, hotel offers 
review, concierge tips powered by the 
brand’s FourSquare “World Concierge,” 
and Travel Poster memories for attend-
ees to download and share. 

In terms of connectivity, hoteliers 
are increasingly catering to millenni-
als’ desire for free Wi-Fi, but capacity 
for live streaming is an area that could 
stand to be improved in many cases, Al-
len points out. “I really wish more hotels 
would get this. We have to stream these 
events, (and we need) an Internet that is 
strong enough because these millennial 
tech companies have offices all over the 
world. They’ll sign on because they’re so 
used to streaming things in Twitch any-
way, so they just stream the conference 
on a separate monitor at their desk. The 
Highland Dallas was really good at un-
derstanding that I just needed a straight 
fiber line in, but a lot of (hotels) really 
don’t get that.”

Social Media
Most hoteliers do “get” the social 

media trend and are continually finding 
ways to use these media in their outreach 
to planners and groups. For example, 
Ritz-Carlton’s Art of Meetings Pinterest 
page is intended to inspire planners to 
craft, photograph and share images of 
memorable events by The Ritz-Carlton. 

The company’s social media team 
curates images of meeting setups, 
F&B presentations and indoor and 
outdoor venues. 

But it’s not just about hoteliers being 
active in social media; it’s also about fa-
cilitating its use by attendees as part of 
the event. For instance, The Ritz-Carlton, 
Charlotte offers as many as four breaks 
and room turns during a single morning 
or afternoon session, so that partici-

pants  can take a few minutes every hour 
to audit social media. (The hotel also can 
set up a customized Spotify playlist for 
attendees to enjoy while on break.) 

In addition, hotels are facilitating 
live social media feeds at meetings and 
special events. “During our Live At Aloft 
Hotels  concerts, there was a real-time 
screen on display during each perfor-
mance that showed live social media up-
dates from guests and attendees,” notes 
Francis. “We are always looking for fun 
new ways to make an experience more 
interactive with social media.”

While millennials are keen on inter-
activity, Allen stresses that a certain 
balance must be maintained during 
sessions. “It’s still a job, and you’re still 
teaching them; otherwise, you’re not 
running the meeting, the millennials are. 
So you’ve got to keep your sessions to 
where you’re still respecting your speak-
ers,” she explains. “The easy way to do 
that is you give them a private Facebook 
page as a forum — because ‘I don’t want 
my boss to see my page’ is their attitude. 
And then as they’re in the sessions they 
can go in and ask their questions. And 
then after the presentation we go into 
that forum, and we can read off the ques-
tions and provide the answers, so they’re 
still getting their say.” 

Hoteliers’ initiatives to cater to Gen 
Y can have a lighter side, but overall it’s 
serious business. Developing brand loy-
alty in younger clientele is critical in any 
industry, and every hotelier wants to en-
sure they engage the guest — and meet-
ing attendee — of the future.  C&IT

Austin, Texas-based Double A Events advocates dynamic meetings for millennials that 
get them out of the ballroom and, for this meeting, up on the roof of The Highland Dallas. 

Christian Burghart performing at Aloft Minneapolis as 
part of the Live At Aloft Hotels 2015 Tour.
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On The Move

www.themeetingmagazines.com

Sharon Siskie was promoted to se-
nior vice president of sales for Walt 
Disney Parks and Resorts, U.S. She 
most recently served as vice president, 
marketing and sales, international.

Loews New Orleans Hotel has 
named Barry Rodriguez as director 
of sales and marketing. He formerly 
was the director of sales at The Ritz-
Carlton, New Orleans.

Stacey Purcell was promoted to as-
sistant director of sales for Caesars 
Entertainment, overseeing the 

Nevada market and Caesars Direct. 
She most recently served as nation-
al sales manager.

Jodi Graham was named senior sales 
manager for Miramonte Resort & Spa 
in Indian Wells, California. She most 
recently was senior sales manager with 
Saguaro in Palm Springs, California.

Julie Tainter was named director 
of sales and marketing for The Westin 
La Paloma Resort & Spa in Tucson, 
Arizona. Her most recent position 
was director of sales and marketing 

for Tucson-based Westward Look 
Wyndham Grand Resort & Spa.

Dionne D. Williams was promoted 
to executive director of group sales 
for The National Conference Center in 
Leesburg, Virginia. She most recently 
served as director of national sales.

Rosewood Hotel Group has ap-
pointed Caroline MacDonald as vice 
president of sales and marketing, 
Americas and Europe. She formerly 
served as chief marketing officer for 
Auberge Resorts. C&IT 

RODRIGUEZ GRAHAM TAINTER WILLIAMS MACDONALD

PAGE ADVERTISER PHONE NO. WEB SITE CONTACT E-MAIL
49 Borgata Hotel Casino & Spa 609-317-1000 www.theborgata.com/meetings Group Sales meetings@theborgata.com

25 Boulders Resort & Spa 480-488-7340 www.theboulders.com Scott Doonan Scott.Doonan@hilton.com

21 Caesars Entertainment 855-meet-cet www.caesarsmeansbusiness.com Group Sales meet@caesars.com

COV II Celebrity Cruises
800-722-5934 

Option 1
www.celebritycorporatekit.com Ron Gulaskey rgulaskey@celebrity.com 

28 Desert Diamond Casino & Hotel - Tucson 520-342-3030 www.ddcaz.com Hotel Sales hotelsales@ddcaz.com

33 Enchantment Resort and Mii amo Spa 480-264-3000 www.enchantmentresort.com Lindsay Curry sales@enchantmentresort.com

43 Meet AC 609-449-7148 www.meetinac.com Sandi Harvey sharvey@meetinac.com

13 Melia Hotels International 888-336-3542 www.melia.com Group Sales meetings@sol-group.com

7 Monterey County Convention & Visitors Bureau 831-657-6416 www.meetinmonterey.com Group Sales sales@seemonterey.com

15 Princess Cruises 800-815-9288 www.princess.com Elena Rodriguez elrodriguez@princesscruises.com

31 The Ritz-Carlton, Dove Mountain 520-572-3101 www.ritzcarlton.com/dovemountain Tim Anderson tusrz.leads@ritzcarlton.com

23
Sanctuary Camelback Mountain 

Resort and Spa
480-607-2350 www.sanctuaryaz.com Debra Johnson djohnson@sanctuaryaz.com

5 Streamsong Resort 863-428-1000 www.streamsongresort.com Group Sales meetings@streamsongresort.com

COV III Tourism Australia 310-695-3207 www.tourism.australia.com Chris Ingram cingram@tourism.australia.com

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

29 Visit Tucson 800-638-8350 www.visittucson.org/meetings/ Graeme Hughes GHughes@visitTucson.org

27 The Westin Kierland Resort & Spa 480-624-1000 www.kierlandmeetings.com Elizabeth Franzese elizabeth.franzese@starwoodhotels.com
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THERE’S NOTHING LIKE AUSTRALIA  
FOR YOUR NEXT BUSINESS EVENT.

PLAN NOW, VISIT AUSTRALIA.COM/BUSINESSEVENTS

Treat your crew to the
world’s most exciting

in-flight entertainment



Universal Orlando® Resort turns meeting planners into wonder-working, awe-inspiring heroes. Where  
else can you find an entertainment icon and a hospitality legend working hand in hand with you to  
create a stunning, memorable event? We offer your clients five spectacular on-site hotels, two amazing 
Universal theme parks and the private block-party potential of Universal CityWalk®. With all-new event 
options, hotels and meeting spaces, you need to get to know us again.

Whether your attendees are coming to Universal Orlando® Resort for business, pleasure, or both, they’re  
in for an unforgettable adventure. That doesn’t just make your job easier; it makes you a hero.

WWW.UOMEETINGSANDEVENTS.COM/CIT • 888-322-5531

OPENING SUMMER 2016: LOEWS SAPPHIRE FALLS RESORT  |  LOEWS ROYAL PACIFIC RESORT  |  LOEWS PORTOFINO BAY HOTEL  |  HARD ROCK HOTEL® 
UNIVERSAL’S CABANA BAY BEACH RESORT  |  UNIVERSAL STUDIOS FLORIDA®  |  UNIVERSAL’S ISLANDS OF ADVENTURE®  |  UNIVERSAL CITYWALK®

HARRY POTTER characters, names and related indicia are © & ™ Warner Bros. Entertainment Inc. Harry Potter Publishing Rights © JKR. (s16)
TRANSFORMERS and its logo and all related characters are trademarks of Hasbro and are used with permission. © 2016 Hasbro. All Rights Reserved. © 2016 DreamWorks L.L.C. and Paramount Pictures Corporation. All Rights Reserved.  

Cabana Bay Beach Resort © 2016 UCF Hotel Venture II. All rights reserved. Hard Rock Hotel ® Hard Rock Cafe International (USA), Inc. Loews Portofino Bay Hotel and Loews Royal Pacific Resort logos © 2016 UCF Hotel Venture. All rights reserved.  
Sapphire Falls Resort TM & © 2016 UCF Hotel Venture III. All Rights Reserved.  Universal elements and all related indicia TM & © 2016 Universal Studios. © 2016 Universal Orlando. All rights reserved. 16115679/AT

WHERE MEETING  
PLANNERS BECOME

 HEROES.

OPENING SUMMER 2016 - 
LOEWS SAPPHIRE FALLS RESORT

EXPANDED SPACE –  
NOW 132,000 SQUARE FEET


