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Publisher’s Message

Build It, and They Will Come

Or rebuild it or revive it or relaunch it, and they will come. No matter how you
describe it, Atlantic City has successfully reinvented itself time after time. This
time, the resurgence in popularity and number of visitors, especially meeting and
convention visitors, is due to the fine leadership and dogged persistence of its lead-
ers, such as Jim Wood, the president and CEO of Meet AC, who was challenged to
make Atlantic City viable again, to revitalize the city as a premier meetings mecca
— a place where companies and associations want
to visit and hold their face-to-face meetings. Meet
AC’s mission of breathing new life into the city by
attracting meetings and conventions back to AC is
right on target. In our cover story on Atlantic City
on page 58, Wood says the numbers speak for them-
selves: “Our convention numbers are up 40 percent
(2014 versus 2015), and over the past three years,
we have seen a 150 percent increase in bookings as
Atlantic City continues to reposition itself as a more

vibrant and robust meetings destination.”
Wood had a little help from his friends, too,
including Michael A. Massari, senior vice presi-

dent of national meetings and events for Caesars
Entertainment, who graces our cover this month. Massari was a guiding force be-
hind the development of the new Harrah’s Atlantic City Waterfront Conference
Center, which opened last fall, and is billed as the largest hotel-conference cen-
ter complex from Baltimore to Boston. Massari said, “With the opening of the
Harrah’s Waterfront Conference Center, our meetings business in Atlantic City
has seen continued growth. We have groups booked through 2019, and we don’t
anticipate this trend to slow down anytime soon.”

In addition, Resorts Casino Hotel, which offers Atlantic City’s only All-Inclusive
Meeting Package, recently opened a new conference center adding 15,000 sf of
meeting space within its 12 rooms.

Having attended MPI’s highly successful WEC in Atlantic City in June, [ can at-
test to the notion that AC is truly on its way back despite the closing of a few casino
hotels. The more than 2,000 WEC participants also were duly impressed, and I am
sure many of the planning pros in attendance are looking forward to bringing their
meeting groups to Atlantic City in the near future for serious business as well as ex-
traordinary dining, fun in the sun and a stroll on The Boardwalk at the Jersey Shore.
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. or up-to-the-minute news, visit us

News & Notes

LAS VEGAS, NV — Marking an amaz-
ing half-century, the world-renowned
Caesars Palace Las Vegas celebrated
its golden anniversary with a weekend
of exciting events highlighted by a free
public fireworks display. The milestone
anniversary weekend included a variety
of events, specials and amenities to
celebrate including resort-wide cham-
pagne specials, anniversary room pack-
ages, decadent menu offerings and
specialty cocktails.

“Since opening in 1966, Caesars
Palace has set the standarGd for
the Las Vegas experience,” said
Mark P. Frissora, CEO of Caesars
Entertainment. “Caesars Palace be-
came an iconic brand by continually
transforming its hospitality, entertain-
ment and gaming products. Our focus
on innovation continues as we look
ahead to the next 50 years of indus-
try leadership.”

The legendary resort first opened
its doors on August 5. On August B,
Caesars Palace hosted a Grand Gala
event for invited VIP guests headlined
by Tony Bennett who was the second
performer to ever appear at the Circus
Maximus Showroom in 1966, and in
1969 was the first and only enter-
tainer ever offered a lifetime contract
to perform at Caesars Palace. Most
recently, Bennett performed at The
Colosseum in 2012 and 2013.

Caesars Palace then and now.

Comedian and actor Howie Mandel
who previously appeared at the Circus
Maximus showroom and served as
Master of Ceremonies for Caesars
Palace 30th Anniversary television
special in 1996 hosted the evening’s
festivities. The gala featured surprise
appearances and special performanc-
es by current Caesars Entertainment
headliners including \Wayne Newton,
Donny and Marie Osmond, Matt Goss
and The Righteous Brothers.

As part of the ongoing Summer of

Caesars celebration, the iconic resort
is offering a free, self-guided walking
photo tour and exhibit highlighting the
most memorable moments and people
in the rich history of Caesars Palace.
From bringing the biggest names in en-
tertainment including global superstar
Celine Dion to offering an unmatched
collection of celebrity chefs to serving
as home to top sporting events and
daredevil stunts, Caesars Palace has
become synonymous with Las Vegas
itself. www.caesars.com, CP50

MGM Resorts International Completes Acquisition
of Interest in Borgata Hotel Casino & Spa

MURREN

LAS VEGAS, NV — MGM Resorts International closed on the previously announced acquisition of
Boyd Gaming Corporation’s interest in Borgata Hotel Casino & Spa in Atlantic City, New Jersey, for
approximately $300 million.

“As the premier resort in Atlantic City, Borgata is a great addition to our growing presence in
the mid-Atlantic and Northeast United States,” said Jim Murren, chairman & CEO of MGM Resorts.
“We are excited to welcome the talented Borgata leadership team and employees into MGM
Resorts and look forward to serving guests with new and exciting opportunities through our diverse
resort offerings, entertainment dominance and market-leading loyalty program, M life Rewards.”
www.mgmresorts.com
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Silversea Announces
$170 Million Fleet

Refurbishment Plan
MONACO — Silversea, a leading
ultra-luxury cruise line, announced a
$170 million fleet refurbishment plan
— the biggest fleetwide refurbishment

plan in its history. This investment is de-

signed to reaffirm the company’'s com-
mitment to exceptional standards of
guest comfort and timeless elegance.

Silver Whisper, host to the iconic
World Cruise, will undergo a refur-
bishment that will take place by the
end of 2016, and which has been
largely influenced by feedback from
Woarld Cruisers.

The luxurious suites will be refur-
bished, and the bathrooms adorned
with dark emperor marble flooring.
Public spaces will be upgraded with a
freshly tiled pool and new chaise loung-
es. Dining areas at The Restaurant
and La Terrazza will receive plush new
carpet and elegant hardwood parquet
respectively, and will each receive new
furniture. Silver Whisper’'s communica-
tions hub is set for a major overhaul
with the addition of two satellite anten-
nas, vastly impraving internet speeds
on board and enabling guests to take
full advantage of the new, interactive
TVs and on-demand movies available in
every suite.

to Silver Wind during her dry dock
scheduled for October 2016. Beyond
the Classic fleet, Silver Discoverer also
will benefit from this investment in
2018, entering dry dock this Octaber.
While service and suite presentation
will be held strictly to Silversea’s high
standards, it is in the public areas of
this Expedition vessel where guests
will see the most visible changes. The
Restaurant will be remodeled with

a lighter, more contemporary color
palette and the ever-popular pool grill
area will boast new furniture. The
Discoverer lounge will go through a
transformation from breakfast venue
to a sophisticated lounge in which to
relax, read and reflect on the day’s ex-
cursions. www.silversea.com

: DMAI 2016 Annual Convention Closes
Out With More Than 1,500 Attendees

: Pictured at the DMAI Annual Convention in Minneapolis, (I to r) Ray Bloom,

i chairman and founder, IMEX Group; Roger Dow, president and CEO, U.S. Travel

: Association; John H. Graham, IV, FASAE, CAE, ASAE president and CEO; Austin CVB
President and CEO Emeritus Bob Lander and Don Welsh, DMAI president and CEQ.

WASHINGTON, DC — The Destination Marketing Association International

(DMAI) Board of Directors and President and CEO Don Welsh August 5 announced
final attendance numbers for the 2016 Annual Convention held August 1-3 in

: Minneapolis, Minnesota. More than 1,500 attendees engaged in general sessions,
: disciplinefocused roundtables and networking.

Throughout the program, DMAI's association and foundation leadership recog-

: nized and celebrated those whom have demanstrated commitment and promise

: towards the continued success of destination marketing worldwide. This year, 42

: industry representatives received their CDME certification; 18 DMOs were honored
¢ for their DMAP accreditation and reaccreditation; four industry leaders were in-

¢ ducted into the Hall of Fame; and the 2016 Class of 30 Under 30 was introduced.

Bob Lander, Austin CVB President and CEO Emeritus, turned over the associa-

: tion’s board leadership role to Visit Newport Beach & Company President and CEO
Gary C. Sherwin, CDME. In his new role as DMAI Board Chairman, Sherwin will work
The refurbishment program extends
: sition the organization into a high-performing association focused on supporting its
: members. Under Sherwin’s leadership, he will spearhead a renewed focus on edu-
: cation, certification, accreditation and advocacy opportunities for DMAI members

¢ around the world.

alongside Don Welsh and the global trade association’s new executive team to tran-

“I am honored to represent our industry and advance educational opportunities

. for the association’s members across the globe,” said Sherwin. “It’s a new day for

: DMAI as we work together to recognize and seize those opportunities that will bring
: value and collaboration across the industry. Today's travelers are seeking unique

. destination experiences, which presents a promising opportunity for destination
marketing organizations like never before.”

The DMAI Board Officers for the 2016-2017 term are:

Chair — Gary C. Sherwin, CDME, Visit Newport Beach & Company

Chair-Elect —Tammy Blount, FCDME, Monterey County CVB

Immediate Past-Chair — Bob Lander, Austin CVB President and CEO, Emeritus
Secretary/ Treasurer — William Pate, Atlanta CVB

At Large — Craig Davis, VisitPittsburgh

At Large — Casandra Matej, San Antonio CVB

Ex-Officio — Chris Thompson, Brand USA

www.destinationmarketing.org
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CAESARS
MEANS &
BUSINESS

CaesarsMeansBusiness.com

1992

became the first celebrity
chef to elevate dining in
Las Vegas when he
opened Spago in the
Forum Shops at Caesars

| Palace.

1988

Dustin Hoffman and Tom
Cruise filmed at Caesars
Palace. The famous “Rain
Man” suite is located in
the Forum Tower.

2010

at Caesars Palace
expands to a total of

meeting space and
receives LEED Silver
Certification.

SR NN TR e I | ]

2009

Caesars Palace was
featured prominently in
the Warner Bros. block-
buster comedy

300,000 square feet of

1946

opens the Flamingo, one
of the first casino resorts
on the Las Vegas Strip.

opens the
Palace Tower, adding 170,000
square feet of meeting space
to the property.

2013

headlines her first show
at Planet Hollywood,
paving the way for future
headliners Jennifer
Lopez, Pit Bull and Lionel
Richie.

1967

attempted to jump the
Caesars Palace fountains.

1999

Paris Las Vegas opened
showcasing their

built to half
the size of the original in
France, and featured
140,000 square feet of
elegant meeting space.

2014

is the first boutique hotel
to open on the Las Vegas
Strip, and is home to
celebrity chef Giada
DelLaurentiis’ flagship
restaurant.

1980

in an arena that seated
24,000 fans. Holmes
won the World
Championship Title.

1974

After four years,

returns to Circus
Maximus at
Caesars Palace.

2005

Harrah’'s Entertainment
acquires '

creating a combined total
of approx. 647,000
square feet of meeting
space in Las Vegas.

2003

graced the stage at The
Colosseum at Caesars
Palace, marking the
beginning of her iconic
residency.

LA
v
}{j},&:’:

ENTERTAINMENT.

2016

undergoes guestroom
renovations that
represent approx. 20%
of rooms in Las Vegas.

2014

at The LINQ Promenade
transformed the Las Vegas
skyline when it opened at
The LINQ Promenade as the
tallest observation wheel in
the world.




News & Notes

Hosts GIoqu__AIIiance Hos

LAS VEGAS, NV — Hosts Global Alliance [HGA), along with
Cuba Incentive Travel Assaociates, hosted an inspirational
and educational familiarization (FAM) trip to Cuba. The group
of 21 people including HGA clients, members and staff were
treated to three days of music, culture, historical sites and
plenty of warm Cuban hospitality. “The HGA FAM trip to
Cuba was one of the highlights of my meeting management
career,” said Steve Goodman, managing director at Atlanta-
based MeetingAdvice. “Not only did we get the chance to
see this fascinating country...but we saw hope and oppor-
tunity at every corner. Havana has such potential to be the
hotspot of the Caribbean, with welcoming people, beautiful
architecture and, of course, those 1950s cars.”

Guests enjoyed a night of music by the legendary Buena
Vista Saocial Club, caught a show at the Tropicana Nightclub,
and attended a symphony performance at the Gran Teatro.
Other highlights of the trip include a motorcade of clas-

ts First Fam Trip to Cuba
y vom | e

b - h -

sic 1950s vintage cars for their VIP arrival at the Hotel
Nacional to take in the oceanfront views before dinner
at La Guarida. An afternoon stroll through the San Jose
Almancenes Artisan’s Market let guests peruse unique
Cuban art, cigars and craft goods. At every stop locals were
eager to welcome the group and hear firsthand about life
the U.S. while proudly sharing stories about Cuba.

“We had a great trip to Havanal! It is always so much
fun to witness U.S. incentive buyers’ excitement when they
experience Cuba for the first time and discover the unex-
pected possibilities for meeting and incentive groups. The
absolute best part of the experience for our team was the
privilege of revealing the destination to HGA clients for the
first time and hearing, ‘We can’t wait to come back with our
groups,” said Scott Andrews, president and founder of Cuba
Incentive Travel Associates, based in The \Woodlands, Texas.
www.hosts-global.com

Beteta and Nlassetta Named to U.S. Travel Hall of Leaders

WASHINGTON, DC — Longtime
travel industry leaders Caroline
Beteta and Christopher J. Nassetta
are the 2016 inductees into the U.S.
Travel Hall of Leaders, the U.S. Travel
Association announced.

Beteta, president and CEO of Visit
California and a past national chair
of U.S. Travel, and Nassetta, presi-
dent and CEQ of Hilton Worldwide BETETA

ship roles within the nascent organi-
zation and worked tirelessly to prove
that a public-private partnership to
promote America to the world could
succeed. Chris, meanwhile, has suc-
cessfully transformed Hilton into one
\ 3 of the world’s largest and fastest-
\ 1 growing hospitality companies, while
L also doing incredible work to promaote
NASSEITA travel and tourism as a whole. During

and chairman of U.S. Travel’'s CEO
Roundtable, will be officially inducted
November 16 in Washington, DC.

“Caroline and Chris have not only
demonstrated exceptional leadership
at the helm of two premier travel

brands — they've also used their au-
thority to serve as passionate advo-
cates for the travel industry,” said U.S.
Travel President and CEO Roger Dow.
“When Brand USA was first launched,
Caroline stepped into multiple leader-

his tenure as CEO Roundtable chair-
man, he has driven the industry’s
advocacy agenda through active
engagement with policymakers on
key issues.”

www.ustravel.org
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Credits: 1, 3, 4, 5, Chuck Fazio 2 Margaritaville Hollywood Beach Resort, 6 Iris Keenan

Snapshots

1 More than 1,500 participants enjoyed the DMAI Annual Convention in Minneapolis including (I to
r) DMAI President/CEO Don Welsh; V.P Paula Pate and President Julie Hart, CFO by Design; Herb
Malone, president/CEO, Alabama Gulf Coast CVB; U.S. Travel Association President/CEO Roger
Dow; Karl Pietzrak, V.P Convention Sales, Visit Pittsburgh; and Austin CVB’s Bob Lander. 2 (L to r)
Manny Corral, DOSM, Margaritaville Hollywood Beach Resort; Harvey Grotsky, publisher of Corporate
& Incentive Travel magazine; and Terry Epton, president, Hosts New Orleans, at the Margaritaville
Hollywood Beach Resort during the HGA Global Forum’s final-night event (see story on page 22). 3
At DMAI (1 to r) Kristin McGrath, V.R, sales and services for Visit Richmond; Maura Gast, executive
director, Irving CVB; Shelly Green, president/CEO of the Durham CVB; and Tammy Blount, Monterey
County CVB. 4 Abigail Posner, head of strategic planning, Google ZOO, who gave the opening keynote
address at the DMAI Annual Convention, is flanked by Don Welsh and PCMA President/CEO Deborah
Sexton. 5 Alison Best, DMAI E.V.R of member engagement, with Ronnie Burt (/), president/CEO, Visit
KC and Al Hutchinson, president/CEO of Visit Mobile 6 Stephen Lazar, Key Events, a Hosts Global
Alliance Member, received the H Factor Leadership Hosts Honors Award at the HGA Global Forum.
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Perspective

By Mary MacGregor

Head vs. Heart: Applying the Science of
Behavioral Economics to Event Planning

standing how rational and irrational thoughts combine
to drive decisions and behavior. To put it another way, it
helps us understand what drives humans to do what we do. De-
spite what we'd like to think, we're often irrational and ruled by

Applied behavioral economics is the practical use of under-

emotion. We say one thing, “a healthy lifestyle is important to
me,” but find ourselves doing something contrary, “I've had a
long week, I think I'll skip the gym (again).”

Humans consistently defy logic because we are naturally emo-
tional creatures reacting to our environment and current state
of mind. Understanding this fact is one thing, but effectively ap-

boldly reinforce a message. Consider incorporating scent and
other special touches to bring your entire experience to life.
Why it’s important: A vivid event is a memorable event, and
a memorable event is an effective event. Participants who can
remember the experience well will benefit from greater enthusi-
asm even as time passes. These detailed memories fuel motiva-
tion and excitement for months and years beyond.
IDIOSYNCRATIC FIT refers to the idea that everyone feels
a sense of individuality, and we appreciate when others recog-
nize that we are unique. In fact, when we feel that we’ve been
recognized as an individual with our own unique set of circum-

Getting better results doesn’t always

require more spending. The key is to

spend in areas that will resonate with your
inherently emotional audience.

plying it to our work is yet another. In a world where efficiency is
so highly valued, it seems odd — or even irresponsible — to ac-
commodate human emotion. No matter how counterintuitive it
may seem, leveraging human emotion really is good for business.

Emotional Design of Events

As masters of crafting human experiences, planners have
countless opportunities to observe and leverage behavioral
economics. If you can truly understand the nuances of human
behavior, you'll hold a significant advantage. As you plan your
next incentive trip or meeting, try to incorporate some of the
principles listed below.

VIVIDNESS refers to the idea that people tend to remem-
ber things more easily when they are highly graphic or dramat-
ic. Something that is particularly stunning or striking makes
for an experience that becomes deeply rooted with positive
lasting effects.

How to apply: When you think through the aspects of an
event, consider all possible senses. Meals shouldn't just taste

good, they should look good. Décor shouldn't be filler; it should

August 2016 ¢ Corporate & Incentive Travel °

stances, we are more likely to become personally invested and
enjoy the experience.

How to apply: Offer the opportunity for choice whenever
possible. Instead of putting an identical gift in every room, set
up a special gifting station where participants can “shop” for
their own gift based on style, size, color, etc. The same goes for
activities: Give participants several options so they can spend
their free time doing exactly what they want.

Why it’s important: It doesn’t matter how incredible your
event is if your participants don’t feel a personal connection.
Giving them opportunities to choose encourages them to fully
engage in the process. Choice honors the individual, which is a
hallmark of a quality event.

On the other end of the spectrum, many participants experi-
ence what is called the TYRANNY OF CHOICE, which refers
to the idea that people tend to get overwhelmed when they are
offered too many options. To combat this pitfall, wise planners
leverage CHOICE ARCHITECTURE, which is the idea that
choices can be carefully selected and presented in a way that
makes it easier and more satisfying for participants to make a

TheMeetingMagazines.com
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decision. People often do better with a more limited and manage-
able set of choices.

How to apply: When planning for elective activities, focus
on putting together a thoughtful list of a few choices with sim-
ple and straightforward descriptions. Even if your destination
or venue offers dozens of activity options, it is better to pare
it down to a few good options that fit your audience really well.

Why it’s important: Elective activities should be inherently
fun and easy — not stressful and time consuming! When faced
with too many choices and too much detail, your participants will
find themselves agonizing over all the options, resulting in a time
suck and an increased risk that they will wish they had selected
one of the other options instead.

RE-CONSUMPTION refers to the concept that it is possible
for someone to relive an experience over and over whenever they
are reminded of it. Each time the experience is remembered the
same emotions and positive effects come into play and reinforce
the person’s original state of mind.

How to apply: Participants can experience re-consumption
when they have a good reminder of the experience. Consider
gifts (or even small trinkets) that are a direct reminder of the
experience. The gifts could relate to the message of the meeting
or the destination of a trip.

Why it’s important: The success of any program is built on
whether the audience successfully received a message. It’s better
yet if the message lives on long after the event is over. When

Mary MacGregor

info@BIWORLDWIDE.com

participants are able to mentally revisit the experience, you are
maximizing the investment.

The DOPAMINE EFFECT is the result of a chemical reaction
that produces a rush in the brain after something good happens.
As human beings, once we experience this rewarding feeling we
become motivated to experience it again.

How to apply: Broadly speaking, the dopamine effect can
come into play nearly any time you provide a positive and excit-
ing experience for your participants. To capitalize on this princi-
ple of behavioral economics, provide opportunities for sweeping
views and thrilling excursions.

Why it’s important: It’s common knowledge that partici-
pants should enjoy their experience, but the dopamine effect
actually can impact the psychology of participants. Once a par-
ticipant experiences a rush in the brain, the positive memory
is sealed with powerful motivation to achieve it again. The dif-
ference between a “nice” trip and a “wow” experience can have
a huge impact on future performance and overall satisfaction
with the program.

When armed with an understanding of behavioral econom-
ics, planners can maximize the impact of a meeting or event. If
your goal is to increase effectiveness without increasing budget,
you may want to consider reallocating your dollars. Getting bet-
ter results doesn’t always require more spending. The key is to
spend in areas that will resonate with your inherently emotion-
al audience. C&IT

is Corporate Vice President — Event Solutions for Bl WORLDWIDE (BIW), responsible for

all operating areas of the BIW Event Solutions Group including purchasing, design, delivery,
group air, individual incentive travel, onsite operations, technology, communications and
merchandise. She leads a team of more than 175 industry professionals who deliver memorable
experiences and measurable results for their customers. www.BIWORLDWIDE.com,
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Perspective

By Terri Woodin, CMP

Successfully Navigating
International Meetings

presents a variety of challenges and variables that cor-
porate and association meeting planners do not encoun-
ter on the domestic front. Planner surveys reveal that interna-

P lanning and delivering successful international meetings

tional meetings don’t just take more time to plan and execute,
but require more follow-up after the hotel contract is signed,
cost more than what was budgeted and require more onsite
and destination support services. All that said, the demand for
international meetings is on the rise, but clearly, planners are
seeking new solutions to assure successful meetings, enhanc-
ing the attendee experience and value-based outcomes.

Big Picture Planning

Before getting into the details of specific international des-
tinations, hotel RFP distribution and budgeting, it is impor-
tant to carefully evaluate the global landscape and potential
yellow or red flags. This process can start with the PEST test
(political, economic, social and technology). Of course, we
just need to read the newspaper or watch the evening news
to be reminded of the political unrest that negatively impacts
many countries and high appeal destinations, or the global
fallout from China’s recent economic decline, or social con-
flicts and union labor disputes, which impacts services, lo-
gistics and costs.

There are many factors that come into play when evaluat-
ing and selecting destinations for consideration. In addition
to understanding the past and current political, economic and
related issues, it is important to evaluate the current airlift,
access and preliminary costs from attendee departure cities,
travel and visa requirements, and destination support services
(custom brokers, transportation, translation services, technol-
ogy, etc.). Other important factors include if your organiza-
tion has offices or personnel in the area, MPI or other industry
affiliation chapters in the region, local tourism bureau sup-
port options, and season and weather patterns over your pre-
ferred meeting dates.

Going Global

When planning international meetings, there are a multi-
tude of important details that must be incorporated into your
strategy and action plan. In addition to understanding the
many cultural, language and protocol considerations, hotel-
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iers and suppliers often have different terminology for meet-
ing and event support services, and each country will have
policies around travel, visa and immunization requirements.
Evaluating currency fluctuations and stability and tax impli-
cations in each country (and United States) is another part
of the equation.

Expand Hotel and Supplier Communications

Starting with the RFP process, in addition to your day-by-
day agenda, meeting and event space, group food and beverage,
and audio-visual and production support, it is important to
assess hotel and municipal taxes, VAT tax and refund policy,
hotel fees and surcharges, and what services are delivered by
the hotel, or require outside suppliers. International hoteliers
generally do charge meeting space rental, but offer meeting
packages that include continental breakfast, breaks, lunch and
basic AV. Add custom questions to your RFP that allow you to
identify all line-item costs and create a preliminary budget by
hotel and forecast variable costs.

Plan and Think Before You Ink

Whether hotel chains or independents, international hotel
contracts often have unrealistic performance obligations for
the meeting organization. For domestic meetings, [ prepare
a custom hotel contract, ready for hotel signature, but for
international meetings, I create a modified contract that ad-
dresses all performance clauses, mandatory taxes, hotel fees
and surcharges (eliminate or reduce), force majeure, hotel
support services and liability language. As in the U.S., this is
a give-and-take process, with the ultimate goal of achieving
measurable savings, mutual performance obligations and as-
suring contract risk reduction and cost containment measures.

Six International Meeting Management Tips

1. Understand each country’s political and economic
environment, cultural issues, language considerations,
currency stability and international protocol.

2. Create a strategic RFP, including standard and custom
questions and identify all fixed and variable costs,
meeting package components, support services and costs,
technology resources and breakdown of all taxes.

3. Prepare a custom hotel contract and address all mutual
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performance clauses, liability language, hotel fees
and surcharges, hotel performance standards and risk
mitigation measures.

. Evaluate and create a preferred supplier network

and preliminary costs for custom brokers (shipping
and customs) DMC or PCO services and costs,
technology support, etc.).

. Review all government regulations, travel and visa

policies, airlift and current costs from attendee gateway
cities, tax implications, immunization requirements, and
create a crisis management plan.

. Identify destination and regional resources, including

company satellite offices or personnel, convention
and tourism bureaus, industry affiliations chapters

(MP], SITE, etc.), global strategic partners and U.S.
consulate or embassy.

Conclusions

There is an umbrella of high-impact benefits to organiza-
tions, stakeholders and attendees when global meetings are
well planned and executed, but success today requires a strate-
gic plan. Post meeting, collaborate with key stakeholders and
suppliers to evaluate results and outcomes, and use this valu-
able feedback to apply to future meetings. Yes, meetings are big
investments, and when it comes to international meeting man-
agement, clearly the bar (and expectations) has been raised!

For a complimentary copy of Terri’'s SMM Action Plan for
Success, contact her at twoodin@meetingsites.net. C&IT

It is important to carefully evaluate the
global landscape. ...Start with the PEST test
(political, economic, social and technology).

Terri Woodin, CMP

is Senior Director of Global Meeting Services at Meeting Sites Resource (MSR) in Irvine, California.
She has been with MSR since 2012 and is responsible for strategically partnering with MSR
customers on all facets of global site research, custom hotel contract negotiations, meeting
support services and Strategic Meetings Management (SMM) solutions. Terri is an industry veteran
with 35 years in the hospitality industry with extensive experience in hotel operations, hotel sales
and as a meeting planner. She currently serves as Secretary on the Rocky Mountain PCMA Board,
on The Meeting Professional Advisory Board for MPI, on the APEX Standards Committee and on
The School of Hospitality Business at Michigan State University Board of Directors.
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Partnershlps

By Sara Churchville

AlliedPRA reserved 250 box seats for
July 4th fireworks at the Hollywood Bowl
as part of a seven-day client event.

Credit: AlliedPRA Los Angeles

Destination
Management
It Companies
'Help Planners
 Escape DIY

Disasters

came to L.A. wanting a unique, seven-
day experience for the attendees. The Al-
liedPRA Los Angeles team sprung into
action: They secured access to a celebrity
home, offered drinks on a balcony over-
looking the Hollywood Hills, organized
a private dinner on the back lot where

An elegant setup at Palais Garnier in Paris by Lafayette
Group, a Global DMC Partner in France and Monaco.

“L.A. can be a broad, confusing mar-
ket for outsiders,” says Annette Gregg,
CMM, MBA, vice president, corporate

ten the rallying cry during cash-
strapped times, but as destination
management companies that are part of
a larger alliance can attest, less can of-
ten lead to more headaches, wasted time

¢ Ican do this myself for less” is of-

West, for destination management com-
pany AlliedPRA. She recalls one interna-
tional company — $300,000 over bud-

and unfulfilled expectations. get thanks to the exchange rate — that
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“Seinfeld” was filmed as well as one under
the Space Shuttle Endeavor (“this reso-
nated with the group, she says), provid-
ed access to members-only Magic Castle

— a mansion (huge mansion with differ-
ent magic acts going on throughout the
house) that is the private clubhouse for
the Academy of Magical Arts — and, for
the piéce de résistance, found 250 box
seats for the Hollywood Bowl July 4 fire-
works. “Each one of those was an eco-
nomical solution,” Gregg says. “Econom-
ical” for someone with a huge network
of contacts honed over numerous years,
absolutely. For a planner from overseas
trying to create a nonstandard experi-
ence for a large group? Not so much.

“A local expert is almost like an or-
chestra leader, bringing all the instru-
ments together, not playing instru-
ments themselves,” says Gregg, who
joined AlliedPRA in April. “
access to certain venues, or knowledge
about a brand-new offering or venue
that a planner never would have known
about, create a uniquely local experience
that gives them a true sense of the desti-
nation they’re in.”

Crafting an unforgettable attendee
experience can be even more of a chal-
lenge when it requires more than just
“buses, boats and balloons,” but the cre-

L3

Exclusive

ation of a lasting monument
to the group’s time on location.

Helping to Do Good
When Germany-based
medical equipment maker
Drager Medical approached
Chris Lee, DMCP, CEO of
Access Destination Services’
team, it was with a tall order:
a CSR program that would
leave a permanent impres-
sion on the community, even
10 years later, and that also
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housing but no real
play area. Together, all
500 Driger attendees
spent a day transform-
ing a one-acre dirt lot
into a play park with
swing sets, a basket-
ball court, 18,000 sf
of grass complete with
irrigation, a concrete
walking path, planter
boxes and planted flowers, and a re-
furbished skate park. Local contractors
helped out some, but 90 percent of the
work was done by attendees, says Lee,
with some last-minute assistance from
the kids themselves during recess. For
the CSR project, Driger won an award
from Pharma Forum. The project was
one that required a team that was truly
on the ground, with ears to it, and in-
deed two of Access’ team members were
raised in Arizona and instrumental in
scouting. Access also was able to handle
the risk management aspects of the proj-
ect and to find reputable contractors.

Destination Partners

Sometimes working with one DMC
involves working with multiple part-
ners in the destination, as when Terry

Epton, CIS, CITE, DMCP, president of

Access Destma‘uon Services arranged a park build CSR project
in Arizona for Drager Medical.

like an orchestra
leader, bringing all
the instruments
togetber, not playing

Annette Gregg, CMM, MBA
Vice President, Corporate West
AlliedPRA West

San Diego, CA

Epton says, “It was complicated and
multilayered, with north of 6,000 at-
tendees.” Hosts New Orleans took on
the coordination and production of the
IPW Superdome experience. The team
was tasked with showcasing “the brands
that New Orleans stands for: first is our
food, second is culture and music; fol-
lowing that, European heritage and ar-
chitecture.” Hosts worked with Center-
plate, which provided bar service and es-
sential F&B setup, while the Hosts team
handled the specialty aspects: “We had
to pull together dozens of local restau-
rants and famous chefs in a place they
don’t normally work,” he says.

The evening began with the top tier

. of VIP buyers on floats from
Harry Connick Jr’s Krewe of
Orpheus with policemen on
motorcycles and marching
bands in a giant parade into
the Superdome — the full
Mardi Gras experience includ-
ed buyers throwing branded
beads from the floats and a
kind of theater-in-the-round
from which local entertain-
ers performed. “We also had
a nod to the international
crowd, with vignettes of Ger-

would allow 500 attendees
to participate at the same time. As al-
ways, the team went through a lengthy
interview process to determine Driger’s
objectives; they discovered that the com-
pany’s CEO wanted a project that would
benefit children.

Ultimately, Access found an orphan-
age in Arizona with a plot of land and

Hosts New Orleans, produced the open-
ing event for the New Orleans CVB and
Brand USA at IPW (formerly Internation-
al Pow Wow). The million-dollar event
took place in June at the Mercedes-Benz
Superdome in New Orleans, an experi-
ence he describes as “atypical” in that it
was a complete community effort.

man, Brazilian, Caribbean and
Venetian carnivals. It was a very well
thought out and extraordinarily detailed
event,” Epton says.

Lee, too, finds that working in con-
cert with other locals can help bring off
complicated events such as the one Ac-
cess planned for Kawasaki in June 2015.
The company wanted to celebrate its top

TheMeetingMagazines.com ¢ Corporate & Incentive Travel * August 2016

“A local expert is almost

instruments themselves.”


http://www.themeetingmagazines.com/index/cit
http://www.themeetingmagazines.com/index/cit

“A true incentive
is to provide an
experience for an
individual that
they cannot buy
at any price.”

Stuart J. Gardner
President

Florida Meeting Services
Fort Lauderdale, FL

dealers in a way that would highlight
San Diego as a destination and offer the
dealers — some 2,000 — a chance to
network. On top of this, they “wanted
to do something very grand,” Lee says:
a demonstration of the newest line of
Kawasaki motorcycles that the dealers
and the public would see at the same
time. Essentially, they wanted an incen-
tive merged with a marketing event that
would encourage Southern Californians
— already known to be fans of motor-
cycles — to post images on social media.

For the team, this was fraught with
all the obvious challenges such a mix
might potentially entail. What to do?
“We came up with the idea of a block par-
ty in the Gaslamp Quarter and obtained

“Once the planner bas done a site
inspection, seen the options and
met the people involved, it’s not
about price but about what’s going

“similar to the ‘Good Morning
America’ setup” and offered
10-minute bike demonstra-
tions every half hour for two
hours. Once the baseball
game ended, Lee estimates
some 4,000 people had a gan-
der, providing a great level of
exposure for Kawasaki as well
as an inimitable experience
for the attendees. “We got
great reviews; even the San Diego police
gave us thumbs up,” he says.

Why Use a DMC?

“A true incentive is to provide an ex-
perience for an individual that they can-
not buy at any price. They need to have
the experience created by someone else,”
says Stuart Gardner, president, Florida
Meeting Services, a member of Global
DMC Partners. Case in point: He once
arranged to have 20 attendees dine in
Stiltsville, a collection of wooden houses
on stilts in Miami’s Biscayne Bay, where
they arrived by a high-performance
Cigarette boat.

But what of planners who aren’t look-
ing for an “experience” per se? Jenelle
Benoit, director, marketing and com-
munications for Global Eagle Enter-
tainment, which provides media and
technology for inflight entertainment,

to be the best fit for the brand.” |

Terry Epton, CIS, CITE, DMCP
President, Hosts New Orleans

permitting for four blocks for a private
event, three blocks additionally for pub-
lic,” Lee explains. To add to the challenge,
on the only available evening, a Padres
game was in play a mere two blocks away.

Working with the San Diego CVB, the
mayor’s office and the Gaslamp Quarter
Association (“to get through red tape”),
the team decided on private demonstra-
tions for the attendees as well as bleach-
ers set up for the public in a gallery area

organizes incentives primarily for the
software engineers and technical op-
erators at her company. She finds she’s
more likely to have to coax attendees out
of their comfort zones than wow them.
Still, for an event in Singapore planned
for the fall, she intends to use a DMC for
the first time.

“Since I've never been there, it is great
that I can refer to Destination Asia (a
member of Global DMC Partners) as my

partner in sourcing local staff, location
scouting, transportation logistics, etc.
Because they are the experts in the re-
gion, they save me time from research-
ing reputations, quality and prices since
they are able to work within my specified
budget. Time management is the num-
ber-one benefit for using a DMC.”

Epton notes that a planner’s deci-
sion to use a DMC is “very high stakes;
they’re placing their jobs and reputa-
tions in our hands.”

DMCs Know All the Locals

“If you're having a fais do-do (Cajun
party), choosing the right caterer for
that event is very different from a man-
sion on St. Charles Ave,” Epton says. The
local CVB can suggest some options, but
its mission is to showcase the destina-
tion. The DMC then finesses the ins and
outs for a company’s brand image and
reputation through the events.

Knowing who the best local suppliers
are presupposes the inverse: knowing
who to avoid, not just in general, but in
the context of a specific meeting’s objec-
tives. “In the last 10 years, we’ve had the
same suppliers,” says Gardner. “It took
21 years to get to that point, because
suppliers didn’t understand our needs.
It’s a constant exercise in reaffirming
our relationship with suppliers or mov-
ing on if those relationships pass on for
one reason or another. We’re only as
good as our worst supplier, so constant
communication is everything. We have
to let them know that we do this level of
meeting rather than this level.”

Access, AlliedPRA, Global DMC Part-
ners and Hosts Global all vet their sup-
pliers — and their partners. “We put a
very high premium on being customer-
centric,” says Epton, whose DMC is a
member of Hosts Global Alliance of 60
DMC members doing business in hun-
dreds of destinations. “It’s not so much
about driving revenue as it is about
upholding reputation and being the
standard bearers.”

Says Catherine Chaulet, president,
Global DMC Partners (GDP), a consor-
tium of 60 DMCs who represent more
than 100 destinations around the world:
“We select our DMCs on how strongly po-
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Credits: The Destination Manager, a Global DMC PaFtner

rincess by The Destination Manager, a Global DMC Partner.

sitioned they are in their market. Many
DMCs want to be part of GDP, only a few
are chosen. We always start with client
feedback. They know best and are criti-
cal to our decisions. We do an in-depth
due diligence of factors that are critical
to our clients, such as the DMC’s ability
to provide unique experiences, creativ-
ity, reputation with clients and vendors,
crisis management plans, financials, in-

“Irying to go direct and plan all details...
of a successful meeting is like remodeling
your bouse yourself: It sounds like a
wonderful idea...then balfway through
the project you're fighting with your
partner, it costs twice as much, and

it looks nothing like you wanted.”

as well as in-depth DMC reporting, and
contingency planning across multiple
programs and markets.”

For Lee, it’s about a continuing con-
versation that winnows down to the cli-
ent’s ultimate objectives. He asks: How
would you define success? Gregg wants
clients to “feel they have a one-stop shop
that will own the project to the end.”

Since in the end, planners may and

Chris Lee, DMCP CEO

Access Destination Services, San Diego, CA

surance levels, number of years in the
industry and their five-year plan.”

DMCs Know Their Audience
Understanding what a client needs
over the long-term is one of the ele-
ments that sets Global DMC Partners
apart. “We provide much more than just
lead generation and access to DMCs,”
Chaulet says. “We have a deep under-
standing of the client’s business model
and their programs. Over the years, we
have become their strategic solution by
assisting them beyond just one program.
We help clients by giving them access to
the largest network of DMCs worldwide

do choose a DMC based — all things
being equal — on how the DMC rep
comes across (Does he seem like he’s
got it together? Does she answer ques-
tions frankly? Is this someone my team
would enjoy working with for months on
end?), all alliance members take hiring
and training seriously.

Says Epton, “This business is not
something that you automatically know
how to do well; it has easy entry, but to
be good at it takes experience. We put a
great emphasis on finding good people
and keeping them, never accepting me-
diocre people into our company.”

Gregg emphasizes continuous qual-

ity assurance and training: poring over
client evaluations with her team, devel-
oping their skills to a rigorous standard,
offering weekly training webinars. When
hiring, she looks for a developable skill
set, which she views as more important
than specific past DMC experience.

Chaulet’s mission at GDP is to build
an organization that addresses the ever-
demanding and ever-changing needs
of meeting planners when
it comes to creativity, safety
and spend management.
GDP achieves this through
collaboration with their DMC
members and client advi-
sory boards, ensuring they
are meeting as often as pos-
sible to share best business
practices and new trends in
order to constantly set the
bar higher in the event industry. New
partnerships — such as GDP’s partner-
ship with Associated Luxury Hotels In-
ternational (ALHI) and SongDivision, an
experiential music agency — also have
formed as a result of this collaboration
and allowed GDP to expand their unique
offering to clients.

DMCs Prepare for the Worst
“We have an emergency plan for
anything from hurricanes to electri-
cal storms,” says Gardner, who as a
Florida specialist has experienced such
emergencies from time to time. Now
more than ever, the best DMCs are cri-
sis management specialists: They know
where the nearest local hospital is, what
the host hotel’s preparedness plan is and
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reputations, quality

“Tbrough tbeir creativity, local
relationsbips and contingency plans,
DMCs provide irreplaceable cost
efficiencies and savings to planners.

Catherine Chaulet, President
Global DMC Partners, Washington, DC

who can step in if the planner herself
becomes indisposed, and they verify at-
tendees’ emergency contacts and coop-
erate closely with local law enforcement
and security personnel.

DMCs Get Volume Discounts

“We will do 100 to 125 groups a year,
half in Orlando,” says Gardner. “There’s
considerable buying power in that. It al-
lows us to provide concessions to the end
user, and they get us as a security blan-
ket — the ice cubes are frozen, the coffee
is hot. You get our presence: For about
the exact same money as you would do
on your own, we do it.” Lee expresses the
same thought: “Even with our fee, the
client comes in for same price as clients
pay if they go direct.”

Price vs. Value

And there it is, the mutual sticking
point for DMCs and their clients: the
price. “Planners are under pressure to
find the lowest price,” says Gregg. “What
I learned over time is it’s not always
about price.” Having worked as a cor-
porate planner with a financial firm, as
a third-party planner who used DMCs,

“Because they are
the experts in

the region, they
save me time
Jrom researching

and prices.”

Jenelle Benoit, Director
Marketing and Communications
Global Eagle Entertainment
Marina Del Rey, CA

»

and as a CVB manager, she can see the
industry from multiple perspectives.

“To sacrifice based on price can be penny

wise and pound foolish if going for the
lowest price can hurt our participants’
experience.” She recommends planners
be transparent about their budget at the
outset, which saves everyone’s time and
avoids dissatisfaction.

Gregg finds that focusing on the price
per attendee rather than the overall
amount can put the overall spend into
perspective for clients. Epton elaborates
on this idea: “Once the planner has done
a site inspection, seen the options and
met the people involved, it’s not about
price but about what’s going to be the
best fit for the brand. If you ask, ‘Would
you risk your company’s image to save
$25 per person?’ most all would say no.”

And Chaulet finds that among mem-
ber DMCs, an ever-present issue is the
client’s perception that DMCs are pad-
ding the bill — often putting the onus
on the DMC to “prove” the pricing is
real. “In a very competitive landscape
one of our goals is to showcase the value
that DMCs bring versus just the cost.
In reality, through their creativity, lo-
cal relationships and contin-
gency plans, DMCs provide
irreplaceable cost efficien-
cies and savings to planners,”
she concludes.

Benoit, a first-time DMC
client, echoes this senti-
ment: “Education on what a
DMC has to offer and their
pricing structures were my
biggest hurdles, and I think
spending more time on educating new
and potential clients would make my
life much easier.”

Addressing the general feeling

among DMCs about the impression of
overcharging as a business model, Ep-
ton notes: “Our company was founded
in 1958. If we were just middlemen buy-
ing low and selling high, we wouldn’t be
in business today.” His solution? “More
exclusive relationships with customers
would make us much more efficient,
and those efficiencies would result in
better value for the customer. When
we’re the official supplier, the custom-
er can get and deserves a much better
deal from us.”

Chaulet indicates, “We facilitate and
foster best-practice sharing not just
within our network of DMCs, but also
with our clients. One of our main goals
is to be a platform and knowledge of re-
sources within the event industry.”

GDP is constantly putting solutions
in place to give corporations and third
parties better visibility of their DMC
spend and help them manage it. “Larger
corporations have very little idea what
their true spend is. The way meetings
and events are managed in companies
tends to be very fragmented with mul-
tiple people in charge of events. Most of
the spend is neither consolidated nor
centralized making CFOs and procure-
ment very nervous with meeting and
event spend,” Chaulet says.

“Ultimately, a planner struggling with
pressure from her company on expenses
should have enough resources and in-
formation to confidently say, ‘This is the
budget, this is the spend, that is what
I've been able to save the company.’ This
is a core offering of GDP, helping compa-
nies get a strong hold of this spend and
help them better manage it.”

Lee advises planners that the DIY ap-
proach can ultimately cost more, notjust
in missed opportunities and less than
stellar reviews, but in actual dollars. He
says, “Recognize that trying to go di-
rect and plan all details and elements
of a successful meeting or incentive is
like remodeling your house yourself: It
sounds like a wonderful idea — you're
going to save money, go to Home Depot
or Lowe’s, watch videos — then halfway
through the project you're fighting with
your partner, it costs twice as much, and
it looks nothing like you wanted.” C&IT
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STAY FOR THE MEETING. WALK
TO EVERTHING ELSE.
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Orlando and The BOATHOUSE®, For your events enjoy
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Springs™.,
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7. HHONORS

bt iy valid st Hiltan @riando Laks Busna Vists lor nes swenls, S0 reoms or greater, Bookings beiween 57008 and 12700716 1hal musd
occur by 1273018, Otfer subject to availabllity #nd cannol ke combined with ey other ofers andfor special discounts. Valld oo new
trenl boakings anky, Other resifictions may apaly.
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osts Global Alliance (HGA), is a

worldwide consortium of select

Destination Management Com-
panies. HGA represents more than 50
Destination Management Companies,
servicing more than 300 locations.

The Hosts Global Alliance Client Ad-
visory Board provided enlightening
answers to Corporate & Incentive Travel
magazine’s questions after their meeting
that followed the 4th Annual HGA Global
Forum at Turnberry Isle in July. The an-
swers reflect a consensus of the board,
which is comprised of the following in-
dividuals, many of whom contributed to
the edited answers.

e Marty MacKay, DMCP, president of

Hosts Global Alliance
e Terry Epton, CIS, CITE, DMCP, presi-

dent of Hosts New Orleans
e Jeff Broudy, president of United

Incentives Inc.

e Kara Leodler, manager of confer-

= -.--i-l

o

1]

)1

ence and travel, Kansas City Life In-
surance Company
e Kathrine Faubert, senior manager,
event services, Deloitte Canada

e Christi Heacox, manager solutions,
Fedex Services

e Christina Lofton, CMP, manager,

Meetings & Incentives Worldwide Inc.
e Patti Palacios, president and

CEOQ, GlobauxSource
e Stuart Ruff-Lyon, CMP, DES, vice

president, events and education, Risk

and Insurance Management Soci-

ety Inc. (RIMS)

e Lisa Sykes, CMDP, director of meet-

ing services for DRI — The Voice of

the Defense Bar.

Q How has technology most changed
the meetings industry?

We can look at technology in many
different ways. There are actual software
programs that have allowed businesses
to work more efficiently and streamline

rens Fro
e — | Y o ol 2 T o
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- . HGA Global Forum Board Sets the Tone -

The HGA Client Advisory Board members and staff who met in Miami in
June included (I to r) Jeff Broudy, Denise Marie Germano, Christi Heacox,
Patti Palacios, Marty MacKay, Stuart Ruff, Lisa Sykes and

Terry Epton.
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work product, but also many other tech-
nology disruptors that have occurred in
the marketplace. The speed and the tools
that come with it also have reduced the
planning window for meetings, as reg-
istrations and housing lists can be pro-
duced much faster and more efficiently,
which shortens the entire planning win-
dow. Other disruptors include the speed
at which business is now expected to be
done and the personalization that comes
with that. But this also comes with risk.
How can you maintain the speed de-
sired by clients and creativity? In addi-
tion, technology brings security risks
that need to be managed on the cyber
side. The group overall saw the changes
as both good and bad — a double-edged
sword if you will.

Q How important are certifications
(such as the DMCP) in your industry?
Do you require your staff to continue
their education?

August 2016 ¢ Corporate & Incentive Travel * TheMeetingMagazines.com

While certifications are good, and
they certainly show that employees are
invested in their growth and develop-
ment in the industry, the most important
aspect is that overall education is most
important — in whatever form it takes.
All companies, clients and DMCs stressed
the need for continuing education as be-
ing key to growing and staying on top of
trends. This can come in the form of at-
tending shows and being involved in as-
sociations such as PMCA, MPI, SITE, etc.
We see this as targeted learning, and that
the designation is not as important as the
ongoing participation. It was noted that
the DMCP was an important differen-
tiator, showing the acceptance of both a
sizable body of knowledge and best prac-
tices, as defined by the association of
Destination Management Executives In-
ternational (ADMEI), and that the DMCP
was a single step in a detailed process of
becoming accredited by ADMEI, the only

Christina Crue, a crisis management specialist,

addressed the Forum.

T SOUTH FLORIDA

where we had hot shaves and haircuts for
men and a lash bar and makeup touchups
for women. Also, the use of cover bands
and interactive DJs can save over top-
name entertainment.

Q What is an example of one of your
most successful themed events.

A vintage trend reminiscent of the
1920s Gatsby Era is currently success-
ful: Everything old is new again, such as
Speakeasys, Moulin Rouge and “Fedoras,
Fringe and Fitzgerald!” Props are being
replaced with attention to table décor,
variations in seating design, all with a
greater emphasis on mixed furniture and
lighting effects.

Q What tips can you give planners on
the best ways to engage audiences for
memorable experiences?

Create an experience! That was the
overwhelming answer. Whether it is
in the form of a digital game or even a
Pokémon Go game. You need to engage
through an experience. If you can re-
late that engagement back to the com-
pany, letting clients or attendees tell
a story —that is even more effective.
QO How have client relation-
ships and working with meeting
planners evolved?

All agreed that the key to the rela-
tionship was communication. We are
seeing more transparent discussions

on acknowledgment of communica-
tion, managing expectations on what
can be delivered and how quickly, and

body that speaks for the regulation of
destination management globally.

Q What are some of the top entertain-
ment and event trends?

The event trends that we are seeing
now all involve creating experiences
for attendees. Whether they be fitting
events (sunglasses, blue jean bars) or
acrobatics, attendees want to be part of
something interactive. This also includes
the idea of “adults having fun” and the
throwback to providing games like foos-
ball, pool, Ping-Pong, video games, etc.,
which gives them permission to enjoy
something they might not ordinarily be
comfortable doing. Anything interactive
is hot. For instance at an event in New
Orleans we recently provided a VIP area

with a proactive approach to timelines.
Q According to MPI's Meetings Out-
look, 2016 Spring Edition, meetings
costs are outpacing budgets. How do
planners cope with this reduction
in buying power?

Meeting planners are very resourceful,
and the key is to work with resourceful
partners. You need to understand the
buying cycle, and if that means planning
further out to get better prices, then you
need to communicate that to your stake-
holders. You can leverage your spend by,
for example, booking multiple pieces of
business at the same property to nego-
tiate a better rate. And, in many cases,
creating experiences for your clients can
be less expensive than the traditional
ballroom décor.

The iPad challenge at the Forum is an
example of effective attendee engagement.

ROI is expected and rewarded. This

was highlighted in the client advisory
board meeting when we discussed the
decision Turnberry Isle made to be-
come the headquarter property for the
HGA Global Forum. Three out of the
five clients present in this meeting in-
dicated that they had approached and
were speaking to Turnberry about new
group bookings. In addition, one of
our guest speakers was booking future
programs onsite with planners that
were so impressed by both his con-
tent and delivery.
Q What are the major concerns for
planners and what encouraging signs
do you see ahead for the U.S. and glob-
al meetings industry?

While many planners are making
location decisions regarding the risk of
a location, as some destinations do in-
herently have greater risks or perceived
risks than others, the consensus was
that no one is too concerned about trav-
eling to most places nowadays. Planners
have accepted that anything can happen
anywhere, which is why is it so impor-
tant to embrace emergency prepared-
ness and make sure risk management
is a fundamental process in planning.

Q How have you changed your ap-
proach to risk management in the face
of increasing threats of terrorism?

We all feel that heightened security
will become the norm and the expec-
tation, and talking about the risk and
then preparing for any emergency will
become a routine part of the planning
process. Hosts Client Advisory Board
members indicated that they anticipate
tighter security with regard to access to
their events in hotels, convention cen-
ters and other venues, similar to how
public sporting events are now treated.

TheMeetingMagazines.com ¢ Corporate & Incentive Travel ¢ August 2016
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230 Industry Pros Representing More Than
300 Destinations Worldwide Participated

.
%

Luncheon welcoming new members.
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osts Global Alliance

(HGA) held its
4th Annual HGA Global
Forum at Turnberry Isle
Miami in July. The Global
Forum brings attendees
together for industry-
focused educational
sessions and local
offsite activities. The 230
industry professionals
attending the Hosts
Global Forum included
both HGA clients and
members representing

more than 300

destinations worldwide.

August 2016 ¢ Corporate & Incentive Travel * TheMeetingMagazines.com

Participants traveled from North,
Central and South America, the
Caribbean, Asia and Europe to col-
laborate on industry challenges and
trends, learn about new destinations,
meet one-on-one about business
opportunities, and to enjoy the local
offerings of South Florida.

Cream of the Crop Events, a Hosts
Global Alliance Member, worked hand
in hand with the HGA team to orga-
nize a full range of activities highlight-
ing the history, arts and culture that
South Florida offers incentive, leisure
and corporate groups. The venues,
activities and locations showcased
the vibrant hospitality of this iconic
beach and golf paradise.

Educational content focused on
emergency preparedness including
special issues facing the hospitality
industry. Other sessions included the
latest trends in the hotel industry
and how issues such as room piracy,
cyber security, meetings advocacy,
and health and wellness can affect
meetings and incentives business.

Another session zeroed in on the
use of alternative accommodations
such as Airbnb, and a panel made up
of members from the event manage-
ment team of South by Southwest
(SXSW) and Austin city officials
discussed the design and execution
of mega events.

In addition, attendees received
continuing education (CE) credit for
the Certified Meeting Professional
(CMP) credential.

A Taste of Local Entertainment

There was entertainment through-
out the HGA Global Forum with a va-
riety of receptions and performances
starting with the Taste of Turnberry
welcome reception at the host hotel,
Turnberry Isle Miami.

The session on how to repurpose
centerpieces culminated in dozens of
recycled centerpieces being delivered
by attendees to the local Ronald
McDonald House. Participant Michael
Fried, owner of San Francisco-based

Teambuilding Programs Make a
Positive Impact in Communities

Hosts Global Alliance sponsored a remarkable CSR activity during its 4th
Annual HGA Global Forum.

HGA and Best Corporate Events supported Feeding Children Everywhere
(FCE) by packing more than 25,000 healthful meals for food pantries. The
activity included Global Forum attendees, consisting of both HGA clients
and DMC Members.

Feeding Children Everywhere’s mission is to bring people together as an
empowered group to make a difference for hungry children and families. HGA,
which firmly believes in creating a difference in the community, says they dis-
covered the perfect opportunity to support a well-respected charity and demon-
strate their H Factor, too.

HGA President Marty MacKay defined The H Factor as “that extra something
special in all that we do and for HGA it doesn’t stop at supporting our clients,
but also involves supporting our industry, each other and our communities.

“Partnering with FCE was the ideal way to bring together our HGA clients
and DMC Members to be Heroes
for our host community of South
Florida,” she says.

Competitive Spirit

Attendees were first brought to-
gether for the iPad challenge, where
competitiveness ensued and carried
" over into the CSR activity as teams
Participants gave backt.o'-the commuity llo;' SEUE) O IS WL
packing 25,000 meals for FCE. Experient National Account

Manager Diane Steele, CMR liked
the competitive spirit of the teambuilding. “They did a really good job of having
fun and being very competitive at the same time. Also, | loved the give-back.

It made me feel like | was here for a purpose. | feel very lucky to be a part of
this,” she says.

Global Forum attendees packed meals bound for South Florida and for the
African nation of Burundi. Through FCE’s cooperation with the Seed Sowers of
Faith, the meals will be distributed to local food pan-
tries in the Fort Lauderdale and Miami area, while —

Burundi Christian Ministries will deliver to children 2
and families in need in the East African country. “@
Andy Gladstone, DMCP owner of Show .

Me Arizona, a Hosts Global Alliance mem-

ber, says, “The teambuilding event by Best @ @
Corporate Events was outrageous. They e, I b ol
immediately bonded strangers together
and had us use technology, creativity and
imagination to compete against each
other. And boy, did we compete! In

2@ @

the second part of the event, we ‘y Tﬂdﬂy I f'ed = ,x
crossed through the curtains and 3 ] '
found an assembly line of food & _ F
products waiting for us to pack- 5 y 7

: . UNGpy
age and ship off. That, too, was : CHILp

e 45 . . REN
outrageous with fierce competi- :

tion among our newfound friends.”
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HGA President Marty MacKay (/) and HGA CEO Jennifer Patino (r) award Robyn Bass,

president of Nashville’s Maple Ridge Events, with the DMC of the Year Award.

Michael J. Fried Travel Services, said,

“What a wonderful idea to take some-

thing so beautiful as flowers and give

them a second life. Reincarnation.”
Oceanfront landmark Nikki Beach

played host to the Miami Nights

White Party where guests sport-

ing chic white attire were treated

to the food and flair that Miami is

known for, and festivities continued

the next evening on the patio at

the Margaritaville Hollywood Beach

Resort for a Jimmy Buffett-themed

August 2016 ¢ Corporate & Incentive Travel

evening of food, fun and entertain-
ment overlooking the Atlantic Ocean.

HGA proudly announced the win-
ners of the annual Hosts Honors
Awards given to those DMC mem-
bers who exceed expectations in
specific categories. This year’s
recipients include:
® Critic’s Choice Hosts Honors

Award: Hosts New Orleans, a

Hosts Global Alliance Member

® Branding Hosts Honors Award:
Hadler DMC Scandinavia, a Hosts
Global Alliance Member

® H Factor Leadership Hosts Honors
Award: Stephen Lazar, Key Events,
a Hosts Global Alliance Member

© & DMC of the Year 2015-2016

Hosts Honors Award: Maple
Ridge Events, a Hosts Global
Alliance Member

Hosts Global Alliance President

’ Marty MacKay stated, “Our HGA

members incorporate the H Factor
into everything we do; it's that extra
something special we bring to the
table. This year’s Global Forum is
no exception. We put our Heart into
creating a memorable experience for
all attendees with engaging educa-
tional sessions and hip activities,
honoring those HGA DMC members
that truly exemplify our principles
of excellence, and showcased our
hospitality in this tropical paradise of
South Florida.”

Next year’s Host Global Forum will
be held in New Orleans. C&IT

Il
NN A 1 Final night at' Margaritaville

Hollywood Beach.
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HOTELS & RESORTS

The American Club Loews Ventana Canyon Resort
el Kohler, WI Tucson, AZ
MEETINGS THAT ARE — — The Boulders, a Waldorf Astoria Resort Nemacolin Woodlands Resort
= - . - o * Carefree, AZ Farmington, PA
(a5l i The Broadmoor Ojai Valley Inn & Spa
Wi S ; -t‘_"‘ . Colorado Springs, CO Ojai, CA
| I S p | r I | I g Lo gt 7 Vo & The Coeur d’Alene Resort The Omni Homestead Resort
R - ‘ Coeur d’Alene, ID Hot Springs, VA

French Lick Resort The Phoenician
French Lick, IN Scottsdale, AZ

Oasis Hotels & Resorts are perfect for incentive S | 3 The Greenbrier Pinehurst Resort

programs, meetings and social gatherings, as . White Sulphur Springs, WV Pinehurst, NC

i i / Hyatt Regency Tamaya Resort & Spa The Resort at Pelican Hill
well as sporting and entertainment events. w _ y 8 ney a Pue{m‘ ne p e et o

Innisbrook Resort, a Salamander The Ritz-Carlton, Dove Mountain

* Eight all-inclusive beach resorts, two city hotels Marana, AZ

: : Ny . Golf & Spa Resort
e SR ORI B9 Lo relinis B Sl [l EAIES R, Y e ¥ o Paim Hla)rbor, FL The Ritz-Carlton, Laguna Niguel
* Ample meeting facilities and an arena for il ot it LR The La Cantera Hill Country Resort Dan_a ot €A
large-scale events . : 4 CSh San Antonio, TX The Sanctuary at Kiawah Island Golf Resort
La Quinta Resort & Club fanan fsiand, 56
* ldeal for groups ranging from 25 to 2,300 people. La Quinta, CA Sawgrass Marriott Golf Resort & Spa

Ponte Vedra Beach, FL

The Lodge at Torrey Pines
La Jolla, CA Streamsong Resort
Streamsong, FL

Trump National Doral Miami
Miami, FL

Turnberry Isle Miami

Aventura, FL

The Westin Mission Hills Resort & Spa

Rancho Mirage, CA
Wild Dunes Resort

Isle of Palms, SC

Wynn Las Vegas

Las Vegas, NV

Z \cO e . i 4 . .
Y7 To book a group or for group planning call: 770- 662 1805 R 2 AT I A A A s RSt OT
Awards special section, recognizes the leaders
For more information visit: WWW.GroupsAtOasis.com who have demonstrated their excellénce in
designing and maintaining golf resorts that
THE PYRAMID, LUXURY AT GRAND OASIS * GRAND OASIS CANCUN « GRAND OASIS PALM planners can count on. Consider these ?Wal‘d-

winning properties for your next golf program.
GRAND OASIS SENS adults-only, 21+ « GRAND OASIS TULUM « OASIS PALM » OASIS CANCUN LITE » OASIS TULUM LITE ol T

OH! THE URBAN OASIS adults-only, 18+ « SMART CANCUN AN

TheMeetingMagazines.com e Corporate & Incentive Travel ¢ August 2016 29



) grdgns (fﬂ)istinctfpn )

TWENTY-TWO-TIME WINNER

estled into the scenic foot-
hills of Colorado Springs,
Colorado, The Broadmoor is

the longest-running consecutive win-
ner of both the AAA Five Diamond and
Forbes Travel Guide Five Star awards.

Since first opening in 1918, The
Broadmoor has provided an incompa-
rable Colorado experience to groups
of all sizes and types, gaining a rep-
utation as “the most unique resort
in the world.”

Here, in a setting of remarkable
natural beauty, guests can enjoy all of
the amenities and activities one would
expect from a world-class property;
from its Forbes Travel Guide Five Star
spa, to its superlative dining options,
which include the only Forbes Five
Star, AAA Five Diamond restaurant in
Colorado, Penrose Room.

Also available are six tennis courts,
indoor/outdoor pools, distinctive re-
tail shops and three championship
golf courses.

Unique Colorado Experiences
But what makes The Broadmoor
such a one-of-a-kind experience are
the breadth and diversity of unique-
ly Colorado experiences available to
guests. Here, guests can go exploring
on horseback or mountain bike, sam-
ple the ancient sport of falconry, hike
the scenic Colorado mountains, learn
the skill of flyfishing from an expert,

Colorado Sprmgs, CO 80906
www.broadmoor.com
Pepper Dombroski, Director of Sales
pdombroski@broadmoor.com
Sales: 800-633-7711
Fax: 719-471-6227:

i

or take a thrilling zip-line adventure
through a scenic canyon.

Three Legendary
Golf Courses

Presidents, celebrities, athletes and
some of the greatest names in golf
have all played at The Broadmoor.
Consistently ranked among the best in
the world, the three distinctive courses
have challenged them all.

The East Course

The Broadmoor’s East Course is
known for its wide, tree-lined fairways
and expansive greens. With its chal-
lenging terrain and amazing moun-
tain vistas, the East Course is ranked
among the best golf courses in the
country. Most recently, the famous
course served as the host to the 2008
U.S. Senior Open and the 2011 U.S.

- Meeting Rooms" 62

The Broadmoor

Women’s Open Championship. In
2018, the East Course will celebrate
The Broadmoor’s centennial by once
again welcoming the U.S. Senior Open.

The West Course

At an altitude of 6,400 feet, The
Broadmoor’s West Course features
rolling fairways, multilevel greens and
demanding hazards, with more dog-
legs and steeply angled greens than
the East Course. Breathtaking views
of both the mountains and city of
Colorado Springs are available from
the West Course, which was the host
site of the 1998 PGA Cup Matches.

The Mountain Course

The Mountain Course was origi-
nally designed by Arnold Palmer. It
was redesigned in 2006 by Nicklaus
Design (Jack Nicklaus won his first
national title and first major cham-
pionship, the 1959 U.S. Amateur
Championship, on the links at The
Broadmoor). Wonderfully scenic, the
Mountain Course features wide, for-
giving fairways and large greens with
beautiful mountain vistas, ideal for a
range of skill levels and handicaps.

No matter what course you play
— or other Colorado activities your
group chooses to pursue — you'll
find The Broadmoor to be a one-of-
a-kind venue, as well as an unforget-
table experience. C&IT

J

y ® Meeting Space 185 000 i

® Amenities: The Broadmoor Wilderness
Experience offers dlstlnctlve one-of-a-kind

Colorado venues and, activities inian all- inclusive -
Colorado experience: The Ranch at Emerald Valley,
Cloud Camp and The Broadmoor Fishing Camp.
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GRAND ENOUGH FOR YOUR
BEST PEOPLE AND THEIR

BIGGEST IDEAS.

Meetihgs and events take on a special energy at The Broadmoor. Our magnificent Colorado settihg will inspire your
people. Our world-class golf, spa, dining and more will refresh them. The unigue venues and activities of our new
Broadmoor Wilderness Experience properties will challenge them and change
their perspectives. Our 185,000 square feet of meeting space is flexible enough
to meet your most demanding requirements. And amidst it all, The Broadmoor’s
legendary tradition of quality and service will ensure your event is a success.
Contact us today a:nd start planning your meeting now at broadmoor.com.

BROADMOOR

8151515 [0 282078 BROADMOOR.COM 1 LAKE AVENUE, COLORADO SPRINGS, CO 80906



I Greens of Distinction I

ituated amid stunning scenery

and hushed seclusion in Cen-

tral Florida, Streamsong is a
new luxury meeting and incentive
destination intentionally designed in
harmony with its natural surround-
ings and intensely committed to the
highest aspirations of today’s cor-
porate elite. Streamsong combines
golf at its purest and a resort expe-
rience at its absolute finest. It’s rare
that one resort can offer so many
authentic experiences, but that’s the
beauty of Streamsong. It's a destina-
tion like no other.

Far from Florida’s crowded beach
and theme park resorts, this iconic
destination has all of the ingredients to
create a memorable group experience.

Award-Winning Golf

Opened in January 2013, Stream-
song Red, designed by Bill Coore and
Ben Crenshaw, and Streamsong Blue,
designed by Renaissance Golf Design
(Tom Doak), have ranked on some of
golf’s most prestigious lists including
Golf magazine’s “Top 100 Courses in
the U.S.” and Golfweek’s “Best Resort
Courses.” Designed to be walked,
Streamsong Red and Streamsong Blue
can host small, intimate groups as
well as those of up to 288 players for
tournaments, events and outings with
the support of its PGA-certified staff.

In 2017, Streamsong will add a

1000 Streamsong Drive
Streamsong, FL 33834
www.streamsongresort.com
Jim Bullock
Director of Sales and Marketing
jim.bullock@streamsongresort.com
813-523-3068

third golf course, Streamsong Black,
designed by Gil Hanse. Streamsong
Black will feature abundant sand —
the common denominator for the
world’s greatest golf courses — roll-
ing elevation changes, native grasses
and stunning views of ridges and the
surrounding landscape.

But Streamsong is about much
more than golf. From an intimate ex-
ecutive retreat to a grand internation-
al gathering, Streamsong is a place to
accomplish things of value and return
renewed. The resort offers an inspi-
rational, distraction-free environment
with 25,000 sf of dedicated meet-
ing space. Thirteen large and small
meeting rooms can accommodate 10
to 500 in complete comfort and pri-
vacy. General session and breakout
rooms are conveniently clustered for
effective program flow.

)|

Streamsong Resort

SECOND-TIME WINNER ‘

Set on 16,000 acres, Streamsong
invites groups to explore the out-
doors via guided bass fishing expe-
ditions, sporting clays and a nature
trail. Guest favorites for relaxation
and rejuvenation include a lakeside
infinity-edge pool and the unique
grotto-style AcquaPietra Spa. Five
distinct dining options include P,O.,
Restaurant Fifty-Nine, Fragmentafy
Blue, SottoTerra and Hemy’s. The
resort’s outdoor venues are unlike
any other — from the 2,000-sf roof-
top terrace to a breezeway leading
to the lakeside infinity pool to lawn
spaces surrounded by the beauty
of natural Florida.

Highlighted by stone, wood and
glass, Streamsong’s Lodge enables
groups to take full advantage of
freshwater views, Florida breezes
and open vistas that accentuate
sunrises and sunsets on the broad
land-based horizon.

Modern, sophisticated and me-
ticulous in detail, Streamsong of-
fers 228 spacious guest rooms and
suites thoughtfully situated on five
levels and featuring floor-to-ceiling
glass with custom louvers and strik-
ing sunrise or sunset lake views
that extend to the natural Florida
horizon. Rich linens, plush robes
and boutique amenities through-
out ensure no element of your stay
is overlooked. C&IT

® Guest Rooms: 228
® Meeting Rooms: 13

> ® Meeting Space: 25,000 sf indoor;
40,000 sf outdoor

. Special Services and Amenities: Golf,

guided bass fishing, sporting clays,
archery;, fithess center, lakeside pool; ¥
tennis, hiking trails, AcquaPietra. Spa
and more.
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Str camsong:

RESORT * GOLF + SPA

INSPIRATION COMES NATURALLY HERE.
Ideas seem to come easier at Streamsong® Resort. Perhaps it's the wild, untamed

wilderness surrounding you, or the openness of the land. Or the towering sand

dunes and glistening lakes of the two acclaimed golf courses. Or the extraordinary l !El
resort that's at the center of it all. Secluded yet accessible, Streamsong is a B
one-of-a-kind retreat in Central Florida that inspires creativity. A place for your : "__
executives to do their best thinking and your clients to be awed. It's not hyperbole ===

to say Streamsong is where inspiration just seems to come naturally. .

1000 Streamsong Drive * Streamsong * FL 33834 * 844.735.2020 - streamsongresort.com
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A corporate group event on the
: field at Lucas Oil Stadium, home
¥, of the NFL's Indianapolis Colts.
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How Stadiums, Ball Parks and Other Fan Favorites Can Give Events a Winning Edge
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of all types attract incredible numbers of fans.
At the same time, the stadiums and other facilities
they occupy also can serve as meeting venues. In
what seems to be a growing trend, operators of sports
venues have leveraged their investments by making
facilities available for meetings, opening up new pos-
sibilities for planners.
Why consider a sports venue? For many, a major
& y \ _ : = e : & appeal is the aura surrounding a facility whose pri-
"‘".1 ;' R P h - e . fir= il 7 = i i e  mary function is hosting sporting events. Even in
g v ¥ *_.: -} "t’n ¥ # g - , oA = i e e 1 the off-season or when the home team is out of town,
' T ! 2 bl : i o fans from all walks of life enjoy basking in an area
where athletes have made their impact on sports his-
tory. And those who care less deeply about sports may
still appreciate a break from traditional meeting sites.
These facilities also may bring logistical advan-
tages. They're often located close to hotels, restau-
rants and other attractions, and parking is likely to
be a non-issue.
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“Clients like to offer tbheir
attendees opportunities to see
well-known sporting venues
in more intimate settings with
bebind-the-scenes offerings.”

Shannon Gardner, DMCP President
Accent Indy, a DMC Network Company

> 0 00000000000000000000000000000000¢

us Dugout Club, located behind
home plate, includes displays
of memorabilia such as a wall
of gold gloves and the team’s
World Series trophies. It seats
200 guests or accommodates
350 for a reception.

For smaller groups, the
Baseline Clubs, overlooking the
third and first baselines, have a

self, and adjacent party areas.
With a state-of-the-art retract-
able roof, the stadium features
views of the city’s skyline along
with plenty of meeting space.
Meeting rooms range from
780 to 1,400 sf. Counting the
field and exhibit halls, total
space approximates 183,000 sf.

Connected to the Indiana

ing venues in more intimate settings
with behind-the-scenes offerings,” says
Shannon Gardner, DMCP, president of
Accent Indy, a DMC Network Company.
She frequently holds events at Lucas Oil
Stadium for attendees varying from up-
per management to top customers.

“Not only is it conveniently located
within walking distance to most conven-
tion hotels in downtown Indy, but its no-
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Credit: Marlins Park
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Marlins Park, home of MLB’s Miami Marlins, accommodates

Certainly there are tradeoffs. Some at-
tendees may prefer meeting rooms in the
same hotel where they are staying, and
staffing to support events may be limited
compared to some alternatives. But when
it comes to a change of pace, a sports
venue can bring life to any meeting.

Hall of Fame Appeal

The NASCAR Hall of Fame in Char-
lotte, North Carolina, provides a location
where guests can soak up the history of
one of the country’s most popular pas-
times. Whether this means attending
a reception surrounded by NASCAR
memorabilia or dining next to a car once
driven by a racing legend, participants
can enjoy a meeting experience that is
far from the ordinary.

For planners, the range of options
is a plus. The facilities accommodate
various-sized groups ranging from 10
to 2,400 people.

A national sales coordinator for a
leading consumer goods company coor-
dinated a meeting at this location, and
she says it provides a great alternative to
more traditional settings.

“When bringing in clients, this type of
venue allows the organization to show
them a piece of your community,” she
says. She notes that participants have
enjoyed getting an inside look at NAS-
CAR as an industry and the popularity
it enjoys in the region, as well as some
history of the sport.

“You don’t have to be fans of the spe-
cific sport,” she says. “It’s still interesting
to get a different look inside the sport
than the average person.”

She adds that the environment al-
lowed for interactive activities and of-
fered a refreshing atmosphere.

“It was something different than hav-

ing a reception or dinner in a closed,
stuffy banquet room,” she says.

One convenience was that because
there were onsite activities, it wasn’t nec-
essary to shuttle the group around. And
the level of cooperation was outstanding.

“The onsite staff was amazing in help-
ing us put together our event,” she says.
“We would use this location again.”

Facilities include the Great Hall, a
large open area with a flexible floor plan
set against the backdrop of the famous
Glory Road. It can accommodate from
380 to 650 people depending on the na-
ture of the event. A huge 24-by-14-foot
video board can be used to play a video
or showcase graphics.

A smaller option, the Legends Room,
accommodates up to 90 people (48 in
a classroom format), while the Hall of
Honor, where inductees are enshrined,
handles 50 for a plated meal
or 80 for a reception.

Even non-racing fans may
be impressed by a reception
in the areas dubbed Race
Week and Heritage Speedway.
Up to 250 attendees have ac-
cess to interactive exhibits
and can even try their skills
in racing simulator cars. For
outdoor events, a 32,000-sf
patio is available.

Credit: NASCAR Hall of Fame

Famed Stadiums

toriety is a huge draw,” she says. “Guests
love being able to say, I was there!”

Gardner points out that an advantage
of stadiums such as Lucas is the combi-
nation of size and flexibility.

“Its size and layout allow for groups
of all sizes to utilize the space,” she says.
“You can have an event with a hundred or
a thousand people and the experience is
just as impactful.”

She says her experience has shown
that attendees often view their meeting
time as something worth remembering.

“Seeing this giant, state-of-the-art
facility right in the heart of downtown
Indy is impressive for attendees,” she
says. “Knowing all the events that take
place, including all the famous players
that have broken records there, makes it
even more special to attendees.”

She adds that a conference partici-
pant who in the future is sitting on the

Checkered-flag tablecloths adorn a Great Hall banquet
setup at the NASCAR Hall of Fame in Charlotte.

Around the country, stadi-
ums designed for football or other sports
also double as meeting centers. In India-
napolis, Lucas Oil Stadium, home of the
NEFL’s Indianapolis Colts and the site of
the 2012 Super Bowl, offers a variety of
meeting options.

“Clients like to offer their attendees
opportunities to see well-known sport-

couch watching “Monday Night Football”
or an NCAA tournament can identify
with the location. “It certainly creates
great memories and hopefully associates
a positive experience with that particular
meeting,” Gardner says.

The stadium has 12 meeting rooms
along with two exhibit halls, the field it-
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Convention Center by an en-
closed pedestrian corridor, the

large-scale events on the field and smaller groups in a variety of
other venues within the stadium.

capacity of 100 for a reception
or 75 guests seated. And for an

facility includes the 30,000-sf
Lucas Oil Plaza along with club lounges
and suites. A plus for planners is that
more than half of the city’s 7,100 hotel
rooms are within blocks of the stadium.
While newer venues are usually more
desirable, older options also have much
to recommend. That’s the case at Green
Bay’s Lambeau Field, home of the NFL's
Packers, where the term “historic” is no
exaggeration. What it lacks in glitz, the
facility offers in tradition as one of the
most recognizable venues in sports.
Facilities include the Legends Club
Room, with more than 6,800 sf of space
that accommodates up to 800 people.
Smaller rooms of 1,600 to 1,800 sf,
named after football legends such as
Johnny “Blood” McNally, Willie Davis,
Paul Hornung and Bart Starr, serve
groups of 40 to 120. A balcony area and
“MVP” boxes also are available, along
with lounges and a party deck. The atri-
um floor encompasses nearly 40,000 sf.

Sporting Cities

In cities with multiple sports fran-
chises, the choices available to planners
may include two or more big-time sports
options. In Miami, for example, both
the football and baseball stadiums offer
space to corporate groups.

The former Sun Life Stadium, home
of the NFL's Miami Dolphins, has under-
gone a major renovation scheduled for
completion by the end of the preseason
in September. (There was no title spon-
sor for the stadium as of press time.) The
venue has several meeting rooms suit-
able for smaller groups, accommodating
from 30 to 50 attendees.

And Marlins Park, home of Major
League Baseball’s Miami Marlins, offers

meeting spaces that include a confer-
ence room for 75 to 125, the Dugout
Club with space for 50 to 100 and Lexus
Legends with room for up to 700. For
large-scale events, a retractable roof al-
lows flexibility for sun or rain, and there
is onsite parking for up to 5,700 cars.

To focus on teambuilding or simply
add fun, extra features include corporate
batting practice sessions, “run the bases”
experiences, customized Marlins souve-
nirs, ballpark photo sessions, fireworks
and pool parties.

Similarly, Paul Brown Stadium in
Cincinnati also offers an attractive op-
tion. Along with the top-level sports
environment, visitors enjoy the appeal
of an Ohio River setting within walking
distance of most downtown hotels.

For business meetings, stadium fa-
cilities range from a conference room for
25 to larger areas accommodating up to
1,000 people. Four rooms consist of bal-
conied spaces overlooking club lounges
and ranging in size from 1,700 to 4,700
sf. Designed to serve groups from 50 to
100, they can be used for meetings, re-
ceptions or breakout areas.

A strong sense of history also pre-
vails at Dodger Stadium in Los Angeles,
Major League Baseball’s third oldest
ballpark. With year-round availability
and close proximity to downtown, the
stadium offers a nostalgic setting for
corporate events.

Facilities include the Stadium Club,
which overlooks the outfield and in-
cludes access to an outdoor patio. With
a flexible design that allows a variety of
setup options, it has a capacity of 499
guests for a reception, 250 seated or 230
guests seated with a dance floor. The Lex-

intriguing outdoor venue, the
Retired Numbers Plaza offers views of
not only the field, but also the down-
town area and the famous Hollywood
sign. It handles up to 600 for a reception
or 400 seated.

College and Minor
League Sports Venues

The opportunity to meet at a sports
venue is not limited to the world of big-
time professional sports. Other possibil-
ities range from minor league pro sports
to college and university campuses.

At Folsom Field, the University of
Colorado’s football stadium, the lo-
cation itself is part of the attraction,
with guests enjoying a backdrop of the
region’s spectacular mountains. An
exclusive rooftop patio and several in-
door rooms provide high-end meeting
spaces. The Rooftop Terrace Club is a
new open-air space overlooking the
field as well as the Flatiron and Front
Range mountains. The 13,900-sf ter-
race has a capacity of 400 to 600 people.
It offers access to the Byron R. White
Club, which offers upscale dining and
beverage options, and two custom bars.
Divided into halves, the room seats
approximately 300 with round tables
on each side.

The Touchdown Club, with 7,600 sf
of space, is located just above the north
end zone. The area has a capacity of 400
to 500 and features a walk-up bar with
food and beverage service. The smaller
Champions Club Lounge, at 4,500 sf, ac-
commodates up to 250.

Also available are stadium suites de-
signed for small groups, breakout ses-
sions and board meetings. Ranging in
size from 455 to 1,300 sf, they have
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A client event by Destination Concepts, a Global DMC
Partner, at Petco Park, home of the San Diego Padres.

edged, but nevertheless at-
tractive, role as a location
for corporate events.

The sprawling facility of-
fers up to 15 meeting rooms
and event options, serv-
ing groups ranging in size
from 20 to more than 5,000
people. Among the facility
choices is the Triple Crown

Credit: Destination Concepts, a Global DMC Partner

Room, a banquet room that

floor-to- ceiling windows to take advan-
tage of the stadium views.

The same approach is followed at
Pratt & Whitney Stadium, the home
field of the University of Connecticut
football team. More than 7,500 sf of
meeting and reception space is avail-
able. Facilities include a 325-seat func-
tion room with upholstered seats and
38 executive suites

On a smaller scale, the stadiums oc-
cupied by minor league teams also can
be worth considering. One example
is Cooley Law School Stadium in Lan-
sing, Michigan. Home to the Lansing
Lugnuts, a Class A affiliate of baseball’s
Toronto Blue Jays, the facility includes
a recently added 2,000-sf, year-round
special events facility. It seats up to 150
guests in a banquet setting with addi-
tional outdoor patio seating.

Offering similar appeal is Dayton,
Ohio’s Fifth Third Field, home to the
Dragons, a minor league affiliate of the
Cincinnati Reds. The entire stadium can
be rented for groups of up to 10,000, or
the facility’s suite level will accommo-
date 600. Conference rooms and other
meeting areas are suitable for groups
from 10 to 60.

Facilities designed for hockey can
also serve as meeting sites. At the Bank
of Maine Ice Vault in Hallowell, Maine,
a large conference room with flexible
floor plans accommodates groups of 10
to 100, and a smaller boardroom seats
up to 30 participants.

Iconic to Innovative

Still other types of sports venue range
from the iconic to the innovative. Among
the most well known is the unparalleled
Churchill Downs. The Kentucky Derby
site also plays a less widely acknowl-

can serve up to 360 guests. Located on
the fifth floor of the clubhouse, it offers
a view of the downtown Louisville sky-
line, with a large balcony overlooking
the racetrack.

For larger groups, an event area
dubbed Millionaires Row 4 accommo-
dates up to 832 guests. It offers dining
space and a four-tier balcony overlook-
ing the historic finish line. Located on

venue from AEG and MGM Resorts In-
ternational. The 20,000-seat multipur-
pose event center opened in April 2016.
Along with world-class boxing, the facil-
ity hosts hockey, basketball and other
sporting events, in addition to red-car-
pet events and concerts, among 100-150
events annually. It features 50 luxury
suites, more than two dozen private box-
es, the Toshiba Plaza — a two-acre out-
door entertainment space for pre-event
functions and special events offering a
performance stage and video screens —
and a variety of multipurpose spaces.

Refreshing Alternative

For any meeting planner considering
a sports-related venue, the fact that it
may not be everyone’s first choice is an
obvious consideration. But even non-
sports fans may find it a refreshing al-

T-Mobile Arena, a new Las Vegas sporting venue, offers a variety of multipurpose spaces.

the sixth level of the clubhouse, the
smaller Millionaires Row 6 has similar
features with a capacity of 576.

The Stakes Room, with space for
up to 168 guests, overlooks the en-
tire racetrack directly over the finish
line. It is sandwiched by a roomy foyer
with bar and a tiered balcony. The Aris-
tides Room has a capacity of 120, and a
couple of smaller rooms accommodate
up to 80 guests.

One of the oldest sports of all is box-
ing, and that is just major activity taking
place in T-Mobile Arena, a new Las Vegas

ternative and should understand its ap-
peal to others.

“Sports are extremely popular, so giv-
ing attendees the opportunity to expe-
rience a professional sport firsthand is
a memorable experience,” says Kathy
Poulin, who coordinates events for the
North Carolina-based Okuma America,
a manufacturer of precision machin-
ing equipment who has held successful
events at the NASCAR Hall of Fame.
‘Just make sure the sports venue in-
terests and appeals to the majority of
your audience.” C&IT
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Haue you met Jacksonuile?

It’s the city that makes a meeting feel like
an outing; where your attendees can get
a clear view of your presentation while
overlooking the ocean or the river. And a
place that’s known for its fresh seafood,
warm smiles, and endless supply of
outdoor adventure. So what’s missing?

Your group.

i :
VU” “nville
and the Dpeaches

Go to visitjacksonville.com/meetings to
explore Jacksonville’s meeting options!
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Site Selection

An aerial view of The
Broadmoor Cloud Camp
in Colorado Springs.

‘It's About Finding the Right Fi¢ |

ccording to this year’s Annual
AMeetings Market Survey con-

ducted by the Professional
Convention Management Association
(PCMA), the number of small meet-
ings is on the rise. Survey respon-
dents reported that in 2015 they held
an average of 34 meetings with fewer
than 50 attendees, compared to 29
meetings in 2014 .

Overall, 28 percent of respondents
held more small meetings in 2015 than
2014, and 26 percent expect to plan
more small meetings this year, com-
pared to 24 percent in 2014.

From lead time to demonstrating
meeting value, the following meeting
pros and experts show how planning
small meetings and executive retreats
can be accomplished successfully.

Lead Time

Small meetings growth occurs as
planners continue to face challenges in
planning them. One of the biggest chal-
lenges is lead time, says Christine Shi-
masaki, CMP, CDME, managing director

of Destination Marketing Association
International’s (DMAI) EmpowerMINT.
“Typically small meetings are planned in

and beyond in special ordering, at their
suggestion, a few wines for dinner that
our group and several VIPs really liked.

ashorter lead time, and this Bv Derek Reveron The hotel worked with me
causes challenges with find- Y on the detail of specific fur-

ing availability and paying higher rates,
especially in this strong seller’s market,”
says Shimasaki. “On the other hand, if
your dates fall over a time when a hotel
has availability, you can take advantage
of negotiating in a position of strength.”

Cori Dossett, CMP, CEM, president
of Dallas, Texas-based Conferences
Designed, was able to negotiate a fa-
vorable package for a company’s 40-at-
tendee board meeting last year in New
Orleans because of its meeting pattern.

“Because this is a small group that meets

right after Thanksgiving and only dur-
ing the week days, I feel we are able to
get good rates,” says Dossett.

Dossett also was favorably impressed
with upgrades and amenities. “We nego-
tiated upgraded meeting room Wi-Fi as
part of our AV package,” she says. “They
sent a few extra VIP amenities that I did
not request. The hotel also went above

niture, band and bar placement as well
as table setup in the space to make the
room work for our group.”

Many planners complain that ho-
tels respond slowly to small-business
RFPs or not at all. However, Dossett
didn’t find that to be the case with
the 300-room Windsor Court Hotel.
“We selected this property partly be-
cause of the attentiveness through-
out the RFP process and the meeting
space,” says Dossett.

“This particular hotel has high-level
space with nice views that could be used
for small (10 people) breakouts and the
full board (35 people),” adds Dossett.

“The space itself was nicely appointed.
In addition, the hotel had various space
options for lovely dinners. We utilized a
trio of rooms including the library and
formal boardroom that were elegant

and delightful”
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Attendees also were pleased with
the venue. “The group loved the prop-
erty and would certainly go back there
should a need arise,” says Dossett. “

Dossett says she plans successful
small meetings by using a healthy lead
time whenever possible. “Through ex-
perience in working with small groups,
I have gotten better rates six to nine
months out with hotels looking to fill
a hole in their meeting space and room
blocks,” says Dossett. “I have had ho-
tels say six months out that they will
not consider a meeting if it is not their
ideal rooms-to-meeting space ratio, or
does not exactly fit the hole they have.”

Cast a Wide Net

Small meeting experts say to cast
a wide net and consider properties of
all sizes among downtown and subur-
ban hotels, conference centers, airport
properties and resorts. That’s a strat-
egy employed by Eric Hrubant, presi-
dent of New York-based Cire Travel,
a division of Tzell Travel Group, who
plans dozens of small meetings a year.

Hrubant held a three-day meeting
for a New York-based software com-
pany at Club Med Sandpiper Bay in
Port St. Lucie, Florida, located about
45 minutes north of the Palm Beach
International Airport. The meeting in-
cluded 109 employees from across the
United States and Canada.

The meeting was planned on short
notice. “I booked it 10 weeks in ad-
vance and most of the work on it was
done only four to six weeks in advance,”
says Hrubant. “Even then, it’s impor-
tant to know your clients and match
the overall culture of the company with
the perfect destination and hotel. My
clients did not want a destination that
involved...passports, and they liked the
idea of an all-inclusive resort so they
could control spending. I checked vari-
ous ski destinations and spa proper-
ties but Club Med Sandpiper was the
perfect choice.”

Hrubant says that Club Med offered
several services he seeks to meet the
needs of small meetings. “Club Med
offers a meeting package that includes
meeting space and private dinners,”

says Hrubant. “They went above and
beyond with the meeting space. They
helped plan outdoor restaurant res-
ervations with indoor backup in the
event of inclement weather. Club Med
also helped plan the first-night recep-
tion in an outdoor space with cocktails
and dinner. Even the ground transpor-
tation company that Club Med con-
tracted was professional and always
proactive. I got compliments from at-
tendees all during the meeting.”

Like Dossett, Hrubant also was able
to gain some concessions — something
that is typically difficult to do for small
meetings, says Shimasaki.

Finding the Right Fit

Shimasaki offers the following tips
for gaining small-meeting concessions:
“In order to gain concessions, it is neces-
sary to keep your meeting space in line
with the hotel’s guest rooms to meet-
ing space ratio,” says Shimasaki. “Lim-
iting the amount of breakout space you
need and using the main meeting room
for meals can help you avoid additional
costs and perhaps even get concessions.
Also, giving the hotel an opportunity
to bid on a larger meeting at the same
time they consider your small program
can have advantages.”

Conventional wisdom among some
planners is that it’s a little easier to
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fits on top of a larger meeting at a big
property can in fact be very desirable.”

There is another key factor to con-
sider when considering large and small
properties: “Do you like to be a big fish
in a small pond and receive lots of at-
tention and high levels of service?” says
Shimasaki. “Or do you want to be a little
fish in a big pond and not receive the
same level of attention, but take advan-
tage of a greater number of services and
amenities a larger property can provide?
There is no set answer here, but there is
a sweet spot for each meeting and prop-
erty. The key is finding it. To do so, be
very specific with your objectives and
needs, and let the hotel respond with
its best options.”

Dossett has a slightly different take.
“Being the small fish in a big pond no
matter how elegant the hotel, can make
asmall group feellost,” she says. “Unless
it would fit your group’s dynamic, and it
is acceptable to get a fantastic rate when
you are filling a gap in a larger property,
I would steer a small corporate group
to a smaller property. Smaller does not
have to mean fewer amenities. Many
times, it is the opposite.”

Demonstrate Meeting Value
It’s easier to plan small meetings

when clients value them and budget ac-

cordingly. But some stakeholders don’t

“Through experience in working
‘ with small groups, | have
gotten better rates six to nine
months out with hotels looking
to fill a hole in their meeting
space and room blocks.”

. Cori DosseTtT, CMP CEM, President

Conferences Designed, Dallas, TX

find the right property for small meet-
ings at smaller properties because they
value the business more. “Not neces-
sarily,” says Shimasaki. “It’s about find-
ing the right fit. A small meeting that

value small and large meetings equally.
In these cases, Shimasaki advises plan-
ners to gather as much information as
possible to demonstrate the value of
the meeting and include it in the RFP.
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A Unique Retreat in the Clouds

Alisa Metcalf, executive assistant at APEX, DaVita
HealthCare Partners, in Denver, Colorado, wowed Senior
Vice President Maggie Anderson by staging a successful
meeting in the clouds. And we don’t mean a virtual meeting
in the cloud but an actual leadership team retreat at The
Cloud Camp at The Broadmoor, which sits atop Cheyenne
Mountain — 3,000 feet above The Broadmoor.

Anderson, who fell in love with The Broadmoor at her first
visit early in 2015, intuitively knew it would be the ideal
venue for their 18-person team retreat set for that October.
Metcalf got to work and arranged an incredible event for her
boss. “The Cloud Camp at The Broadmoor was unlike any-
thing we have ever done as a team. We had the entire lodge
to ourselves, and it was beautiful.”

Metcalf was very impressed with The Broadmoor’s staff
and level of service. “The Broadmoor staff is one of the
most responsive and competent in the hospitality business.
It’'s tough to beat their level of customer service,” she says.
“The staff was available for any and all requests, and they
were so friendly and accommodating.”

The retreat consisted of a good mix of activities and

content, says Metcalf, who again applauded the conference
team at The Broadmoor, who “were so helpful in the plan-
ning stages of the meeting. They knew all the right ques-
tions and really anticipated all of our needs.” For example,
“It looked like it was going to rain, so they quickly moved
our group yoga activity indoors, and it was perfect.”

Metcalf adds, “They just really know their space and
what will work and what will not. They are very good at
what they do.” In addition, “all of the equipment worked
beautifully, and they delivered on all that they said they
could do for us.”

The quality of the food and the overall ambience greatly
enhanced the attendee experience, according to Metcalf.
Dinner was a real treat and very popular. She describes
dinner in the main lodge as a "beautiful table with a very
rustic feel, but still very luxurious, and the food was fantas-
tic every night.”

The location of The Cloud Camp, on top of Cheyenne
Mountain, is roughly a 45-minute drive up a private road to
the very secluded site. Metcalf says, “All of the rooms were
SO unique, and it was just such a special place.”

The Broadmoor’s Wilderness Experience includes The Broadmoor’s
Cloud Camp, the Ranch at Emerald Valley (shown here), Broadmoor
Fishing Camp and Seven Falls.

In addition to enjoying the staff’'s morning sunrise and
flag-raising event, the attendees were treated to a slew of
activities such as mule rides, guided hikes, yoga, horse-
shoes, archery and walks around the grounds.

Metcalf says the team would “absolutely” return to Cloud
Camp at The Broadmoor in a heartbeat. “Our team really
loved it. They thought it was really special and were very
grateful for the experience,” she relates.

Metcalf also says her group met their company objective:
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“After two nights up there, the team walked away refreshed
and rejuvenated.”

The Broadmoor’s Cloud Camp, part of the resort’s
Wilderness Experience portfolio, is located approximately
seven miles from The Broadmoor.

Cloud Camp offers 360-degree views of Colorado Springs
and the surrounding valley. Inspired by the historic timber
and stone lodges of the American West, Cloud Camp is
anchored by an 8,000-sf main lodge featuring hand-hewn
beams and stone fireplaces, as well as a wraparound deck.
Cloud Camp can sleep small groups of up to 56 guests total
among 12 one- and two-bedroom guest cabins, as well as
seven accommodations in the lodge, and an adjacent suite.

A unique two-story Fire Tower suite features a living room
and bedroom, each with 360-degree views. Each cabin
features a private porch, beautifully appointed furnishings
and modern amenities along with spectacular views of Pikes
Peak, Colorado’s Front Range and the plains.

Cloud Camp guests enjoy activities such as hiking, mule
rides, archery, arts and crafts, and Cloud Camp’s signature
nightly Cooking Club. Other activities include massage
services, jeep tours, river rafting, hot air balloon rides and
ranch roundup excursions. — DR

“The more you know, the more you can
show,” she says.

Start by keeping a good history on
guest room pickup and overall spend in
F&B, audio-visual, restaurant, bar and
meeting space expenditures just like
planners of big meetings do. “Itis easy to
ask the hotel to provide this kind of ac-
counting for any size group,” says Shima-
saki. “‘Just make sure to ask in advance of
your meeting for a detailed accounting
at the end.” Also include a list of CEOs,
directors and other VIPs in attendance
because they influence the decision-
making about other meetings.

Flexibility about meetings dates is a
must for obtaining the best small busi-
ness deals. Educating meeting stake-
holders about the hotel market can
increase the likelihood of meeting flex-
ibility. “Perhaps the biggest lever that a
planner could exercise is to educate and
prepare their internal customer (the boss
or meeting owner) about the realities of
the seller’s market today and get agree-
ment on flexibility before communicat-
ing with hotels, and convince them that
flexibility will allow the planner to save
the company money,” says Shimasaki.

Planners who know how to nego-

tiate with properties usually can get
some concessions.

Good Advice

Experts and planners recommend the
following advice for getting the best deal
in today’s seller’s market.

Be flexible. It’s a seller’s market.
Don’t be a hardliner when it comes to
meeting dates, meeting space and bud-
get items such as food and beverage. Be-
ing flexible is especially important when
a small meeting uses meeting space that
the hotel feels is disproportionately larg-
er than the meeting size.

Be selective. Choose concession

requests carefully. “What concession
requests fall into your must-have and
want-to-have categories?” says Dossett.
“Really look at your program and see
what is important to the end user and
what makes the most sense to your bot-
tom line. This is true for any size meet-
ing, but adding small things becomes
extremely important to smaller corpo-
rate meetings.”

Consider alternative spaces. Be
willing to use alternative meeting spaces
such as dining areas and outdoor patios.
Re-schedule off-property meals to on-

property venues to increase the hotel’s
revenue and get more negotiating clout.
Also use general session rooms for meals.

Consider alternative properties.
Many small boutique hotels welcome
small meetings. Museums and com-
mercial properties also offer deals for
small meetings.

Use CVBs. “The key is to find hotels
that need your business, and it can be
helpful to get an overview of destina-
tion availability from a CVB sales pro-
fessional,” says DMATI’s Shimasaki. “They
can quickly help you ascertain which ho-
tels have availability and can meet your
needs and provide rates within your
budget. Using them to help you filter
the destination’s offerings can save you
alot of time and frustration.”

Use a national hotel representa-
tive representing a chain. This in-
creases the volume of business over time
with one hotelier, thus increasing buying
power for meetings over time

Have the longest lead time possi-
ble. Thelonger the lead time, the easier it
is to get space, even with small meetings.
At least six months is recommended. Ac-
cording to the PCMA survey, the aver-
age booking window for small meetings
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is 10 months (although many lead times
are actually shorter), compared to nine
months in the 2014 survey. The average
lead time for large meetings is 2.3 years.

New & Noteworthy

Planners traditionally have noted
that some properties modulate the ef-
fort they put into accommodating book-
ing dates, space and other small-meeting
preferences because they represent low
payoff. However, more hotels are tailor-
ing sales and marketing approaches to
attract small meetings.

Here are some examples:

Meetings Simplified by Hilton Ho-
tels and Resorts offers bundled pricing
that reduces the time to book meetings
for 25 sleeping rooms or fewer with
up to 50 attendees. Planners choose
the options and Hilton replies quick-
ly with a quote.

The meeting package includes:
® Meeting room.

e Basic meeting Wi-Fi.

e Flip chart and markers.

e All day nonalcoholic beverage service.
e Per person pricing.

Additional options:

Breakfast, lunch and dinner options.

e Healthful and fun break options to
enhance energy levels.
e LCD projector and screen or monitor.

Marriott has its QuickGroup tool,
which streamlines online bookings for
groups with 10-25 guest rooms and
meeting space for up to 50 people. If a
planner needs 10-25 sleeping rooms
(and/or event space for up to 50 guests),
Marriott has a streamlined booking
process and boasts easy-to-use digi-
tal tools to help manage the group’s
stay, while letting individuals choose
their own rooms.

Kimpton hotels offers Kimp-
ton Instant Meetings, known as
K.ILM., which allows planners to book
meetings online:

e Reserving 5-45 days out

e Blocking 6-25 guests rooms

e Booking meetings for 6-50 guests
e Staying up to seven days

As a special incentive from Kimp-
ton, if planners book a group or meet-
ing online using K.I.M, they’ll earn an
American Express Gift Card worth 5
percent of their total booked revenue.
Go to www.kimptonhotels.com for dates
and information.

Associated Luxury Hotels Inter-

national offers the U-200 Gems Col-
lection luxury brand segment, a group
of 19 AAA Four- and Five-Diamond
quality hotels and resorts with fewer
than 200 rooms.

Specializing in exclusive gatherings,
these hotels are prized for their priva-
cy, security, service and amenities. The
properties allow smaller meetings to be
a main focus of the property without
competing with much larger groups.
This segment of “Under 200” rooms
ensures that your group receives per-
sonal attention.

Nowadays, more CVBs have sales
staff that specialize in small meetings.
Visit Indy, for example, has a meeting
express manager who oversees meetings
with peak room nights of 10-75.

There are more sources of information
and options than ever for small meetings.
However, when considering options, it’s
worth keeping in mind one of Dossett’s
prime guiding principles: “I have learned
that you have to think on a smaller scale,
but be more intimate and more interac-
tive,” she says. “Small groups are special,
and deserve to be treated that way, so
they do not feel like their piece of busi-
ness is minimal or not important.” C&IT
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Site Selection

The “Star Wars”
theme helped the
Danfoss Drives
company meet-their
meeting objectives.

Where Fun Drives Serious Business
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es, there’s a fun side to theme parks,
i to say nothing of gravity-defying
thrills and crazy speed — not ele-
ments generally associated with seri-
ous business practices. As theme parks
are serious businesses themselves, they

understand business needs and how
to meet them.

Universal Studios Orlando

When Kimberly Coleman, CMP, se-
nior event manager at Zeltiq, a medical
technology company located in Califor-
nia, first considered a meeting at a theme
park, she had reservations. “I was wor-
ried at first that we may not be able to af-
ford it, but it’s very affordable,” she says.

“I also thought it might be overwhelm-

ing to manage the logistics of having an
event at a theme park, but the team at
Universal Orlando took care of every-
thing. They literally handle everything
for you, so it really minimizes how many
of the logistics you have to take care of
as a planner. [ was so impressed by that.”

Location was key for the event that
drew 265 attendees. “Orlando, as a
whole, was a major draw for us,” Coleman
says. “Our event was a global sales meet-
ing, and we wanted a major international
airport in a city able to handle the influx
of international flights. The city’s enter-
tainment and dining stood out as well.”

Coleman’s group took advantage of
that. “We were looking for local steak-
houses for a group dinner one night, and
Orlando’s Church Street area had several
to choose from,” she says. “We selected
nine different steakhouses and broke our
team up into nine groups for the evening.
The restaurants were in close proximity
to each other, so it was easy to organize
ground transportation, and
the menus appealed to all of
our attendees.”

For accommodations, the
team chose Loews Portofino
Bay Hotel at Universal Orlan-
do Resort because it had been
recently remodeled and of-
fered an affordable price point
for the rooms, amenities and a
large amount of meeting space.

“The hotel was also able to pro-
vide plenty of double-room ac- &5

ersal Orlando Resort

commodations, which was :
important for our group,” ¥ uly yy
Coleman adds. The staff
proved to be a positive, too.
“The people were so genuine-
ly friendly and happy, and
the service they provided to
us was outstanding.”
Primary meeting venues
included the hotel’s Tuscan
Ballroom and several rooms

T
S
a
[0
@
o
©
<
K]
o
©
o
o
=
c
=]
o
°
o
o

Loews Portofino Bay Hotel at Universal Orlando.

for breakout sessions. “We also utilized
the outdoor Villa Piazza for a reception
and teambuilding activity, which in-
volved building bikes and donating them
to children from an Orlando-based orga-
nization,” Coleman says. “And we worked
with the hotel catering staff, which was
excellent. I still have attendees com-
menting on the amazing granola bars
that the catering staff made and asking
me for the recipe.”

The theme park itself, however, was
not a major factor in the decision to meet
in Orlando — at first.

“It wasn’t a major factor in our deci-
sion to come to Universal Orlando,” Cole-
man says. “‘But after we started planning
and were looking for a final-night activity,
we realized we should take advantage of
being at Universal Orlando and incor-
porate the theme parks into our agenda.
That’s how the private event inside The
Wizarding World of Harry Potter — Di-
agon Alley came about. It was a great fit.”

It also was the event that proved most
memorable. “To enter into Diagon Alley
after park hours and have our intimate

group in that space was really a wow fac-
tor,” Coleman says. “When our guests re-
alized that Diagon Alley was exclusive to
them, that all of the shops and eateries

were open for them to enjoy, that made
the experience more special. It’s hard to
describe just how awesome it was.”

In the end, Coleman says the park
added immeasurably to the meeting and
she doesn’t hesitate to recommend it. “It
will meet or exceed your expectations. It
creates such a fun, ‘wow’ experience un-
like any other. It will leave your attendees
with a memorable impression.”

Universal Studios Hollywood

Across the country, Universal Studios
Hollywood also offers rides, shows, a
working movie studio, theaters, shops,
restaurants and, of course, the Wizard-
ing World of Harry Potter. Planners can
consider full- and partial-park buyouts
that accommodate 100 to 25,000 attend-
ees, as well as venues of all kinds that set
the stage for networking, bonding, team-
building, product launches and more. VIP
experiences offer front-of-line access and
VIP seating for shows and attractions,
backstage “meet and greets” and entry
to the VIP lounge.

Walt Disney World

Walt Disney is often called a vision-
ary. It’s hard to argue that status when
you consider that he looked out at a vast
swampland near land-locked
Orlando, Florida, and saw in
it potential to create a theme-
park destination that would
draw fans from across the globe.

Disney’s vision also resulted
in precisely the right ingredi-
ents to create highly success-
ful business conferences that

Dining at Universal’s Islands
of Adventure at Universal
Orlando Resort includes a
buffet option for groups.
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Resort is an ideal venue for group events.

The Wizarding World of Harry Potter at Universal Orlando

computer training for our
new database, team break-
outs, all daytime meals
and breaks as well as our
welcome reception the
first evening.

“The welcome reception
was really exciting as we had
some honored guests join
us — Chewbacca, the Em-

Credit: Univeral Orlando Resort

peror, a storm trooper and
Darth Vader himself. It took

people want to attend. Nicki Bowling,
marketing manager, Americas, brand-
ing, events and communications for Mil-
waukee-based Danfoss Drives, brought a
group of 125 to the Holiday Inn located
in Walt Disney World in October 2015
for the company’s fall meeting. A loca-
tion fairly close to the airport but also
close to evening events was a priority,
and she wanted to be walking distance
from downtime activities, restaurants
and entertainment. Price and amenities
were important as well.

Because International Hotels Group
(IHG) is a preferred travel partner for
Danfoss, Bowling started with those
hotels. She says, “The Holiday Inn re-
ally stepped up, providing not only a
competitive price but also a very special
custom chocolate room amenity wel-
come.” The hotel was the main meeting
location for both the North American
group and global marketing team, and
the perfect size.

“We used all of the meeting space and
had over half of the hotel’s guest rooms,”
Bowling says. “This meant there were no
other groups in-house. It gave us the op-
portunity to ‘brand’ the entire property
with Danfoss Drives and our theme of
‘“The Force is Strong, Grow You Must in
2016. The branding element is especially
important to me during these sales, mar-
keting and service meetings to reinforce
the Danfoss Drives values, goals and mis-
sions with the associates. Additionally,
because we used a ‘Star Wars’ theme, we
were able to include this element since
this was a preferred Disney Hotel.”

The theme played out throughout
the meeting. “The agenda for our Jedi
Knights consisted of general sessions,

some convincing to the oth-
er guests that these stars were not our
executive management team dressed up.”
Bowling says the theming and brand-
ing were particularly important and ap-
ropos this year. “Our company recently
merged with another manufacturer, Va-
con, bringing Danfoss Drives
to a No. 2 position in the
marketplace. Our sales-
force is especially

“The
welcome

Nicki Bowling
Marketing Manager, Americas
Branding, Events and
Communications

Danfoss Drives

Milwaukee, WI

strong now with the increase of person-
nel, therefore we are now all tasked with
‘growing stronger in 2016.””

Additional branded elements includ-
ed themed candies and props of post-
ers, fighter jets and traditional “Star
Wars” figurines positioned around the
hotel and meeting space. To tie it all
in, Bowling used famous quotes from
the characters to inspire the new team.
From Yoda there was, “Always pass on
what you have learned,” “Difficult to
see, always in motion is the future” and
“Train yourself to let go of everything you
fear to lose.” There also was, “The Circle

reception was
really exciting
as we bhad some
bonored guests join
us — Chewbacca,
the Emperor, a
storm trooper and
Darth Vader
bimself.”

is Complete” from Darth Vader, and
“The force is strong in my family” from
Luke Skywalker.

The group used the hotel restaurant,
closed to the public, for private lunches,
but went off-property, too — with no
additional transportation costs. “Stay-
ing with our ‘Star Wars’ theme, we took
advantage of being close to Planet Holly-
wood (a suggestion from the hotel), and I
reserved the entire sci-fi level of the res-
taurant for a private dining experience
the second night of our meeting,” Bowl-
ing says. (Planet Hollywood at Downtown
Disney is temporarily closed as it is being
transformed into what the company is
calling a turn-of-the-20th-century ob-
servatory, and it will open later in 2016.)

“Attendees were able to walk to the

venue and enjoyed a full night of
delicious food, great cocktails

and entertainment at this

spectacular venue. We also

used the in-house pho-
tographer for a group
photo as a nice souve-
nir memento. Guests
could then stay in the

Downtown Disney area

for additional fun and
walk back to the hotel
when they were done
for the night.”
Bowling calls the final
night the highlight of the meet-
ing and a surprise for attendees. “All
they knew was that we were going to trav-
el ‘to a galaxy far, far away’ to attend the
final Feel the Power of the Force group
dinner event and shared experience.” To
create excitement, a series of iMovie clips
was shown throughout the day, providing
a teaser for what was to come. Bowling
and her team had taken video footage of
the Star Tours area on a previous site visit,
and used that to create the clips.

“Once we arrived at Disney’s Holly-
wood Studios, we enjoyed our own pri-
vate patio for a great dinner and cocktails
while watching the Fantasmic! light and
laser show. Afterward, the group was es-
corted to the Star Tours area for awesome
desserts, coffees and the experience of a
lifetime — private rides on the Star Tours
attraction as many times as they wished.
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It was truly an amazing evening for all
enjoying the time and growing together.”
Orlando also has its own draws, and
that impacted Bowling’s decision to meet
there. “Orlando is always a great fit,” she
says, pointing to the city’s excellent air-
lift, many outside activities and restau-
rants and the range of hotel options. “The
mouse is awesome, of course,” she adds,
“but sometimes you just don’t want to in-
clude him in a business meeting. I was es-
pecially concerned about that and wanted
to make sure we captured the excitement
of the area but downplayed the mouse.
That’s why the ‘Star Wars’ theme proved
so perfect for my group. The demograph-
ics were 85 percent men ages 35-55. With
the new ‘Star Wars’ movie about to debut,
many were already anticipating the pre-
mier. Highlighting the older films was a
great way to bring back memories and
enjoyment for many in the group, adding
to the enthusiasm for our meeting.”

Bowling also booked two events at
Wild Florida, a nature and wildlife park
near Orlando. “I had learned of Wild
Florida at a meeting-planner event and
met with the staff,” she says. “It was a
great local and cultural attraction where
attendees were thrilled on an airboat ride
and got up close and personal with alliga-
tors and other Florida favorites.”

While the meeting was very successful,
Bowling says she’'d do some things differ-
ently next time. “I would do a bit more
research on transportation from the
airport. It was quite costly for my group,
and there were other means I think would
have suited us better. I also originally
tried to book in Kissimmee as the CVB
there is awesome, but none of the hotel
partners were available. At the end of the
day, however, it all worked out. We had
one of the best meetings ever, leaving
lasting memories for all who attended
and true inspiration that the force is
stronger and that grow we must in 2016!”

Disneyland & California
Adventure

When Disneyland opened in California
in 1955, it became the model for nearly
every theme park today. The resort offers
more than 180,000 sf of flexible meeting
and event space, three hotels, two theme

parks and all the entertainment and din-
ing of Downtown Disney.

Also available are the formidable cre-
ative and technological talents of Disney
personnel and a variety of venues to meet
any need. Fanciful suites in the Disney-
land Hotel, which offers 136,000 sf of
function space, lend themselves to VIP
accommodations and intimate functions,
while the two parks — Disneyland and
California Adventure — give planners
turnkey settings that take much of the lo-
gistical work out of organizing a meeting.

Busch Gardens
Williamsburg, Virginia, and Tampa,
Florida, are the locations for two popular
theme parks. Busch Gardens Williams-
burg sets its collection of thrilling roller
coasters against a backdrop of recreated
European villages and streets. Busch
Gardens Tampa, one of the largest zoos
in North America, is home to 12,000 ani-
mals representing 250 species, and to a
variety of roller coasters and thrill rides
that draw visitors from across the world.
Both accommodate groups with dis-
counts, venues and experiences
that can enhance a meeting
or corporate event.

Hersheypark

In addition to its
theme park, the Her-
shey collection in-
cludes Hershey Lodge,
The Hotel Hershey and Hershey
Country Club, together provid-
ing more than 135,000 sf of
meeting and function space.
Programs for groups include
such fun options as teambuild-
ing in which teams build free-
standing structures using only
Hershey candies, and classes
where attendees learn about
pairing chocolate with wine,
spirits and beer.

Also within the property

The “Star Wars” theme was a

huge hit at Danfoss Drive’s fall
meeting in Orlando. Marketing
Manager Nicki Bowling battles
Darth Vader during her group’s
fantastic final night event.

are ZooAmerica, three golf courses and
a spa, and Hershey Story with its excel-
lent museum exhibits and interactive
Chocolate Lab. The new 30,000-sf indoor
pool complex, WaterWorks, opened at
Hershey Lodge on Memorial Day week-
end. The theme park includes 13 coast-
ers, for beginners to diehard thrillseek-
ers, as well as a boardwalk and multiple
water attractions.

Silver Dollar City

Branson, Missouri, has a multitude
of attractions, but Silver Dollar City
stands apart with its
blend of striking
natural geologic
features, musical
entertainment,
local artisans
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Group dessert

events at Walt Disney World's Epcot
include a VIP view of IllumiNations: Reflections of Earth.

of all the additional enter-
tainment options the city
provides. Several of our co-
workers will plan to spend
the weekend there with their
family as a short getaway.”
Although there was no
meal as part of the event,
there was a food option.
“Silver Dollar City found an
economical option for our
food and beverage needs by

Credit: Walt Disney World

and theme-park thrills. The park draws
many drive-to meetings and events for
businesses in the region. Mercy Hospital
Springfield held its Coworker Apprecia-
tion Event there in 2011, 2012 and 2015,
and will do so again this year. The event
typically draws 15,000 attendees.

Jennifer Elswick, event coordinator,
says the decision to meet there is simple.

“Mercy coworkers love Silver Dollar City.
We choose this park because it is family
friendly and provides entertainment for
all ages. The price and exclusive benefits
for the day really create a great event.
Silver Dollar City group planners are
also among the best that I have worked
with. They have considered every request
we have made and have made the pro-
cess easy for us. I would recommend it
to any group.”

Silver Dollar City is a good
fit for Mercy in terms of shared
history, too. “Mercy has been in
the Springfield area since 1891,”
Elswick says. “We appreciate
that the park’s theme preserves
the 1880s Ozarks culture.”

Silver Dollar City also offers
value. “The attendance to our
Coworker Appreciation Event
is higher at Silver Dollar City
than any other location we have
been to,” Elswick says. “Cowork-

offering ‘fun money’ in the
amount per person that fit our budget.
Each guest received the fun money, which
they could use toward a meal or merchan-
dise in one of the park’s shops.”

Elswick notes that a highlight for the
group is exclusive admission times before
and after regular park hours. “Our guests
really take advantage of this and know
this is something really special.”

In addition, the park provides the
group exclusive access to a building for
the event, as well as games and entertain-
ment exclusively for them. “Our cowork-
ers were also able to upgrade to a season
pass at a discounted rate — an excellent
value to them since their admission was
free,” Elswick adds.

Silver Dollar City also offered some-
thing important the group has not got-

Named for one of the ocean’s fastest sharks, Mako at SeaWorld
is Orlando’s tallest, fastest and longest roller coaster.

because they were scheduled to work on
Appreciation Day.”

Elswick’s recommendation to plan-
ners considering a meeting or event here
is to plan as much in advance as possible.

“That way you are able to take advantage
of all the special benefits Silver Dollar
City’s group planners have to offer,” she
says. “Every year they come up with new
ideas to customize the event to our group
and make it unique.”

SeaWorld

With parks in San Diego, San Antonio
and Orlando, and Discovery Cove, also
in Orlando, SeaWorld offers corporate
groups multiple options for meeting in
conjunction with memorable experienc-
es related to dolphins, whales and other
creatures of the sea. The biggest news
is the company’s recent announcement
that it will end its orca-breeding program,
making the current orcas the last gen-
eration in the parks. Also ending will be
the theatrical shows starring the popular
whales. Instead, more natural environ-
ments will be created for the orcas and
presentations will focus on their enrich-
ment, exercise and overall health. Groups
can still experience educational encoun-
ters and private venues within the parks
for meetings and functions.

A Multitude of Options
Theme parks give planners
a multitude of options. And
because the parks are always
adding new rides and elements,
it’s possible to meet in one year
after year and offer attendees
a new experience each time.
There’s something about the
combination of thrills, enter-
tainment and creative pro-
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grams that draws attendees in
and allows planners exciting

ers know the cost of a regular
admission ticket so their perceived value
of the event is very high compared to the
actual cost to Mercy.”

While they have tweaked a few things
after each event there, Elswick can’t think
of anything that has not been success-
ful. “The excellent location just outside of
Branson is a plus for our group because

ten elsewhere: admission at a different
time for employees scheduled to work
on Appreciation Day. “The park printed a
separate pass that could be used one time
in a four-week period so those working
could attend as their schedules allowed.
This went over really well,” Elswick says.
“Those coworkers didn’t feel penalized

ways to elevate their meetings.
From experiential education and top-tier
entertainment to teambuilding challeng-
es, chef-driven dining and stellar hotels,
theme parks have it all. Better yet, they
provide true one-stop shopping, making
planning a meeting in a theme park sim-
ple — and nearly as fast as one of those
gravity-defying roller coasters. C&IT
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YET JUST AS COMPACT.

NOW GROUPS LARGE AND SMALL CAN CONNECT IN MORE WAYS THAN ONE.

Universal Orlando® Resort offers more hotels, more meeting space, and more exciting event options than ever
before. With the 2016 opening of Loews Sapphire Falls Resort, you’ll have your choice of five spectacular on-site
hotels with 5,200 total guest rooms and a combined 295,000 square feet of meeting space. Plus, the new hotel connects
with Loews Royal Pacific Resort to create The Loews Meeting Complex, complete with multiple ballrooms and

a wealth of meeting and breakout rooms.

Best of all, each on-site hotel is within walking distance of the resort’s theme parks and the Universal CityWalk®
dining and entertainment complex. So, as a planner, you can host everything on your agenda in one convenient campus.

FOR MORE INFORMATION & TO SUBMIT YOUR RFP: WWW.UOMEETINGSANDEVENTS.COM/CIT * 888-322-5531
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Attracting the Meetings Market With New Offermgs in Wellness,

hese days, serving the corporate
| meetings market means much
more than opening new meeting
space and renovating existing meeting
space. The best minds in the hotel indus-
try recognize that, and seek to improve
their offerings to groups on numerous
fronts, including wellness features, meet-
ings-related apps, online planner tools,
CSR opportunities and the development
of unique event spaces.

MGM Resorts International

One of those minds is Michael Domin-

guez, senior vice president and chief
sales officer at MGM Resorts Interna-
tional. Dominguez is the catalyst behind
a company that has consistently brought
innovations to the Las Vegas meetings
industry. “We are the largest convention
player in the market, so for us to consis-
tently create offerings that fit that model
is really important,” says Dominguez.
“We have so much space and so many op-
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portunities that I think it’s easy for us to
create unique meeting niches within our
hotel portfolio.”

By way of example are the dramatic
changes taking place on The Strip that
will enhance meeting offerings. “We're
going to spend a half billion dollars to re-
invent Monte Carlo, which will become
Park MGM,” says Dominguez. The project
will reflect the fact that the new Park (a
scenic outdoor space) and T-Mobile Are-
na are MGM Resorts’ centerpiece in the
city. Within Park MGM, we are develop-
ing unique meeting concepts for groups,
particularly smaller ones.

“Eighty percent of the groups we host
at MGM Resorts are 100 people or less,
and we host over 3,000 meetings that are
50 people or less with an average size of
22 people. We are looking to create ex-
periences and appropriate spaces to suit
this demographic well,” says Dominguez,
adding that, “Complete meeting packag-
es and day meeting packages for our cus-
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(Top) The Vortex event venue overlooks The
Ling at Caesars Las Vegas. (Above) Caesars
Entertainment’s Meetings for Good offers a
menu of CSR activities for groups.

tomers also will be available to provide
options to fit their needs.”
Of course, the ideal facility for intense
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meeting sessions works best when at-
tendees are in the right mindset for those
sessions. Dominguez also emphasizes the
psychological component to productivity
in his goals for MGM Resorts’ wellness
offerings. “We have the only StayWell
meetings program in the U.S. currently,
at the MGM Grand, and we are looking to
be able to carry that experience to other

meeting complexes within our portfolio,”

he explains. “We have partnered with De-
los, which is one of the leaders in research
around the human body and the mind,
and how we interact during long periods
of time. We’ve been creating spaces that
are geared toward mental acuity and en-
gagement, including everything from cir-
cadian lighting to air purification. Delos
also partners with the Cleveland Clinic,
which has created nutritionally certified
menus for our meetings.”

According to Dominguez, Delos had
incorporated its wellness technolo-
gies in hotel rooms “but they had never
thought about the meeting space, and
we challenged them to it. There seems to
be more demand for these features, and

my goal is to get them into more of our
properties and convert our traditional
meeting space.”

Caesars Entertainment

Another progressive player in the Las
Vegas meetings market and beyond is
Caesars Entertainment, a company that
has recently made strides in the area
of CSR opportunities for group clients.
Michael Massari, senior vice president
of national meetings and events at Cae-
sars Entertainment, cites the company’s
Meetings for Good program, part of its
Responsible Meetings initiative, as one
of the most significant recent initiatives.

“The Meetings for Good menu allows
groups to choose from preselected non-
profit organizations that Caesars already
has a relationship with to be able to easily
incorporate a corporate social responsi-

bility (CSR) activity into their program,”

Massari says. “All of our 130 sales man-
agers and our 60 catering/convention

services managers have successfully com-
pleted responsible-meetings training and
are committed to making a difference.”
Caesars is responding to the height-
ened interest expressed by meeting
planners to integrate community service
activities into their meetings — a popu-
lar option especially among millennial at-
tendees. A study by Meeting Profession-
als International cites that 60 percent of

meeting planners are more likely to book
a venue with social impact benefits. The
Meetings for Good menu, which includes
organizations dedicated to seniors, en-

CSR, Planning Services and Expanding Portfolios

Credits: MGM Resorts International

vironmental sustainability, education,
health and wellness, deployed soldiers
and veterans, has been rolled out at
select properties in Las Vegas, New
Orleans and Atlantic City, and will be
available in all other markets nationally
later this year.

Massari describes the Caesars sales
organization’s overall strategy. “What

“We are the largest
convention player in
the market, so for us
to conmsistently create

offerings that fit that model

is really important.”

Michael Dominguez
Senior V.R and Chief Sales Officer
MGM Resorts International

truly distinguishes our sales process
is that our sales managers are located
throughout the country, right in our cli-
ents’ backyard,” Massari continues. “This
really allows us to build a more person-
alized approach and have face-to-face
meetings, which ultimately builds stron-
ger partnerships and relationships. This
way, we get to know and fully under-
stand our customers, and their needs
and goals. Our sales managers are able to
check availability right there on the spot,
quote rates and finalize contracts with
the customers. This means we can react

By Patrick Simms

The StayWell Meetings program at MGM

Grand in Las Vegas creates spaces “geared
toward mental acuity and engagement.”
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“By the end of this year
we’ll bave upgraded
more than 4,800 rooms
at four of our Las Vegas

properties, accounting for
approximately 20 percent
of the rooms in Las Vegas.”

Michael Massari

Senior V.R, National Meetings and Events

Caesars Entertainment

faster and give the customer an easier
and smoother experience.”

Regarding major property devel-
opments, Caesars Entertainment has
greatly enhanced the Northeast meet-
ings industry with the debut of Harrah’s
Waterfront Conference Center in Atlan-
tic City. “This has made a huge impact on
our company’s meetings business,” Mas-
sari asserts. “The Harrah’s Waterfront
Conference Center sits within a tank of
gas of one-third of the U.S. population,
and is the largest hotel-conference center
complex from Baltimore to Boston. The
conference center has giv- [
en clients who would not
have considered Atlantic
City in the past a venue
suited and equipped to
hold their events close
to home. It has without
a doubt grown the meet-
ings market for us in At-
lantic City, and we have so
far received very positive
feedback from clients and
attendees. Two weeks ago,

early last year, we opened The Vortex, a
unique venue that overlooks the Las Ve-
gas Strip,” Massari notes. “We are also
investing in a major project to renovate
more than 5,700 guest rooms nation-
wide. By the end of this year we’ll have
upgraded more than 4,800 rooms at four
of our Las Vegas properties, accounting
for approximately 20 percent of the
rooms in Las Vegas. These renovations
began with the Julius Tower at Caesars
Palace and will take place at Planet Hol-
lywood, Paris Las Vegas and Harrah’s Las
Vegas,” he continues. “We’ve also com-

—_ ———
— e —

Dolce Hotels & Resorts, recently acquired by Wyndham, announced a new
217-room property in Cincinnati that will open next year.

notes Carol Lynch, senior director, glob-
al sales at Wyndham Hotel Group. “The
Dolce brand is the best example of a true
meeting hotel company, the pioneers
of the CMP program. They're all about
meetings and the standards around
meetings, (including) community, con-
nectivity and nourishment, because
people go there for training and really
intensive meetings.”

Currently, the Dolce Hotels and Re-
sorts brand portfolio consists of 24 up-
scale hotels, resorts, conference centers
and day meeting centers in seven coun-
tries throughout Europe and North
America. Dolce recently announced a
new 217-room property in Cincinnati
that will open next year. It will become
the centerpiece of a $124 million mixed-
use development project known as Mad-
ison Center, home to the headquarters
of Medpace, a global clinical research
organization. The new hotel will house
22,000 sf of function space, including 16
individual meeting areas.

The Wyndham Grand brand also is
expanding, with a 450-room property
in Clearwater, Florida, opening next
year (24,000 sf of meet-
ing space) and the 450-
room Sam Lord’s Castle
Barbados, a Wyndham
Grand Resort, open-
ing in 2018 (20,000 sf
of meeting space). Per-
haps especially enticing
to the incentive market
is the Wyndham Grand
Athens debuting in early
2017. The first Wynd-
ham Hotel Group hotel

Credit: Wyndham Hotel Group

the Harrah’s Waterfront
Conference Center hosted MPI-WEC
2016 (Meeting Professionals Interna-
tional’'s World Education Conference),
and we have gotten back amazing feed-
back about the conference center and
Atlantic City.”

While Harrah’s Waterfront Confer-
ence Center has understandably been
in the meetings industry spotlight, Cae-
sars also continues to invest in its Las
Vegas product.

“We've recently completed a renova-
tion of the Bally’s Jubilee Room, and

pleted renovations at Caesars Atlantic
City, Bally’s Atlantic City and Harrah’s
Gulf Coast. Later this year, Harrah’s At-
lantic City will also be undergoing guest
room renovations in the Bayview Tower.”

Wyndham Hotels & Resorts
Wyndham Hotels & Resorts made a
major foray into the conference center
world with its acquisition of Dolce Ho-
tels and Resorts in 2015. “I think it im-
proved our perception within the market
as being a meeting-focused company,”

in Greece, the property is
located in the city center in a building
that formerly housed the Hotel Athens
Imperial. When renovations are com-
plete, the Wyndham Grand Athens will
offer 273 rooms, 27,000 sf of function
space, a restaurant, bar, spa and rooftop
garden with a pool.

“Our biggest initiative around meet-
ings was our launch of Go Meet, which is
our Wyndham Rewards plan for meeting
planners, last year,” says Lynch. “We'’re
also going to launch a new Meeting Stan-
dards program for our full-service hotels
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Rendering of a restaurant at the beachfront Wyndham Grand Clearwater Beach, scheduled

to open next year on Florida’s Gulf Coast. The hotel will offer 24,000 sf of meeting space.

later this year, (focused on) F&B, meet-
ing services, presentation, equipment,
setup and other aspects.”

Last but not least, planners will more
conveniently navigate Wyndham’s port-
folio with a revamped website. “Our
website will be refreshed throughout
the remaining part of the year, and that
also will carry over into the meeting and
event website,” she adds. “Standardiza-
tion will be prevalent in each of those
websites, making it easy for planners to
get at-a-glance information and be able
to tell right away whether a particular
hotel can fit the needs of their meeting.”

The brand’s sales representatives are
more personalized resources for site se-
lection on a national and international
level. “Our focus is account manage-
ment,” says Lynch. “We want to be more
of a consultant with our meeting plan-
ner clients around their business, so
they can come to us and ask, ‘Here is my
meeting, what would you recommend?’
And not only about one meeting, but
their business overall, so that we have
a true understanding about what their
goals are (and can determine) the best
destinations for those meetings.”

Marriott International

The finalization of the merger be-
tween Marriott International and Star-
wood Hotels will mean robust collective
offerings for meeting groups. “Assuming
receipt of required regulatory approvals
and our anticipated closing of the Star-
wood transaction...Marriott will have

nearly 40,000 meeting rooms available

to host events of all sizes,” says Brian
King, global brand officer, Marriott In-
ternational. “We expect the combined
company to offer guests and meet-
ing planners the broadest portfolio of
brands, combining Starwood’s leading
lifestyle brands and international foot-
print with Marriott’s strong presence in
the luxury and select-service tiers, as well
as the convention and resort segment.”

Not to be overlooked is Starwood’s
Four Points brand, whose properties
are located worldwide, typically near
business hubs and conference centers.
Four Points recently launched “In The
Year For The Year,” which waives can-
cellation fees and charges for unused
rooms in the block. The offer extends to
groups that stay at Four Points before
January 1, 2017.

Starwood’s higher-tier brands, such
as Sheraton, Westin, W
and St. Regis, will com-
plement Marriott’s well-
positioned brands in the
meetings market, such
as The Ritz-Carlton, JW
Marriott, Renaissance
and Gaylord Hotels. The
latter is introducing what
will surely be a major
player in that market, the
Gaylord Rockies Resort
& Convention Center,
which will be completed
in late 2018. Located in
Aurora, Colorado, less
than 10 minutes from
Denver International Air-
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The Gaylord Rockies Resort & Convention Center in
Aurora, Colorado, will be the largest combined hotel and
convention center in the state, when it opens in late 2018.

port, the property is billed as the largest
combined hotel and convention center
in the state. The resort will feature 1,507
luxurious guest rooms, including 114
suites; more than 485,000 sf of exhibi-
tion, meeting, prefunction and outdoor
space; a Grand Lodge with panoramic
views of the Rocky Mountain Front
Range; eight dining outlets; an indoor/
outdoor pool complex with waterslides
and lazy river; basketball and tennis
courts; the Relache Spa and Salon; and
a state-of-the-art fitness center.
According to Marriott International,
the team led by Michael Kofsky, the
property’s director of sales and market-
ing, has the goal of pre-booking more
than 1.25 million room nights prior to
opening. “Through the power of both
the Marriott and Gaylord Hotels brands,
we're excited to funnel first-time group
business into the state of Colorado by
adding to our portfolio a Western re-
gion resort and convention hotel of this
magnitude,” said David Marriott, chief
operating officer, Americas Eastern Re-
gion, at a recent ceremony to mark the
commencement of vertical construction.
The Gaylord Rockies Resort & Con-
vention Center will be the latest addi-
tion to a brand that promises to deliver
“everything in one place,” including the
resources to handle both large-scale
meetings and the kind of dining, spa
and entertainment amenities that
please resort-goers. The brand’s existing
properties are the 2,882-room Gaylord
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“We want to be more of a

consultant with our meeting

planner clients around

their business, so they

can come to us and ask,
‘Here is my meeting, what
would you recommend?’”

Carol Lynch, Senior Director, Global Sales

Wyndham Hotel Group

Opryland Resort & Convention Center
in Nashville, Tennessee, with 600,000 sf
of meeting space; the 1,406-room Gay-
lord Palms Resort & Convention Center
in Kissimmee, Florida, with 400,000 sf
of meeting space; the 1,511-room Gay-
lord Texan Resort & Convention Cen-
ter, located between Dallas and Fort
Worth, Texas, with 400,000 sf of meet-
ing space; and the 2,000-room Gaylord
National Resort & Convention Center
in Washington, DC, with 470,000 sf of
meeting space.

Destination Hotels

The investments being made by com-
panies such as Marriott, Caesars and
MGM Resorts are justified by demand
from the corporate meetings sector.
From the perspective of Destination
Hotels, that sector is quite healthy. An-
dré Fournier, executive vice president
of sales and marketing,
observes that “Corporate

business is up across our
portfolio about 5 percent.
And average rate is up by
5 percent, so revenue is
up by 10 percent.” One
qualification to that posi-
tive trend: “What we have
noticed in the second
quarter is a pullback in
‘in the year, for the year’
bookings in the corpo-
rate segment, the smaller
short-term bookings. Typ-

ically these are corporate | SNESES g

=
regional meetings. But it’s

The Hilton Cleveland Downtown, whic
Destination walkway to the Huntington Convention Center, opened on June 1.

nothing alarming.”
Today,

Hotels has even more product to of-
fer the corporate market. In January
of this year, the company merged with
Commune Hotels & Resorts to create
a formidable operator of independent
and lifestyle hotels and resorts. “It took
us from 43 hotels to 92 hotels from
Asia to Mexico to the U.K. and the U.S.,”
Fournier says.

Apart from that major step forward,
Destination Hotels has been focusing
on what it does best: delivering meet-
ings that are infused with the charac-
ter and culture of their location. “Let’s
say it’s San Antonio, with the Alamo,
King Ranch all those really cool West
Texas traditions. Our conference ser-
vices team builds a program around La
Cantera Resort, which incidentally is
being renovated through September.
We immerse the attendees in the local
community,” Fournier explains. “So for

example our conference services team
would set up breaks with local fresh in-
gredients such as honey from the King
Ranch area, and tell a story while we'’re
there about what the local commerce
was. And they take it one step further:
They make sure they’re not just meet-
ing in the hotel, but also outside in the
community. When you leave San Anto-
nio you take a part of the culture and
history with you.”

The company’s Destination Event
Producers program trains CSMs to be
ambassadors for their local community.
“We were at 33 percent turnover in that
department, and we're now down to
20 percent. I believe by the end of the
year, it will be down to 10-15 percent,”
he adds. “They get more career develop-
ment opportunities by achieving a min-
imum of 10 raving reviews from their
planner clients, not from their internal
associates: ‘“This conference service di-

»»

rector was outstanding and this is why.

Hilton Hotels

Hilton’s primary new offering to the
meetings market is undoubtedly the
600-room Hilton Cleveland Downtown,
which opened on June 1. Connected via
underground walkway to the Hunting-
ton Convention Center of Cleveland,
the property offers more than 50,000
sf of meeting space, including a 20,778-
sf Grand Ballroom with floor-to-ceiling
windows. Complementing these fa-
cilities is a signature
restaurant, The Burn-
ham, whose consultant
is James Beard award
nominee Zack Bruell.

Among its many creative
menu items is Bruell’s
Cleveland-inspired fried
confit of chicken with
Swiss cheese dumplings,
stewed cabbage and
paprika sauce.

Hilton’s partnership
with Uber has helped to
further connect guests
with the local culture
with Local Scene, a digi-
tal tool that allows meet-

Credit: Hilton Cleveland Downtown

ing attendees to search
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for popular neighborhood restaurants
and nightlife destinations when search-
ing for venues for offsite dinners.

Meeting planners can get ideas from
Hilton’s Meet with Purpose, launched
last year. The program includes health,
wellness and sustainability elements
that planners can incorporate into their
events. One example is “cut and create,”
a seasonally inspired salad bar designed
by Capital Hilton executive chef Phillip
Thompson. Attendees prepare and cus-
tomize their meal from a custom-made
display of local ingredients.

Planners concerned
with sustainability also
can take advantage of
Hilton’s LightStay to
help reduce the carbon
footprint of their meet-
ings. LightStay is Hilton’s
state-of-the-art, in-house
corporate responsibility
measurement platform
used across the compa-
ny’s properties.

Hyatt Hotels
In June, Hyatt an-

nounced a partnership
with Be Well by Dr. Frank
Lipman, a leader in the
field of integrative and

Credit: Hyatt

functional medicine. The
program will be imple-
mented across all Hyatt

ized proposals to planners who are in-
terested in multiple destinations, and
shares information about group clients
among the members of the alliance in
order to create a consistent experience
for clients. The alliance is the result of
interviews with customer interviews

and advisory boards. Hyatt also is hav-
ing its national events manager travel to
organizations’ meetings in order to bet-
ter understand customers’ goals.

Part of the Resort Alliance will be the
company’s first Park Hyatt in the Carib-
bean. Opening later this year, Park Hy-

F. )

(L to r) The Be Well by Dr. Frank Lipman program'’s Chief Wellness Advisor
and Chef Seamus Mullen; Frank Lipman, MD; Hyatt Culinary Director and
Chef Maximo Lopez May.

includes massive upgrades to its more
than 69,000 sf of meeting space.

Loews Hotels

Making a creative addition to Or-
lando’s rich hotel infrastructure isn’t
easy, but Loews Hotels has done just
that with the recent introduction of
the Sapphire Falls Resort at Universal
Orlando. The 1,000-room property wel-
comed its first guests on July 14 with a
Caribbean-themed arrival that included
cheering team members, a steel drum
band, stilt walkers and a colorful burst of
streamers. The resort of-
fers 115,000 sf of meeting
space, including a 41,000-
sf ballroom divisible into
12 sections, a 31,000-sf
hall, 16 breakout rooms
and 27,000 sf of pre-
function space. The sur-
rounding tropical grounds
include 11,000 sf of func-
tion space and a 16,000-sf
resort-style pool with a
white sand beach, a water
slide, cabanas and a fire pit.
Fitting the theme on the
dining side is the Amatista
Cookhouse, a Caribbean-
inspired restaurant with
an open exhibition kitchen
and outdoor dining.

Sapphire Falls Resort
connects to Loews Royal

brands globally, beginning
with Park Hyatt hotels in New York, Chi-
cago and Washington, DC. Elements in-
clude healthful refreshments upon arriv-
al, curated in-room amenities, increased
fitness offerings, expanded menu op-
tions and nutritious to-go alternatives.
Hyatt and Be Well also will partner on
“Chef Workshops” where Hyatt chefs
and Be Well team members collaborate
on new F&B offerings. Wellness retreats
for guests also are being designed.

For planners, Hyatt is facilitating the
process of working with more than one
of its properties for a meeting program.
Following the success of the Hyatt Con-
vention Alliance, the new Hyatt Resort
Alliance is a cohesive unit that negoti-
ates group contracts, provides custom-

att St. Kitts has 48 rooms and 78 suites,
complemented by 7,000 sf of function
space. Nestled in a secluded area over-
looking The Narrows, a strait separating
St. Kitts and the volcanic island of Nevis,
the property will be an attractive choice
for incentive groups.

Andaz Hotels, Hyatt’s boutique brand,
also fits this market: both the Andaz
Mayakoba (Mexico) and Andaz Scotts-
dale (Arizona) will open this year.

The Hyatt Regency brand has recently
completed two significant renovations:
the Hyatt Regency Maui Resort & Spa
refreshed its more than 25,000 sf of in-
door meeting space, and the Hyatt Re-
gency San Francisco Airport underwent
a multimillion-dollar renovation that

Pacific Resort to create the
Loews Meeting Complex with a total of
2,000 rooms and more than 247,000 sf
of meeting space. For large groups that
want to experience Orlando and particu-
larly Universal Resort, the complex is ar-
guably the best choice in the area.

InterContinental Hotels Group
IHG promises small and midsized
meeting groups more targeted service
with its new IHG Meeting Point, a part
of the IHG Small Meetings Solution. The
program features a training portal for
IHG hotel convention staff that is seg-
mented by industry — pharmaceutical,
automotive, energy, technology, medical
healthcare and manufacturing. The idea
is to equip employees with knowledge of
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“Our conference services

team...make sure (attendees

are) not just meeting in

the botel, but also outside

in the community.”

André Fournier

Executive Vice President, Sales & Marketing

Destination Hotels

the regulations that impact meetings in
these sectors so they can deliver a higher
level of service. IHG also has launched
IHG Assist, a suite of initiatives to ad-
dress corporate clients’ concerns with
traveler safety and security. [HG Assist
includes the IHG Assist Groups & Meet-
ings Service, a 24/7 phone line to answer
client concerns in this area.

On the wellness front, IHG’s most
avant-garde brand is Even Hotels,
launched in 2012 with the idea of provid-
ing wellness-minded travelers with an af-
fordable lodging choice. Features include
in-room fitness options,
an athletic studio located
off the lobby and healthful
F&B options made to or-
der from the Cork & Kale
Restaurant. Three new
Even hotels (with meet-
ing space) are scheduled
to open next year: a 100-
room property in Eugene,
Oregon; a 155-room hotel
in Pittsburgh, Pennsylva-
nia; and a 13-room prop-
erty in Houston, Texas.

Omni Hotels & Resorts

In the coming years, Omni will be
introducing three new properties into
the meetings market: Set to open in
summer 2017 is the Omni Frisco Hotel
in North Texas. The 300-room property
will be part of The Star development
that includes Dallas Cowboys World
Headquarters and The Ford Center.
Groups will have 24,000 sf of meeting
space, including a 13,000-sf ballroom,
at their disposal.

The Omni Louisville Hotel, which
broke ground in January of this year,
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Rendering of the library in the Omni Louisville Hotel, opening in 2018.

fitness programs such as Aqua Zumba,
which blends the Zumba philosophy with
water resistance, as well as a 30-minute
Meeting Break Refresh Session, offering
yoga and Zumba classes.

Like other major hoteliers, the com-
pany also has been facilitating the meet-
ing experience with proprietary mobile
apps. For example, Omnilink, powered
by Encore, conveys event information
to attendees via their tablets and smart-
phones, including facility information
and maps, event agendas and schedules,
speaker and attendee bios, local trans-
portation details, downloadable content,
event announcements and more.

Each of the aforementioned hoteliers
is well-established in the meetings in-
dustry, and each is making significant
progress in catering to that market.
Thus, a planner can certainly find rea-
sons for loyalty to any one of those com-
panies. One rather controversial reason,
however, is a hotelier’s offer of personal
reward points to the planner for book-
ing. While these offers continue, some
»_  hoteliers find that clients
; prefer alternatives, such
as transferring all those
points to a corporate ac-
count. “We definitely see
a trend in the corporate
market for consolidating
meeting reward points
into one account,” says
Wyndham’s Carol Lynch.
“So we're investigating
developing ways to facili-
tate that process with the
corporations.” Another

Credit: Omni Hotels & Resorts

In June, InterContinen-
tal Hotels Group announced the “Crowne
Plaza Accelerate” plan, which will invest
$200 million over three years into en-
hancing the Crowne Plaza brand’s offer-
ings and appeal to business travelers. A
new sales and marketing campaign fo-
cused on meeting the “holistic needs” of
the business traveler will be rolled out in
early 2017. Guest rooms will be reconfig-
ured into WorkLife Rooms, which create
more space to work, socialize and rest.
And public spaces will be technology
enabled to provide an alternative solo
working space and small meeting space.

is scheduled to open in 2018 with 612
guest rooms, 70,000 sf of flexible meet-
ing and event space, and an additional
300,000 sf of meeting and exhibit space
at the Kentucky International Con-
vention Center.

And in Georgia, planners can look for-
ward to the fall 2017 debut of the 260-
room Omni Hotel at The Battery Atlanta,
housing 12,500 sf of meeting space.

Omni is certainly attuned to the well-
ness trend, a prime example being the
Omni Hilton Head Oceanfront Resort.
Here, groups can experience innovative

alternative is to forgo the
points in favor of concessions in negoti-
ating the contract.

“We’ve seen that instead of planner re-
wards they would rather add something
different to their program,” says Desti-
nation Hotels’ Andre Fournier, “such as
a unique meeting setup or conference
break, perhaps with a sommelier from
the local winery.”

To stay away from ethical controver-
sy, it may behoove planners to explore
such alternatives to reward points, and
open a dialogue to that effect with their
hotel partners. C&IT
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WYNDHAM
REWARDS’

You’ve earned this.

Go ahead, try to
max out your points. =
| hope you can count |+
to infinity.

The world’s most generous
rewards program
meeting planners.

go meet

Participating hotels offer:?

— 1 point for every dollar spent on qualifying revenue?
- regardless of billing method

— No minimum spend requirement
— No maximum point cap

PLUS, each paying guest can now earn 10 points per
dollar on qualified stays at Wyndham Rewards hotels.?

For more information, visit
WyndhamRewards.com/gomeet

1 Not all Wyndham Rewards hotels participate in the go meet program, and some
Wyndham Rewards hotels may offer point bonuses to event planners under terms that
differ from the go meet program. Please inquire at the property to see if it offers the
go meet program or another event planner point bonus program. In the event of any
inconsistency between the program described herein and your contract with a hotel
property, the terms of your contract with the hotel property will prevail.

2 Not all event revenue generates points. Contract must explicitly state that Program will apply to applicable event. Planner must be a Wyndham Rewards Member and
identified in contract as the “Planner” of the event or substituted for such Planner in accordance with full Program terms and conditions. Program is subject to full
terms and conditions: wyndhamrewards.com/gomeet. Wyndham Hotel Group reserves the right to change/terminate the Program at any time without notice. Void
where prohibited by law.

SMost properties: 10 points are earned per dollar spent on room rate only. Qualified stay is subject to a total room rate of $25 and up and other restrictions. See
program terms at wyndhamrewards.com/terms.

© 2016 Wyndham Rewards, Inc. All rights reserved.


http://www.themeetingmagazines.com/index/cit
http://www.themeetingmagazines.com/index/cit

Destination

Atlantic City
welcomed and
made a great
impression

on more

than 2,000
attendees at
MPI WEC 2016.

The Historic City by the Sea Meets the 21st Century

Boardwalk, setting of the celebrated

Miss America Pageant and within a day’s drive of one third
of the country’s population. It is Atlantic City — and it an-
swers to the name, America’s First Resort.

“We are rich in American history,” says Jim Wood, president
and CEO of Meet AC, 2014’s replacement of the Atlantic City
Convention & Visitors Authority. “Our mission is to grow the
meetings and convention business as Atlantic City continues
to diversify its mix of non-gaming business,” he explains. A
hospitality industry veteran who began his career with Mar-

It is home to the nation’s original By Cynthia Dial
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riott in 1980, today’s CEO honed his CVB skills in previous
positions with Tampa, Providence and Louisville’s bureaus.

In addition to Atlantic City’s prolific history and around-
the-corner proximity (60 miles from Philadelphia, 125 miles
from New York and 175 miles from Washington, DC), are its
familiar lures — beachside location, seasonal weather, world-
class dining, top-name entertainment and tax-free shopping.
When paired with such lesser-known enticements as sport fish-
ing, water activities, noted wineries and breweries and 20 blue-
ribbon golf courses — all complemented by a variety of hotel
and casino properties — the result is a magnet for meetings.
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Using numbers to tell the tale, Wood cites stats: “Our con-
vention numbers are up 40 percent (2014 versus 2015), and
over the past three years we have seen a 150 percent increase
in bookings as Atlantic City continues to reposition itself as a
more vibrant and robust meetings destination.”

A City of Firsts

A city of firsts — the country’s first passenger airliner
landed here, the board game Monopoly was created here and
the first convention hall in the U.S. is found here. However,
as touted in MPI’s recent promotion: “Though Atlantic City
is the home of America’s first convention hall, Atlantic City is
anything but conventional.”

QA Z

Michael
A. Massari

In his position as senior
vice president of national
meetings and events,
Michael Massari oversees
the meetings, conven-
tions and events business
for Caesars Entertainment’s portfolio of more than 38
U.S. properties.

Massari has been in his current role since leading a
nationwide reorganization of Caesars’ meetings busi-
nesses into a single department in November of 2011.
The initiative mirrored a similarly successful effort he
led in 2005 to combine meeting sales and services
across the company’s eight Las Vegas properties. The re-
organization not only extended unique benefits originally
introduced under the Las Vegas Meetings by Caesars
Entertainment brand, which Massari developed and
built, but also restructured the entire salesforce, placing
representatives in metro areas throughout the country
to be closer to customers.

Massari is an executive committee member of the
board of the U.S. Travel Association, sits on the MPI
Foundation’s Global Board of Trustees and also serves
on the College of Southern Nevada Board of Trustees.

In 2008, Michael received the highest honor for man-
agement within Caesars Entertainment, the Excellence
in Leadership Award, which recognizes executives who
raise the bar for outstanding performance and exem-
plary leadership. Only a handful of company leaders are
honored each year with this award.

Here is Massari’s take on the meetings
business in 2016.

Q How’s business in Atlantic City, and what is your
outlook for 2017 and beyond?

With the opening of the Harrah's Waterfront
Conference Center, our meetings business in Atlantic
City has seen continued growth. We have groups
booked through 2019, and we don’t anticipate this
trend to slow down anytime soon.

Q Now that meetings and events are more
experiential than ever before, how does Caesars
accommodate meeting planners?

Caesars has been an innovator in offering experiential
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meeting options for groups. By booking with us,
groups are able to take advantage of our alternate
venues and take their groups outside of the meeting
space while staying within their one F&B minimum.
We have options from our pool areas, golf courses, to
The High Roller or The Vortex that lend themselves to
unique experiences. Our team also is able to share
their expertise and offer suggestions on décor that
allows interaction, and speakers who actively interact
with the audience.

Q What are you doing to woo regional corporate
meetings because it’s an easy “commute” from
Northeastern/mid-Atlantic cities?

For our properties in Atlantic City, including the
Harrah’s Waterfront Conference Center, we're excited
about the fact that we're located within a tank of gas
of one-third of the U.S. population. With the addition of
the Harrah’s Waterfront Conference Center, the largest
hotel-conference center complex from Baltimore to
Boston, groups in the region can now experience
meetings that they would normally take to Orlando or
Las Vegas closer to home.

Q Do you see a difference in bookings among your
properties because of their locations?

There is definitely a difference in bookings among our
properties in Las Vegas and Atlantic City over some of
the smaller markets but that is to be expected — Las
Vegas is the trade show capital of the world.

Q We’re experiencing rapid change in our business
because of the internet and technological advances.
How are you adapting? Do you use social media
such as Facebook, Twitter, etc. to communicate with
your customers?

We do maintain a presence on Facebook, Twitter,
Instagram and LinkedIn to communicate with our
customers. We also encourage our customers,

team members and speakers to be active on social
channels, and we make it a point to highlight our social
channels during events. We also offer free standard
Wi-Fi to our guests in our meeting spaces to adapt to
that particular technological need.

Q What’s on the drawing board for the future?
Currently, we are undergoing major renovations
throughout our portfolio. We are renovating 5,700
guest rooms nationwide. These renovations began

with the Julius Tower at Caesars Palace and will also
take place at Planet Hollywood, Paris Las Vegas, and
Harrah’s Las Vegas. In Atlantic City, we’ve completed
renovations at Caesars Atlantic City, Bally’s Atlantic
City and later this year at Harrah’s Atlantic City’s
Bayview Tower. —CD

Made-only-in-Atlantic-City experiences include tours of
The Boardwalk on one of its famous rolling chairs, scavenger
hunts along the renowned promenade, classes with the Viking
Cooking School at Harrah’s and environmental teambuilding
activities, such as bay and beach cleanups.

Adding to this lineup is late summer’s debut of the live-
action, team-based “escape” game called Escape AC, Tropicana
Atlantic City’s latest contribution to the ever-changing resort
scene. Described as “Clue meets Beat the Clock,” the game is
designed for groups of two to 10, with the goal to escape from
a themed room — the Poker Room, the Boardwalk, the Ca-
sino Cage and Backstage. Requiring attention to detail, critical
thinking, communication and teamwork, Tropicana General
Manager Steve Callendar explains Escape AC’s creation: “We
are always looking for ways to offer our guests more.”

When planning group events, Barbara Flamenbaum, DMCP,
president and owner of destination management company At-
lantic City Ambassador (ACA), takes prime time advantage of
her city’s idiosyncratic opportunities. From recreational gam-
ing to solving murder mysteries, one recent ACA client, an
international cable company specializing in college campuses,
fused several homegrown happenings into its annual 2014 and
2015 Global Meetings. Both held at the Golden Nugget Atlan-
tic City, the goals of each — to unite 50 employees with 100
clients for training, sales and technical workshops and to offer
face-to-face collaborations — were deemed successful.

With the group’s additional incorporation of a night of
bowling at a local alley and a chef’s demo at the Golden Nug-
get, diversity ruled. “Each year we did different offsite dinners,
activities and events,” says Flamenbaum of the distinct des-
tination — a destination she describes as a city with “lots of
group options during all seasons of the year.”

Convenient Location Is Key

Drawn to Atlantic City because of its convenient location
for many attendees of the cable company headquartered in
Connecticut, additional pulls were Golden Nugget’s selection
of restaurants, nightlife, good hotel rates and great reputation
for service, shares Flamenbaum.

It appears attendees agreed, as evidenced by this evalua-
tion: “Thank you and your team for a fabulous conference —
the best ever! ...It was great to be back and to see all the hard
work going into Atlantic City and its efforts to revitalize your
fantastic destination.”

“The appeal of Atlantic City was clear when we began to
explore possible event spaces in the area,” states Abby Kahn,
vice president of global events, Numerix, a New York-based
FinTech company, servicing more than 700 financial institu-
tions in 26 countries. “The ‘change of pace’ was refreshing and
different from traditional New York City meeting spaces.”

Called Kickoff, Numerix’s annual January sales meeting of
150 to 200 attendees has been held in Atlantic City at the Bor-
gata Hotel Casino & Spa for the past five years, with plans to
return in 2017. As one of its primary meeting objectives is to
unite employees through teambuilding activities, Kahn details
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ACCOMPLISH ALL
OF YOUR GOALS
AT A DESTINATION
THAT HAS IT ALL.

64,000+ SQUARE FEET OF FLEXIBLE
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WITH OCEAN VIEWS /12 BREAKOUT ROOMS
WITH BUILT-IN 90” LED MONITORS/
4 BALLROOMS / 4 PRIVATE PENTHOUSE
CONFERENCE ROOMS / 2 THEATERS /
JIMMY BUFFETT'S MARGARITAVILLE
NTERTAINMENT COMPLEX

T gy
COME TO OUR NEWLY EXPANDED, MULTI-FACETED
CONFERENCE CENTER. OUR RENOVATION HAS ADDED
12,000 SQUARE FEET OF MEETING AND EVENT SPACE
INCLUDING 12 ADDITIONAL CONFERENCE ROOMS.

RESORTS

(asino -Hotel
ResortsAC.com

LOCATED ON THE WORLD FAMOUS ATLANTIC CITY BEACH &
BOARDWALK; MINUTES FROM 2 INTERNATIONAL AIRPORTS.

CALL 609.340.7850, VISIT US AT MEETATRESORTSAC.COM OR EMAIL
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1133 BOARDWALK, ATLANTIC CITY, NJ 08401
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an especially successful Borgata-hosted group activ-
ity during the year themed “Crossing the Bridge.”

“We broke into groups, and each group was re-
sponsible for building a portion of a bridge. Once
assembled, it formed a giant bridge and all em-
ployees were able to physically walk across it.” She
adds, “It tied perfectly with our overarching theme
of working as a single team to accomplish our goals.
It was also the perfect approach for us to get all
employees involved, no matter what their function
within the company.”

In addition to teambuilding, Kickoff also is about celebrat-
ing employees for their contributions. The highlight of 2016,
centered on the theme “Back to the Future,” was the reveal of
the movie’s original DeLorean car at the annual awards night.
The climactic finale was almost derailed, however, when the
space regularly used for the awards dinner was already booked
by another group. “This was going to make our setup very dif-
ficult, if not impossible,” says Kahn. Due to the efforts of Ca-

Harrah’s Atlantic
City Waterfront
Conference Center.

-:

tering Manager Dena Bakley (who, in the spirit of continuity,
works with the group year after year), in conjunction with oth-
er staffers, the required space was eventually secured and the
evening went forward flawlessly. “Start to finish, the Borgata
helped us to create a seamless event for all,” concludes Kahn.

New Conference Center Is a Big Draw

Larry Huttinger, CMP, owner of Destination Philly A.C., a
DMC operating in Philadelphia and Atlantic City, explains At-
lantic City’s appeal to his client, a Fortune 1000 medical equip-
ment company. “The primary decision was due to Harrah’s At-
lantic City Waterfront Conference Center, completed in fall,
2015. The space was large enough for this group of around
1,200, a group that had never been in Atlantic City before its
April 2016 meeting.” Another consideration regarding the se-
lection of Harrah’s Resort and its conference center was the
great value offered by both, explains Huttinger.

Taking advantage of Atlantic City’s lower profile pursuits,
activities included a day on the links at The Bay and The Pines
Courses at the Stockton Seaview Hotel and Golf Club located
in Galloway, New Jersey, for a group of approximately 150; a

City
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“The appeal of Atlantic City
was clear when we began to
explore possible event spaces
in the area. The ‘change of
pace’ was refreshing and
different from traditional

Abby Kahn, Vice President, Global Events
Numerix, New York, NY

beach outing near Resorts Hotel Casino, complete with ladder
ball, horseshoes and volleyball for a smaller party; a shopping
opportunity at The Walk outlet mall for more than 100 retail
enthusiasts, and fishing for 50 on two ocean-bound boats
where the catch was bluefish, tautog, stripers and sea bass.

The largest event, however, was held at The Playground at
Caesars, an exciting nightlife, retail and dining destination, on
The Boardwalk built atop a 900-foot pier. Huttinger details the
event: During this three-hour getaway, the third level’s bars
and four restaurants were dedicated exclusively to the group of
1,200 with signature drinks, specialty foods, gourmet desserts
and a variety of entertainment, even dueling pianos.

Beyond the fun of food and drink was the reward of the
CSR endeavor. Pairing with the global project Helping Hands,
47 participants built 17 prosthetic hands for donation to am-
putees in developing countries during this philanthropic team-
building event.

Huttinger’s advice to planners considering this meetings
destination: “Compared to other Northeast destinations, At-
lantic City offers tremendous value with respect to the cost of
rooms, food and beverage, and overall experience.”

In addressing emerging trends, Jim Ziereis, assistant vice
president of hotel sales, Tropicana Atlantic City, concurs with
Huttinger and underscores the importance today’s meeting
planners place on their return on investment. “There is in-
creasing emphasis on ROI that I believe is here to stay. Corpo-
rations are expecting more for their spend and are looking for
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Tropicana
Atlantic City.
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New York City meeting spaces.”

Credit:TTropicana Atlantic City

Bally’s Atlantic City.

Credit: Caesars Entertainment

hotels who will be good partners and share their vision. Mak-
ing suggestions that will enhance the attendees’ experience in
a cost-effective way is just one example of being a trusted hotel
partner,” details Ziereis.

Year After Year

Great golf, strolls on The Boardwalk and exceptional service
at Harrah’s Atlantic City are all Greg Diehl needs to bring his
group back to AC year after year. As a senior sales engineer
for HC Nye Company in Harrisburg, Pennsylvania, a pro-
vider of HVAC equipment for schools, universities, health
care, casinos and others, Diehl’s own positive experiences
at Harrah’s prompted him to initially arrange for his en-
gineering department’s continuing education classes at
the resort. This year, the company marked their seventh
consecutive meeting at Harrah’s Atlantic City, and they
are already booked for 2017.

Diehl’s objective is to provide his group with a mean-
ingful learning experience in an entertaining environ-

opment will transform it into a working harbor and enter-
tainment complex.

“Optimism is the one word I would use to describe the cur-
rent status of Atlantic City,” says Wood of his destination. “We
are seeing new investment come in to the city. Closed casino
resorts are reopening...and we are enjoying record hotel oc-
cupancies this year.”

What is the best description of today’s Atlantic City? “A
city reinventing itself for the 21st century,” concludes Meet
AC’s top executive.

New and Noteworthy

Serving up 15,600 first-class hotel rooms, within eight ca-
sino hotels and several non-gaming properties, all with meet-
ing and banquet space, the four largest include Borgata’s 2,800
rooms, Harrah’s 2,590 rooms, Tropicana’s 2,079 rooms and
Trump Taj Mahal’s 2,010 rooms. But large or small, the com-
mitment to continual renovation revives them all.

The latest news at Bally’s Atlantic City is two-fold: the
$3 million facelift of its Gold Rush-themed Wild Wild West
area, a 60,000-sf renovation; and the remodel of its Jubilee
rooms — now luxury accommodations featuring ultra-mod-

“Compared to other
Northeast destinations,
Atlantic City offers
tremendous value with
respect to the cost of
rooms, food and beverage,
and overall experience.”

ment, and Atlantic City certainly fits the bill. The group,
which usually spends about 80 percent of their time on-prop-
erty in classes, also makes free time available for a few visits
to the Loft, a fabulous gathering spot overlooking The Pool at
Harrah’s Atlantic City. Diehl looks forward to conducting the
same successful meeting at Harrah’s Atlantic City next year.

What Lies Ahead

Its future bright, this summer Atlantic City will hold six
beach concerts, and the world-famous Boardwalk continues
its expansion — eventually extending into Gardner’s Basin,
“the hidden gem in the marina district,” whose own redevel-
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Larry Huttinger, CMR Owner
Destination Philly A.C., Atlantic City and Philadelphia

ern and sleek design and complemented by premier views
of the Boardwalk.

Caesars Atlantic City also tempts its guests with recent
renovations in its Forum Tower, with the new Forum rooms
sporting a modern interior design enhanced by warm neutral
palettes and accented with a pop of yellow. Custom artwork
throughout pays tribute to Caesars’ rich history of Roman-
inspired architecture and sculpture.

Giving a nod to its guests who adhere to the emerg-
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ing wellness trend of seeking fresh,
healthful food and beverage options
when on the road, Harrah’s Atlantic
City, which is known for its rooftop
herb garden, serves up a strong farm-
to-table program.

The Showboat Atlantic City
and Revel Atlantic City, two of the
destination’s four casinos that closed in 2014, are reopen-
ing. Though both will be sans casinos, future plans call for
the gaming floors to be utilized in some capacity. Showboat,
which opened in July, plans to add a $40 million event cen-
ter, while Revel, which will open soon, will feature new non-
gaming, of-interest-to-the-meeting-planner amenities, such

&

Resorts Casino Hotel.

as a ropes course.

The iconic 1929 Claridge Hotel, host of such celebs as
Marilyn Monroe and Prin-
cess Grace of Monaco, ups the
ante in its appeal to today’s
crowd with an additional

15,000 sf of meeting space,
plus a rooftop bar, and Re-
sorts Casino Hotel’s $5 mil-
lion conference center adds

15,000 sf of meeting space
within its 12 rooms.

In addition, Resorts Casi-
no Hotel offers Atlantic City’s
only All-Inclusive Meeting
Package (AMP) in 2016. This new, state-of-the-art, all-digital
conference center’s AMP includes: upgraded guest room (At-
lantic City’s largest at 525 sf); three meals daily (dinners can
be at leisure or as a group in any Resorts restaurant such as
Capriccio and Gallagher’s Steakhouse or themed events in
Margaritaville and LandShark Bar & Grill at no additional
charge); a.m./p.m. coffee breaks; Wi-Fi in meeting and guest
rooms; meeting rooms (most with natural light and ocean
views); AV in the primary meeting room (screen or 90-inch
1080p LED display, sound, LCD and microphone); parking;
gratuities, taxes and resort fees; personalized conference

Borgata Hotel Casino & Spa and The Water Club.

Credit: Borgata Hotel Casino & .Spa
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“Each year we did
different offsite
dinners, activities and
events.(Atlantic City
bas) lots of group
options during all
seasons of the year.”

Barbara Flamenbaum, DMCP President/Owner
Atlantic City Ambassador LLC, Atlantic City, NJ
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planner. For more information, contact Maribeth Grandpre,
mgrandpre@resorts.com.

The latest at Borgata Hotel Casino & Spa is its brand-new-
to-the-scene Borgata Beer Garden, which sits adjacent to its
newly debuted 3,200-sf Roman-inspired outdoor pool. Termed
“a refreshing concept unique to the Marina District,” the beer
garden is a full-service canopied bar, featuring more than 15
craft and domestic beers and showcasing live entertainment

every Friday through Sunday.

“With the launch of Borgata
Beer Garden & Outdoor Pool,
we are thrilled to present our
hotel guests with an excellent
outdoor amenity, offered sev-
en days a week, that effective-
ly reinforces the resort as the
summer destination in Atlan-
tic City,” summates Borgata’s
Joe Lupo, senior vice presi-
dent of operations. Looking
toward the future, next year’s
Borgata will see the opening of a signature restaurant by chef/
partner Michael Symon, and the addition of 25,000 sf of meet-
ing and convention space.

On the heels of last year’s $50 million property renovation
to Tropicana Atlantic City comes another $40 million en-
hancement with such inclusions as redesigned Havana Tower
hotel rooms, Luxe Hair Salon and Ivan Kane’s Kiss Kiss a Go-
Go. Atlantic City’s newest nightclub experience, Kiss Kiss, is
described: “a trip down the rabbit hole into the neon-fueled
nights of Bangkok.” The icing on this hotel’s cake is the un-
veiling of five all-new, fantasy-themed multimedia light and
sound shows playing nightly on The Boardwalk.

Future plans for the Golden Nugget Atlantic City include
the transformation of an unused restaurant into two 2,400-sf
villas with views of the marina district.

Mere footsteps from the world-famous Boardwalk, the
502-room Sheraton Atlantic City Convention Center Ho-
tel not only offers 20 meeting rooms, as well as its 11,618-sf
Crown Ballroom, but also showcases the past. Among its trib-
utes to the city’s history are the Tea Garden’s bronze statue of
Miss America Pageant’s beloved host Bert Parks (it plays his
rendition of the iconic melody, “There She Is, Miss America”),
the lobby collection of replica Miss America dresses and the
self-guided Road to the Crown walking tour (complemented
by a companion brochure, as well as an online mobile map ac-
cessed by scanning the hotel lobby’s QR code). C&IT
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Business Planners, Atlantic City Means Business! The Atlantic City Convention Center
features over 600,000 square feet of meeting space, 45 meeting rooms and is
conveniently located within a few hours’ drive of nearly 1/3 of the nation’s population.
Check out Atlantic City’s 15,500+ hotel rooms and 1,000,000 ways to unwind.

Atlantic City means business & we’ve got the numbers to prove it!

To Learn About Our Incentive Plans and Book Your Convention call 1-844-855-6338
or visit meetinac.com today!
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On The Move

ARMENTA

Kiawah Island Golf Resort, Kiawah
Island, South Carolina, has appointed
Trish Luckenbill as group sales repre-
sentative for the Northeast region of
the U.S. She formerly worked in group
sales at The Westin Hilton Head Island
Resort & Spa, South Carolina.

Sonesta Coconut Grove,
Miami, Florida, has promoted

Christian Jaramillo to director of sales.

He most recently served as the hotel’s
senior sales manager and assistant di-
rector of sales.

Andaz Scottsdale Resort & Spa
in Scottsdale, Arizona, has named
Terri Benich as area director of sales
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and marketing. She was director of
sales and marketing at Hyatt Regency
Scottsdale Resort & Spa at Gainey
Ranch. Rachel Jessop was named di-
rector of group sales. She was senior
sales manager for Hyatt Regency
Scottsdale Resort & Spa.

The Westin La Paloma Resort
& Spa in Tucson, Arizona, has
named Maria Elena Armenta and
Marc Van Dam as group account di-
rectors and Deborah Weiss as group
sales manager. Armenta, who will
handle the Northeast region, most
recently was regional director at the
Preferred Hotel Group in Miami. Van
Dam, who will be responsible for the
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A great place for meetings, regardless of

THE AGENDA.

SIERKA LOWERY

Midwest and Eastern Canada markets,
was North American sales director

for Savision Inc. Weiss was sales man-
ager for the Omni Tucson National
Golf Resort.

Mission Inn Resort & Club in
Howey-in-the-Hills, Florida, has
named Daniel J. Sierka as national
sales manager. He was senior sales
manager at Hyatt Regency Scottsdale
Resort and Spa at Gainey Ranch. Brian
Lowery was named national sales
manager responsible for the Southeast
Florida and Midwest markets. He
formerly served as national sales man-
ager, Sanibel Harbour Resort & Spa,
Fort Myers, Florida. C&IT
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CONTACT
Pepper Dombroski

EAU PALM BEACH
Resort & Spa

Group Sales meet@caesars.com

Ron Gulaskey rgulaskey@celebrity.com

Michael Oakes Michael.Oakes@EauPalmBeach.com

Jared McLachlan orldw-salesadm@hilton.com

At Eau Palm Beach Resort & Spa, we'll never interfere with your business agenda, but we
can assure you that a meeting at Eau Palm Beach will be anything but boring. We are in
the business of pleasure, adept at creating engaging events that motivate and inspire.

Sandi Harvey sharvey@meetinac.com

Cara Banasch cbanasch@neworleanscvb.com
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Group Sales groups@oasishotels.com Whether it’s organizing a fishing tournament, arranging a group spa day at the Forbes

Group Sales sales@resortsac.com Five-Star Eau Spa, or coordinating dinner arrangements, you'll be amazed how productive

Group Sales meetings@streamsongresort.com everyone can be when they can relax and just be themselves.

Group Sales convsales@visitjacksonville.com

Laura Cunningham laura.cunningham@wyn.com * *
Group Sales meetings@universalorlando.com 2. 0 ¢ Ko K
* * one hundred south ocean boulevard ¢ manalapan, florida 33462 * *

Forbes eaupalmbeach.com ¢ 800.328.0170 Forbes
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in Atlantic City

Beach, boardwalk and a little historic charm are what
Atlantic City is all about. With more than 230,000

sq. ft. of meeting space at Harrah’s, Bally’s and Caesars
Atlantic City, you'll have plenty of space to create a truly
extraordinary experience for your guests. With the
support of our experienced team dedicated to your
success, planning it will be simple and effortless for you.

Book your meetings at one of 40 venues in 20 destinations
at CaesarsMeansBusiness.com or call 855-633-8238
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