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Holding your meeting in Irving, Texas gives you three cities for the price of one!
Located right between Dallas and Fort Worth, it's just minutes from DFW International
Airport, and a short drive to an amazing array of options for dining, shopping, sports,
and culture. Irving boasts more than 11,000 modern hotel rooms, ranging from

extravagant to efficient, most with weekend rates that let you stretch your budget.

Still borderline? Call our award-winning team at 1.800.247.8464 or visit our
website at www.irvingtexas.com. You'll be amazed at what's waiting for you within

our cities’ limits. Irving, Texas: In Between and Far Above!

T

lrving Convention and Visitors Bureau

| 1-800-2.IRVING | www.irvingtexas.com |
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REDEFINING TEXAS HOSPITALITY WASN'T EASY.
SO WE'VE PROVIDED A COUPLE OF OPTIONS.

RECEIVE TWO GREAT REWARDS WITH THE HYATT MEETINGS TAKE TWO OFFER.

Now through March 31, 2009, meetings conducted at Hyatts of Texas during Hyatt Extra Value Dates come with your
choice of two options designed to enhance your group’s experience. It's the chance to build your own meeting package—
with the special touches perfect for your group.

Select two of the following for your next eligible meeting at Hyatt:

» Complimentary Internet access in paid guestrooms * Two upgrades to suites at group rate
» Complimentary morning or afternoon coffee break e No attrition fees

* One complimentary guestroom per 35 paid room nights

For more information, contact your Hyatt Worldwide Sales Representative, call 512 363 5407 or visit hyattreply.com/texas.

Hyatt Regency Austin Grand Hyatt DFW Hyatt Regency Hill Country
Hyatt Regency Lost Pines Hyatt Regency North Dallas Resort and Spa HYALT
Resort and Spa Hyatt Regency Dallas Hyatt Regency San Antonio HOTELS & RESORTS | @

Hyatt Regency DFW Grand Hyatt San Antonio

Hyatt Regency Houston

Offer subject to complete terms and canditions. Visit hyatireply com/texas for full details. Hyatt Hotels & Rescris® encompasses hotels managed, franchised or leased by subsidiaries and affiliates of Glabal Hyatt Corporation.
HYATT, Hyatt Hotels & Resorts® Grand Hyalt® and Hyatt Regency® names, designs and related marks are irademarks of Hyatt Corporation, ©2008 Hyatt Corporation. All rights reserved.



o EVERY GAMING PROPERTY
YOU'RE CONSIDERING HAS A
; VIP CARD FOR HIGH ROLLERS.

SO DO WE. ONLY FOR US,

o YOU'RE THE HIGH ROLLER.
; Virtually all casino resorts have a VIP
program that grants various perks

and privileges for high-rolling casino
players. At Las Vegas ‘\/1eeting., by
Harrah's Entertainment, you're our high
roller. And we think that you deserve
the same exclusive benefits and rewards
as our top casino players. That's why
Diamond-level benefits of our

MEETING DIAMOND *\Y';; Total Rewards” card are now

available to you, whether you're

[dS V? (as M U g o
Wi Horrahs [ntertomm

= It's something you simply can't get
anywhere else. And it's our way of
showing you how much we value your
-@//‘;,,,,0”@, business and how committed we are
to your success. We look forward to
helping you plan and execute your
best meeting ever!

Susen T ; Smlth

READY FOR VIP STATUS?
call  877-MEET-702

Email  Ivmeetings@harrahs.com
Visit lvmeetingsbyharrahs.com

FLASH YOUR CARD FOR EXCLUSIVE BENEFITS AT ALL PARTICIPATING HARRAH'’S ENTERTAINMENT
LAS VEGAS PROPERTIES

* Priority hotel check-in * Complimentary use of fitness facilities
* Exclusive access to private Diamond Lounges with * Discounts at participating retail outlets
complimentary food, beverages and amenities * Complimentary priority access to VooDoo®” Lounge at Rio,
* Guaranteed priority service at restaurants, clubs, Carnaval Court at Harrah's and other popular venues
business centers and more * The best service in the business!
* Guaranteed priority valet parking service

Meeting Diamond status is conferred for a group’s primary Organizer and, if applicable, a selection of additional deSIQnees at Organizer's and/or
Management's discretion. Card is valid specifically for in-house groups for the duration of the program, and will expire upon cardholder’s departure.
Certain restrictions apply. Benefits subject to change without prior notice. Management reserves all rights.

Must be 21 or older to gamble. Know When To Stop Before You Start.® Gambling Problem? Call 1-800-522-4700. ©2008, Harrah'’s License Company, LLC.
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Years from now,
you'll remember where you
planted the Seeds of Success.

Nature
has been hard at work
here for thousands of years.
Imagine what your company
can accomplish in a few days.

This is fertile soil.

866.605.4260

¥

The Woodlands

RESORT& CONFERENCE GENTER
Just 30 minutes from Houston

Destination: Success | wwwwoodlandsresort.com
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High expectations are invited. The Sheraton Austin Hotel. Where yourll
find the celebrated aaahhh of Sheraton Sweet’SIéaperiBeds: You'llalso'find
a feeling of welcome unlike any other. You don’t just stay here. You belong.

1]
a Book today at sheraton.com/austinorcall1-512-478-1111 for more information.
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PRESIDENT’S MESSAGE

By Carol Benavidez, CMP
HelmsBriscoe

We've set
some pretty
high goals,
and we
need your
involvement
to reach
them.

\°

95 10 o,

Buckle Up and
ENJOY the Ride

As the 32nd president of the MPI D/FW Chapter, I am so excited and honored to embark
on this new journey. There are many people involved, and I want to share the vision and
goals from the Board of Directors. Before the new term started, we spent time reviewing
the results of the Member Survey and listened to YOU, our members.

Thank you for sharing what you want from your membership. It was interesting to
note 69.8 percent of the responding members have been in the industry 10+ years. Col-
lectively, we have a lot of information to share, and we want to encourage interaction
at all Chapter levels; this will support new friendships, new business relationships and
new ideas.

Talk about being influencers in the industry! The survey shows 42.3 percent of us
spend $1 million+ annually on meetings and events. We are definitely connecting with
the world in business opportunities.

Additionally, the components most important to everyone are professional develop-
ment/education and networking events. Therefore, we focused on these two requests by
department. There are many aspects to each area but here are a few highlights:

LEADERSHIP

Have you attended one of the All Committee Meetings yet? This meeting brings
all committees/departments together on one night to ensure better Chapter com-
munications and to focus on making sure we connect with your professional develop-
ment needs. VP Leadership, Jesh Batra, and Director Leadership, Lawana Gladney, Ph.D.,
are prepared to assist in setting up the right track to fit with your schedule and
interest level.

MEMBERSHIP

VP Membership, Carrie Elder, CMP, and Director Membership, Timothy Arnold have
many plans for interactive networking opportunities throughout the term. Are you ready
for competitive bowling? Save the date of Oct. 28.

FINANCE

The Finance team will offer a new “budgeting committee” to assist with the running
of the Chapter as a business but can offer useful tools for your day-to-day operation. VP
Finance Dvorah Evans, CMP, and Director Finance Matthew Massengale, DMCP, CMP, can
also be contacted for sponsorship opportunities.

COMMUNICATIONS

Are you a “Mover and a Shaker”? Not only does this department bring news to the
Website and Current Magazine, VP Communications/Marketing/PR, Paula Bruton,
CMP, and Director Communications/Marketing/PR, Melissa Mihelich, have some exciting
new ideas in the works.

EDUCATION/EVENTS
We definitely heard you on the survey. With VP Education/Events Kim Reynolds,
CMP, CMM, and Director Education/Events, Sandi Galloway at the wheel, over the next

2008 SEPTEMBER/OCTOBER CLURRENT 7



term we are going to bring together some
advance topics in supplier/planner rela-
tionships, contract reviews and highlights
with a “MPI Gives Back,” Chef’s Challenge,
Casino Holiday Party, and we look forward
to partnering with another association on
the annual golf tournament.

0f course, I need the knowledge of im-
mediate past president, Nancey Hernan-
dez, CMP, and the support of President-
Elect Jason Ware in executing some
personal goals.

We've set some pretty high goals, and
we need your involvement to reach them.
By the end of the term, I would like to
position Dallas/Fort Worth as the premier
chapter within MPI International by

42.3 percent of us
spend $1 million+
annually on meetings
and events.

growing our membership from 979 to
more than 1,000 members, increasing our
membership satisfaction from 4.81 per-
cent to 5.11 percent, and increasing our
monthly program attendance average to
more than 200 people. I want to substan-
tially increase in committee involvement,
from 16.9 percent (162 members) to 24.8
percent and keep up our tradition of
community service and “giving back” in
the forefront.

So, as we work together to fulfill the
needs of our members, think about
“Exchanging Ideas to Connect the World.”
Wherever your travels take you, I encour-
age you to reach out to other communi-
ties and groups.

You can only grow if you challenge
yourself.

Sincerely,

a \
i ppntoe—
Carol Benavidez, CMP
MPI D/FW Chapter President

THE HISTORIC

/VIENGER 5

AT THE ALAMO
204 Alamo Plaza
San Antonio, TX 78205
www.mengerhotel.com

Next to the Alamo and RiverCenter Mall, gateway
to The River Walk and all the fun of San Antonio
Meeting rooms for groups of 5 to 500 * 316 guest
rooms * Full service spa, fitness center,

#>Texas-size heated pool « Privileges at

Pure Texas
Hospitality

Stay at the very birthplace of Texas for
your San Antonio meetings. The Crockett
Hotel - just 18 steps from the Alamo.
Every room has been refurbished in shades of soothing
sage, furnished in traditional styles. Be sure to see our new

area golf courses = Two
blocks from the San
Antonio Convention
Center; just 15
minutes to
the airport.

Call for full
,  information or
arrange a site
wan s o inspection:
I R, (800) 345-9285.
}:’1:'HﬁfF" o i) oo Schedule a site visit at
e (800) 292-1050 today.

1 Crockett Hotel
e ( 320 Bonham, at Crockett
| _ New this year: The Menger and the newly renovated San Antonio, TX 78205
fised i LI Nl Crockett Hotel across the street give you combined r (210) 225-6500
LTRSS SR I P SR B, Ccorniodations totalling over 450 rooms & suites! | "\ I crocketthotel.com

_ 11

Executive Board Room and adjacent top-floor suites, ideal
for hospitality and small team meetings.
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THOUGHTS FROM THE EDITOR

By Jennifer Fortman
Gleneagles Country Club, Plano

Now is an
ideal time
to become
the best
version

of you.

Opportunities Abound
Despite State of Economy

Cheer up. Things aren’t so bad.

0K, so gas prices are outrageous, but if I cut out my morning Starbucks I make up for
that higher priced gas easily. Seriously, do the math. You'll be shocked when you add up
your annual spend at the coffee bean haven that I love so passionately. I did the math,
and much to my dismay, I spend a staggering $1,000 a year at Starbucks. On the other
hand, I drive about 14,000 miles a year and use 500 gallons of gas to do so. This year
the rising price of gas has resulted in a personal financial hit of $575. So, I'm dumping
my lover from Seattle, paying for the family’s increased gas expense and will still have
a little left over for a new pair of shoes.

I know this is a pretty simplistic view, and I know people are seriously struggling,
but Dallas/Fort Worth is doing better than most cities. Forbes.com announced in May
that it is actually one of the most likely “Recession-Proof Cities” and came in at No. 10
on its “best of” list. At the time our unemployment rate declined, our median house
price increased, and our region is a diverse business environment with powerhouses like
Exxon Mobil, Texas Instruments, Tenet Healthcare and Dean Foods. Also making the
Forbes list is Houston at No. 7, Austin’s No. 3 and San Antonio is rounding out the
Texas cities at No. 2. It appears that it’s good to be a Texan right now.

All that being said, now is an ideal time to become the best version of you. Work on
your personal standards and best business practices. Inside this issue of Current, plan-
ners won't want to miss the first of the two-part series on Strategic Meetings Manage-
ment, focusing on bottom lines and producing significant ROI (p. 16). In our continued
commitment to the environment and green practices, don’t miss a terrific article on
getting on the green meetings bandwagon (p. 19). So, perk up, turn off the gloomy
news and figure out what you can do to survive—strike that—thrive during these
tough times.

Sincerely,

Jennifer Fortman,
Managing Editor, Current Magazine

200% SEPTEMBER/OCTOBER (!l RRENT ©
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ITTEE MEMBERS

Jennifer Fortman
Managing Editor
Gleneagles Country Club
Sandie Fouke

Society Editor

Trece, The Club & Villa 0
Lisé Lang

Society Editor

Morton’s — The Steakhouse
Paula Bruton, CMP

Charlotte Corn
Brookhaven Country Club

Dave Fleming
Man vs. Office

Jennifer Haisten, CMP
HelmsBriscoe

Matthew Massengale, CMP, DCMP
EDS

Allen Shahan
Holiday Inn SELECT

Interested in volunteering on the magazine committee?
E-mail editor@mpidfw.org for more information.

2-{ )3

93 34
www.waxahachie.com
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MARK YOUR CALENDAR

SEPTEMBER 18

All Chapter Committee
Meeting

5:30 - 7:30 p.m.

Location to be determined

SEPTEMBER 25

September Chapter Meeting
11:30 a.m. - 1:30 p.m.
Radisson Hotel Richardson

1981 North Central Expressway
Richardson, TX 75080

OCTOBER 16

All Chapter Committee
Meeting

5:30 - 7:30 p.m.

Addison Conference Centre
15650 Addison Road
Addison, TX 75001

OCTOBER 23
October Chapter Meeting

11:30 a.m. - 1:30 p.m.
Omni Park West

1590 LBJ Freeway
Dallas, TX 75234

Please note the Chapter
will no longer accept
walk-in attendees
at the monthly meetings.

Advance online registration
is now required at
www.mpidfw.org.

OCTOBER 28

All Member Networking Event
6 -8 p.m.

300 Dallas

3805 Beltline Road
Addison, TX 75001

NOVEMBER 6
Special Education Session

Hotel Contracts Boot Camp:
Tips to Ensure a Successful
Meeting & Avoid Litigation
9a.m.-5p.m.

Westin Galleria Hotel
13340 Dallas Parkway
Dallas, TX 75240

See ad on page 24 for more
information.

NOVEMBER 20
November Monthly Meeting

11:30 a.m. - 1:30 p.m.
Austin Ranch

2009 Anderson Gibson Road
Grapevine, TX 76051




I am CMM

Deborah Cohen, CMM
Marketing/Development Director
Urban League of Greater Dallas
Dallas, Texas

| planned more than
12 meetings last
year, raised more
than $500,000 and,
at the end of the
day, still have time
for my music.

The Global Certification in Meeting Management (CMM) is the
industry’s highest professional designation, which focuses on
strategic thinking and management skilis that are critical to
advancement as a meeting professional. The five-day CMM

certification program blends a traditional educational framework DALLAS /FORT WORTH

with a hands-on, interactive setting. Candidates take part in CHAPTER

an intensive four-step process that includes pre-residency, O I\/PI

residency, examination and a post-residency business project. MEETING PROFESSIONALS INTERNATIONAL

This industry-revered certification helps propel industry

professionals with 10-plus years experience into higher-level, The 2008 Global CMM program is scheduled
: — e . - for Oct. 18-23 in Dallas at the Fairmont Hotel.

more strategic positions within their respective organizations. For more information about MPI or the CMM

program, go to www.mpiweb.org.

2008 SEPTEMBER/OCTOBER CURRENT 11



TEXAS' RISING STAR

Frisco is a great place to meet with award-winning hotels, a world-class resort, abundant shopping like
IKEA and Stonebriar Centre, incredible sports facilities and a breathtaking collection of outdoor sculpture.

toll free 877.463.7472 | VisitFrisco.com  FRISCO CONVENTION & VISITORS BUREAU




CITY TALK

City Talk is a spotlight on the new development and upcoming events in our Chapter’s

cities, brought to you by your local Convention and Visitors Bureaus.

Upcoming Developments: City of Frisco

Frisco now boasts an excellent range of ho-
tel accommodations for conferences, sport-
ing events and business meetings. Three
new hotels opening this fall will add 350
rooms to an inventory of more than 1,100
hotel rooms:
¢ Comfort Suites
e Hilton Garden Inn
® aloft Frisco

The award-winning Westin Stonebriar
Resort, one of only two resorts in the Dal-
las/Fort Worth Metroplex, is constantly rais-
ing the bar on luxury accommodations and
guest satisfaction.

The 330-room, all-suites Embassy Suites
Dallas-Frisco houses the second largest
ballroom in the state of Texas!

New Attractions,
Unique Meeting Spaces

Take a journey through
local history at the Frisco
Heritage Museum and be
sure to stop at Babe's
Chicken Dinner House right
next door for some of the
best southern fried chicken
west of the Mississippi
River. Babe's is expecting a
stampede of 300,000 visi-
tors the first year! The
Smith-Muse House and
Train Depot also provide
unique off-site meeting
and event space on the
grounds of the Heritage
Museum.

Expansion and Renovation Plans
There is a demand for more than just ice
at the Dr Pepper StarCenter. Expansion plans
include arena seating for 5,000 with an ad-
ditional 1,000 floor seating, a private club
area, 12 executive suites and a full-service
kitchen, which would be ideal for off-site
activities and teambuilding exercises.

What to Do Between Meetings

From sports to shopping and the arts,
Frisco is committed to making your visit
memorable.

Home to professional baseball, soccer,
hockey and arena football, the city is a
sportsman’s dream. Or, if shopping is
your favorite sport, do some big game hunt-
ing in Frisco with IKEA, sparkling Stonebriar
Centre, Sam Moon Trading Company and
much more. b

Frisco is a
sportsman’s dream.

® TruFire Kitchen & Bar

e Tijuana Latin Grill
¢ Jsabella’s

Frisco Heritage Museum. Stonebriar Centre.

2008 SEPTEMBER/OCTOBER (.l RREENT 13



INTRODUCING NORMAN'S PREMIER MEETING VENUE.

* Connected to the 50,000-square-foot Norman Conference Center ];

e Located near the University of Oklahoma o
e Situated in the new University Park mixed retail development

and business center EMBASSY SUITES?®

* 283 spacious two-room suites ' 4
(G(ﬁ( ' n a S Norman - Hote! & Conference Center

* State-of-the-art meeting technology SRt 2501 Conlerence Diive, Norman, 0K 73069

» Comprehensive Business Center Tel: 405-364-8040 Fax: 405-364-3377
embassysuilesnorman.com

)
. ¢

.t 5 . a 1 .4 re]
TheHilton}amily Another exceptional hotel by John Q. Hammons Hillon Hitonors

For more information, call 800-EMBASSY or visit embassysuites.com. *Subject to state and local laws. Must be of legal drinking age. Hilton HHanors™ membershi, earming
of Points & Miles®, and redemption of points are subject to HHonors Terms and Conditions ©2008 Hilton Hotels Carporation
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TECHNOLOGY TIDBITS

: S
A

Want to know how

to make this long

hyperlink:
www.mpidfw.org

ndex.php?submenu=

o

em & gendo
iref=mem buddy&
ategory=Membe

s Talw ~

20Se e

simply read
MPI D/FW Buddy

Program in your
e-mails?
Read on...

&N 7

-

=

Hyperlinks

By Karen Fogle, CMP
MPI D/FW Website Manager

To condense hyperlinks to smaller

URL addresses:
Copy the full string of the URL to your
clipboard or NotePad (i.e. highlight,
then hit Control C to hold a copy of the
string).

The hyperlink will be live and shows
up as the shorter description!

As long as you can set up the
short version of text with hyper-
link in Word format, you can
then copy that short URL to an-
other document or format, such
as Outlook. ]

Type a short version of text that de-
scribes the hyperlink in your document
or in an e-mail in Outlook.

Thanks to Rick Weaver of The Weaver

Highlight that short-version text and Group for this quick tip.

right click on the Hyperlink icon OR on

the Navigation bar, under Insert - click

Hyperlink, then hit Control V to add DALLAS/FORT WORTH
CHAPTER

the full string hyperlink address into
the address bar in the pop-up; click OK
to save the work.

@\l

MEETING PROFESSIONALS

NTEANAT I ONAL

~ There is a place high in the Rockies...

Where rustic beauty and spectacular views inspire innovative thought.

Superior service leaves you free to concentrate on your meeting and focus on new
challenges and ideas. When work is done, relax with unlimited on-site activities.

Discover a different view of meetings at Cheyenne Mountain Resort.

SCHEDULE YOUR NEXT MEETING OURING OUR 2008 HOT OATES AND RECEIVE YOUR CHOICE OF:*

* 15% discount for on-site AV p1ckage
* Buy 3 rounds of golf, get the 4th free
» 15% discount for on-site recreation activities

= Buy 3- mghl package, get guest room portion of
package on 4th night free

» Hosted one-hour appetizers, beer, wine and soda
reception for group

HOT DATES: August 15-24 o Septembem -7 & 17-30 = October 9-15 » November 12-13 & 16-30  December 1-30

Our commitment to meeting greener means less impact on the Earth.

4.

CHEYENNE MOUNTAIN RESORT
&.‘gv—‘ ...._.& 800.588.6531 | CheyenneResortMeatings.com S
S 3225 Broadmoor Vabley Road | Colorado Springs, CO 808068~ 1=ireser HOTIALTY

*Based on avaiabity. New contracts only. Program must be contractod and consumed by 12/31/08. Cannot be combined with any other eisceunts of offers
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FEATURE

Getting Started:

The dollars being spent on meetings are under review and at risk. In these times of trimming
the bottom line, meetings, traditionally viewed as an expense, are an easy target for senior
executives looking to streamline. As a meeting professional, your responsibility is to shift
the perception of meetings and events from a cost center to a valuable strategic asset.
Meetings and events should help drive revenue generation and maximize employee reten-
tion. By identifying current meeting spend, quantifying the value of your programs and
developing a clear, long-term, spend-reduction strategy, you will gain respect from senior
executives whose primary focus is the bottom line.

Meetings Consolidation, End-to-End Event Management or Strategic Meetings Manage-
ment are some terms currently used to describe the latest trend in our industry. In theory,
a Strategic Meetings Management Program, or SMMP, simplifies and standardizes the meet-
ings process while saving large amounts of money on meetings and events. Sounds clear,
concise and easy to swallow, right? Unfortunately, in practice, it is quite the opposite. Iden-
tifying, purchasing and managing the elements of an SMMP will require developing a com-
plex process that you may find even more complicated to sell than it was to develop. The No.
1 objection from decision makers will probably be the cost. Without understanding both
sides of the equation, the spend and the savings, it can be deceptive. The key to communi-
cating the value of this necessary expense is to collectively track the small dollars being lost
on every contract and at every meeting. This collective overspend will most likely dwarf the
long-term investment for an SMMP. The process of identifying your estimated spend, and

: : therefore estimated savings target, is a Hercu-
lean task but necessary to implement this pro-
cess.

I like to equate an SMMP to politics or reli-
gion; there are many different parties and con-
gregations, and most people are passionately
convinced that there is only one right way—
theirs! Because the options available for execut-
ing an SMMP are many, you must first identify
your company’s true needs. This information will
allow you to pursue the “right way” to ensure a
successful implementation. The first step in this
process is to identify your resource pool and
understand exactly where you are today.

b/ b v,

By Kate Demarest Lastinger, CMP, CMM
Metaphrasis Group

Editor’s Note: This is the first in a two-part series exploring how to create

a meeting consolidation plan that works for planners and suppliers alike.

16 CURRENT www.mpidfw.org

Identifying Your Current Situation:

s Do you currently have an internal
planning department?

e Is this department equipped with
the appropriate skill sets and avail-
ability to tactically execute all of
your events?

e Does this department include meeting
professionals who are educated in
meetings strategy?

e Does this department have the tools
required to implement and manage a
successful SMMP?

e Is your corporate culture one of “man-
date” or “placate”?

e How much is your company currently
spending on meetings and events?

o (an you identify specifically how those
dollars are being spent (hotels, air-
fare, food and beverage, entertain-
ment)?

e Can you tactically reduce the spend
during execution, utilizing your
current planning team or vendor
partners?

The answers to the above questions
will give you a starting point to under-
stand exactly what your strengths are
and a general idea of the type of SMMP
you may find most successful.

Once you know where you are, you
need to determine where you are going to
be next year, five years from now and be-
yond. To further identify the needs of
your organization, input from your most
senior executives regarding both the
long- and short-term goals and objec-
tives will be required.



stination (Organizational Goals):

¢ A major reductmn in corporate or organizational spend

e A growth in revenue-generation via sales channels

e Product development or enhancement via operational channels

e Recruitment and retention of qualified employees and manage-
ment teams

* Development of strategic initiatives, driving employee or client
information streams

Typically, these goals will be associated with a specific budget
number that will help you to best position your program for the
strongest impact to secure funds from decision makers.

By understanding where you are now and your final destination,
you should be better able to identify the processes and partners
who you will need to map your path. For instance, if you currently
have a planning department that is involved in the industry and
keeping up with the trends, and you have an executive team with a
primary objective of reducing spend by $5 million over three years,
you should focus on a full SMMP that would be implemented inter-
nally. You would then need to identify a meeting management ven-
dor that could provide tactical execution and a proven SMMP tech-
nology vendor. These vendors would provide day-to-day event sup-
port and data management, allowing your internal team to focus
on strategies.

When identifying a vendor partner or partners to support an
SMMP, you must ensure you are targeting proficient meeting man-
agement companies that specialize in facilitating the needs impor-
tant to your organizational goals. For example, when looking at ei-
ther strategic or tactical executions, your vendor partner(s) should
provide a stronger negotiating power than your company can realize
on its own. In each case, the vendor should be properly staffed with
identified, dedicated meeting professionals who can develop long-
term strategies, and/or manage the appropriate workload to fully

execute all of your meetings and events. When working with ven-
dors who will manage the strategic aspect for your organization,
look to vendors who are identified regularly in industry articles and
as speakers or panelists at industry seminars. Typically, this would
indicate that the identified company is strongly involved with the
meetings industry growth and development, and that they can pro-
vide you with the best practices and most cutting-edge strategy
standards. When researching companies, pay close attention for
mention of their specific clients and client contacts. The most hon-
est reference you are going to get will be from a current or past
client of the vendor who you contact directly.

Another important aspect of this initiative is to identify the
proper technology to manage your data. Again, this is widely depen-
dant on your needs, and the options will vary with each technology,
often within each technology. To execute an SMMP, look for a tech-
nology that can capture information for every meeting executed at
your company. Additional features that are critical to the success of
this program will be collection and management of specific budget
data, process compliance, sourcing or purchasing, attendee man-
agement, and policy/procedural portals. These system licenses can
be purchased directly by your company or secondarily licensed via a
meetings management company. As this industry is in a growth
cycle, you will see many technology companies joining the ranks.
Make certain to purchase a system that is specific to meetings man-
agement and has hearty planning and reporting functions. There
are several systems currently available, some of which have been
developed hand-in-hand with meeting planners. These systems are
the ones that will best support an SMMP. While they may seem more
expensive at the initial purchase point, they are robust and will
typically not need to be customized in order to execute tasks
critical to the SMMP success.
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- Identifying the Right Vendor Partners
¢ Do you need a tactical support partner,
a strategic support partner or both?
: Do all of your considered vendors pro-
Make no : vide your organization with stronger
negotiation power?

mlStakel Whlle e What are the industry reputations of

it will cost money these vendors?

h . e Is the staff at each vendor actively in-
to save moneyl the volved in industry organizations such as
captured savings can :  MPLorPCMA?

b d t. e Do the vendors have client lists that
e dramatic. you recognize?

Our renovations dive you . \‘:f 2 Y > o

new reasons to choose “ﬁ i i imgp- ..é:,_____
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e Are they currently performing the
functions you are purchasing for
clients that you recognize?

e Have you spoken to current or
past clients and obtained strong
references that are in sync with
your goals?

e Regarding technology, does the
system have all of the features you
have identified as critical to your
data capture and reporting needs?
There are many vendors who will be

more than willing to help you with
this initiative; it is your job to make
sure you are hiring vendors who can
actively manage your SMMP or affili-
ated segments in a way that best suits
your organization’s objectives. It is
critical to hire vendors with the expe-
rience and knowledge to execute prop-
erly and keep every aspect moving to-
ward your stated goal. Whether you
choose a tactical consolidation or
strategic solution, you are embarking
upon a process that will require a large
amount of new spend. Make no mis-
take, while it will cost money to save
money, the captured savings can be
dramatic. Securing the funds needed
to develop an SMMP will require you to
take a risk. Your professional reputa-
tion is at stake, so be diligent. Noth-
ing will serve you better in the selec-
tion of your vendor partners than dig-
ging deep and learning as much as
possible about those companies and
individuals that will be partnering
with you.

If in reading this, you realize you're
well into the process and on track,
then congratulations! If not, please
take comfort in knowing that many
planners have worked this out by
identifying what they did not know
first, then moving on to what they did
know. Our industry provides many re-
sources and white papers that include
best practices, tools and protocols on
average industry spend predicated
upon the sizes and types of organiza-
tions. I recommend you actively seek
out a variety of these resources and
find support that fits to your
organizational needs. ]
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ConferenceDirect :
Atlanta Green Meetings Council

By Loriann White, CMM

The word “green” conjures many meanings.
To some, it represents to accelerate at a
traffic light or simply “go.” Others view it as
a prelude to the season of spring, while
others associate green for the color of mon-
ey. However, in today’s meetings and hospi-
tality world, green embodies a new and
exciting movement, one our industry hasn't
seen for quite some time: Green meetings.

In actuality, the practices in greening
have been around for a while. During Presi-
dent Jimmy Carter's administration, re-
member the commercials where a Sioux In-
dian paddles down a river riddled with lit-
ter from all angles? It ends with a close up
to a single tear drop. Fast forward to Vice
President Al Gore’s documentary, An Incon-
venient Truth, where global warming - or, a
more politically correct term often used,
climate change - is the real focus. Both
represent the same message, a message
corporate America has engaged, especially
when you can pick up your favorite read
and find how-to tips and ways to green your
life and business. This message is plastered
on every news station and program from

coast to coast. As a matter of fact, Febru-
ary's issue of Entrepreneur Magazine proudly
announced climate change as well as corpo-
rate social responsibility among the top 25
trends in today's business.

You might ask yourself, “How does this
relate to our industry?” The two go hand-
in-hand. Plus, add green into the mix, and
it equals green meetings. It might have
taken a while to label this practice; how-
ever, its one movement our industry can no
longer ignore.

According to the Environmental Protec-
tion Agency (EPA), the definition of a green
meeting is that it incorporates environ-
mental considerations throughout all stag-
es of the meeting in order to minimize the
negative impact of the environment. What
does this mean to you?

Some view green meetings as a fad.
Others view it as a trend. I happen to be-
lieve it's a movement; a movement that has
only begun to scratch the surface. Let's use
a comparison. Remember when procure-
ment first came on the meetings scene?
Remember all the criticism corporate Amer-
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ica endured, scandals mixed with fear that
swept our industry? Soon after, the Sar-
banes-Oxley (SOX) Act was born, which
quickly became mainstream. We learned,
adapted and evolved. Many thought pro-
curement was a fad or a trend then, but we
were mistaken. It was a movement, one
that changed our industry. So will green
meetings.

As meeting professionals, we are in the
driver’s seat, especially planners. I like to
use the analogy of planners being the quar-
terback in a very important game or playoff,
the venue as the stadium and the banquet
staff, transportation, DMC and everyone
else who touches the meeting as a part of
the team. The stakeholders, board of direc-
tors and attendees are the spectators. The
planner (a.k.a. quarterback) must be well
versed in order to make and execute the
plays, right? The team implements the plays
and, if all goes well, your team scores (a.k.a.
results). At the end of the game, you com-
municate your score or results to your spec-
tators, right? How does this relate to green
meetings? Simple: The planner needs to be
the one who is well informed and versed in
the practice of greening in order for the
meeting to be a success. It's a bonus to
have a venue (or in this case, stadium) green

1. Practice the Three R’s: Reduce,
Reuse, Recycle
Ask your venue or hotel to provide vis-
ible and accessible reduction, reuse
and recycling services. This includes
incorporating in your post-conference
report an eco-audit. An eco-audit is a
document that contains a detailed re-
port on your eco-related service ex-
penditures to include energy, water,
linen and food and beverage usage.
Use this document as a benchmark.
This is especially important if you/
your company decides to go green. You
need to know where you are in order to
set goals as to where you want to be.
An eco-audit will help.

2. Use Paperless Technology
Use electronic technology to cut paper
use. Create a Website, offer electronic
registration and advertise using the Web
and/or e-mail. Technology is here to stay;
we might as well put it to good use.
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in nature, but it's the planner who will make
sure none of the balls are dropped.

Three Components
or Benefits to a Green Meeting

The first benefit is the environment’s
bottom line. This is the “feel good” factor,
as we know going green is good for the
environment. For example, if a five-day
program serves 2,200 people breaks, break-
fasts and lunches using glassware instead
of plastic disposables, it prevents 1,890
pounds of plastic from going to the land-
fill. Plus, by not pre-filling water glasses at
each table during the same program, 520
gallons of water can be saved.

The second benefit is corporate social
responsibility. Basically, saying it's good
husiness to act and freat others as you
would like to be treated — with respect.
There are many examples to share, but one
that comes to mind is Starbucks. Not only
does it have an outstanding employee ben-
efit package but recently closed all loca-
tions for several hours - at the same time
- for training purposes. It also invested
tons of money in redesigning its materials
to state its support in the Fair Trade prac-
tice, overall mission and commitment to
the environment.,

3. Put It in Writing
Establish an environmental mission
statement or policy for the meeting.
Add this to your communication
vehicles such as your request for pro-
posal (RFP), Websites, contracts and
conference and promotional materi-
als. Share the policy with suppliers,
attendees, speakers and the hotel
or venue.

4, Meet Close
To reduce carbon emissions in trans-
portation; condense distances trav-
eled by speakers and attendees by
choosing a city that's close to as
many attendees as possible. Within

is close to the airport or encourage
your attendees to utilize mass-transit
services to downtown locations or
manage your attendees’ transfers by
offering group transportation with a
green sensitive company.

The third benefit is the economic bot-
tom line. Essentially, going green can
save you green. For instance, collecting
name badge holders to reuse at the
event of 1,300 attendees can save you
approximately $980. Or, better yet, en-
courage your attendees to bring their
own name badges and donate these sav-
ings to an inner-city school program. An-
other example is by utilize technology,
an event with 250 attendees can save you
approximately $1,100 by using online
registration, e-mail evaluations and
speaker handouts at the program conclu-
sion. This might sound small but it adds
up - quickly.

To quote Winston Churchill, “We make
a living by what we do, but we make a life
by what we give.” Ask yourself, “What can
you give today that will impact your to-
morrow?” Is the green movement the an-
swer? Whether it's the corporate social
responsibility, economic or environmen-
tal benefits to green meetings, I'm un-
sure. However, I live every day to do well
by doing good. And by doing green busi-
ness is good business. By implementing
one of the best green practices men-
tioned in the sidebar below, you will do
well by doing good.

10 Easy Best Practices to a Gree

5. Bulk Up
Have your food and beverage service
provider use bulk dispensers for sugar,
salt, pepper and other condiments.
This includes water pitchers instead
of bottled waters or pre-set water, es-
pecially if you have ordered sodas or
teas as an alternative.

6. Lighten Your Stay
Choose a venue or hotel that offers a
linen-reuse program. Ask yourself how
often you change your bedding or
towels while at home. If the answer is
more than three days, then use the
same practice while as a guest. This
will save water and energy.




Facility will use commercially reasonable efforts to comply
with (your company name here)'s environmental priorities and
commitments including, but not limited to, the items below.

General

¢ Provide a recycling program including paper, plastic, glass,
aluminum cans and cardboard.

¢ Provide clearly marked recycling containers in meeting room
areas.

® Provide recycling in guestrooms.

* Use cleaning products that do not introduce toxins into the
water and air.

e Comply to provide an eco-audit at the conclusion of the
meeting or during post-conference meeting.

Food and Beverage
e Served on china versus disposable service ware, including
coffee stirrer sticks. No use of Styrofoam.

Green Meeting Contract Addendum

Donate unconsumed foods to a local community food bank. If
facility does not have a food donation program in place, fa-
cility agrees to work with us, at no cost to us or the facility,
to provide food donation.

Facility to have a food compost program. If facility does not
have a compost program in place, facility agrees to work with
us, at no cost to us or the facility, to provide alternative food
compost solutions.

Facility to use cream pitchers, sugar bowls and spoons.

Do not pre-set water and/or teas unless otherwise designated
in BEO. Use beverage pitchers to serve water and/or teas.
Ability to work with chef regarding the use of local foods and
produce to help reduce carbon footprint.

Guest Rooms

Have linen-reuse program.

Instruct housekeepers not to replace consumable amenities
unless they are empty.

If facility does not currently have a recycle/reuse program in
place, the facility agrees to work with (your company name
here) to provide, at no additional cost.

e Usage of cloth napkins when possible.

e (Condiments should be served in serving containers and not

7.

individual packets when possible.
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Save Energy
Coordinate with the meeting venue or
hotel to ensure that energy lights and

air conditioning will be turned off
when meeting rooms are not in use.
The same practice can be used in your

guestroom as well by turning off the
lights, television and radios. Unplug
your cell phone and laptop chargers
as they use energy when not in use,
too. This information can be reported
and included in your eco-audit.

Eat Green

An average meal takes approximately
3,000 miles to reach your plate. Help
reduce your carbon footprint while
stimulating the local economy and en-
courage your chef to buy from vendors
who purchase local foods and seasonal
produce. Do the social responsibility
part and donate unconsumed foods to
a local shelter. In 1987, the Good Sa-
maritan Act was approved and should
release your venue or hotel from any
challenges associated in donating to a
local shelter. In most cases, they will

10

Facility agrees to instruct its employees regarding the
requirements above.

arrange to come and pick the donation
at no additional costs. And in some
states, it's a tax break!

Close the Recycling Loop

According to Mead Paper Company,
American businesses use more than 21
million tons of paper each year. Do
your part - recycle and try to print on
recyclable paper. If printing is a must,
print on both sides. According to the
same source, 17 million trees per year
are cut down to supply fax paperin the
United States. You can reduce paper
usage by avoiding a cover page when
faxing. By doing so, you will save pa-
per on both ends of the transmission.

Spread the Word

Communicate. Tell attendees, board
of directors, stakeholders, venue,
speakers and the media about your
success. You'll be surprised how ef-
forts to be greener are often (more
like highly) contagious. ]
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MEMBER SROTLIGHT

Beth Croll CMP

Q. WHAT IS ONE INTERESTING FACT
ABOUT YOURSELF THAT NO ONE
MAY KNOW ABOUT YOU?

T LOVE HIKING IN COLORADO AND
ONCE GOT “CHASED” BY A MOOSE
UP A NARROW TRAIL. THERE WAS
A MOUNTAIN WALL TO MY LEFT, A
STEEP DROP-OFF TO MY RIGHT, SO
THERE WAS NO PLACE TO GO EX-
CEPT UP. MY HUSBAND SAID HE'S
NEVER SEEN ME MOVE SO FAST UP-
HILL! IN HINDSIGHT IT WAS
PROBABLY A CASUAL, STOP-TO-
EAT-LEAVES STROLL, BUT I DIDN'T
WANT T0 JZ\\GET IN HIS WAY.
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. How long have you been working for

the American Heart Association?

. Almost eight years.

What is your position?

. Senior Program Manager, Scientific

Sessions.
What are your job responsibilities?

. Working with our Program Committee

to develop a scientific program that
consists of roughly 2,000 invited and
4,000 abstract presentations. Once
the program is developed, I distribute
the program via the Web and various
printed pieces for marketing purposes
as well as on-site navigational pieces.
What are the most rewarding aspects
of your position?

. The end result and creating a positive

experience for our attendees. I love
seeing all of the many details we've
worked on all year come together suc-
cessfully. I also like to think that the
knowledge these doctors are gaining
at our meeting will one day benefit
someone I know and love.

. How long have you been an MPI

member?

. Almost three months.

What is the professional accomplish-
ment you are most proud of?

. Obtaining my CMP designation. ]
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Karen Andrasi
Texas Association for School Nutrition

Eric Arthur
Irving Convention & Visitors Bureau

Anice Asberry
Texas Society of CPAs

Nichole Belford

Kristen Bevil
Ameriprise Financial

Andrea Bland

H. Fletch Brunelle
Bellagio

Cassie Cecil
YPO-WPO

Marsha Cordle
Tanglewood Resort Hotel and Conference
Center

Melissa Cothern
Crowne Plaza DMC

Desha Creecy

Beth Croll, CMP
American Heart Association

Adam Dailey
Ludus Tours

Brooke Dieterlen
Hotel Association of Greater Dallas

John Dirba
Jeri Dixon

Kari Dupont
Kyle Lake Foundation

Charlotte Durham
etc group

Ronnie Earls
360Limo, Inc

Missy Erickson
Rock Resorts & Vail Lodging Company

Bertha Escarzaga

Kelly Fiore
Murder Mystery Players, INC.

Dave Fleming

Man vs. Office continued on page 26



OFF THE VINE

What's Cooking With

Chef Avner Samuel of Aurora

Join us as we turn over a new leaf. Welcome to Off the Vine, the hottest
place to come for the latest trends in food and beverage, cool tips from

great local chefs and the latest news from the culinary world. Off the Vine
is proudly sponsored by The Grapevine Convention and Visitors Bureau.

By Matthew Massengale, DMCP, CMP
EDS

When Samuel opened
his current ‘dream
restaurant,” Aurora,
in August 2003,

the Dallas Morning
News claimed it

was the ‘farthest
reaching, most daring
restaurant to open
that year,” and Aurora
was awarded five
stars.

Seafdb later .

AUROERA

Avner Samuel, chef/owner of the award-
winning and nationally recognized Aurora
restaurant, has been featured in numer-
ous publications including: Gourmet, Bon
Appetit, New York Times, Restaurant Hospi-
tality, Esquire Magazine, Men's Health, Time
Magazine, Texas Monthly, D Magazine and
Dallas Morning News, illuminating his suc-
cessful career in the culinary arts.

Born in Israel and the eldest son of
seven children, he began cooking in a
commercial kitchen at the age of 13. In
1975, Samuel graduated from the presti-
gious Tadmor School of Culinary Arts in
Jerusalem. Following his schooling, he
spent five years training in France at the
renowned La Varenne School of Culinary
Arts in Paris and Lenétre Culinary School
in Plaisir, France.

Samuel apprenticed in numerous Paris
restaurants before moving to the United
States in 1980 where he served as execu-
tive sous chef of the Boca Raton Hotel
and Club in Boca Raton, Fla. In 1981,
Samuel moved to Dallas to become the ex-
ecutive chef of the newly opened The
Mansion on Turtle Creek. There, he led an
award-winning kitchen with innovative
menus that featured unique dishes such
as his signature tortilla soup.

During his 4%.-year tenure as the ex-
ecutive chef of the Mansion, Samuel
worked with some of the most talented
chefs in the industry. Among them was
the renowned Wolfgang Puck who served
as consulting chef for Rosewood Hotels
and Resorts. It was also during this time
that Samuel made a splash on the Ameri-
can culinary scene as the pioneer of
Southwestern Cuisine. He was recognized

Chef Avner Samuel

as one of the “Gang of Five.” This elite
group of Texas chefs included: Avner Sam-
uel, Dean Fearing, Robert Del Grande,
Anne Greer McCann and Stephan Pyles.

In 1985, Rosewood asked Samuel to
open its newest Dallas property, Hotel
Crescent Court, where he served on the
executive committee and was the execu-
tive chef. Samuel later became the execu-
tive chef of the Fairmont Hotel for four
years. In 1991, he moved to London to
reopen the newly renovated Churchill Ho-
tel London where he created a sensation
with his genius menus.

Samuel then decided to return to Dal-
las and open his first restaurant, Avner’s
on McKinney Avenue, which was named to
Esquire Magazine's list of the “10 Best New
Restaurants in America” in 1993. Two
years later, he added the critically ac-
claimed “Yellow” to his list of fine restau-
rants. In 1998, Samuel opened his highly
lauded Bistro A, which was named to Dal-
las Morning News’ list of the 10 Best New
Restaurants for that year.
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When Samuel opened his current
“dream restaurant,” Aurora, in August
2003, the Dallas Morning News claimed it
was the “farthest reaching, most daring
restaurant to open that year,” and Aurora
was awarded five stars. The Dallas Morning
News also voted Aurora as the “No. 1 Best
New Restaurant” of the year. Local and
national media attention focused quickly,
with Gourmet Magazine writing that Au-
rora is “where to eat right now in 30
American cities,” and Men’s Health stating
that Aurora is “one of 11 restaurants,
worldwide, that mean business.”

Off The Vine: Chef Samuel, what do
feel is currently “HOT” in food and
beverage?

Chef Samuel: Going local is becoming
not only a trendy thing to do, but more
chefs are realizing their responsibility to
support their local economy. In regards to
kitchen and preparation, there is not such
an emphasis on spices and complex mix-
tures, but rather going back to natural
flavors and classic preparations of ingre-
dients. The techniques we use are utilized
not to hide or overpower the flavor, but
are meant to rather enhance the flavor of

INGAGING SEITING OF Horit CONTESSA, INSPIRATION FLOWS TIRE HE
FaMED RIVERWALK ON WHICH 1T SITS. FREE-SPIRIICD AND  FOCUSED,
ELFGANT, FRGONOMIC CONFERENCE SPACE BRINGS ENHANCED IMPACT
TO MESSAGING, WHILE SUPLRIOR SERVICE,

SOPMISTICATID LUNURY AND STYLISH AMBIANCE COMBINE TOR TRULY

UNIQUE MEETINGS. UniQuELY CONTESSA.

v ¥ ¥

HoteL CONTESSA”

U\'IQU[ ENVIRONMENTS HAVE A WAY OF INSPIRING NEW IDEAS. IN THI

Born in Israel and the eldest son of seven
children, Samuel began cooking in a commercial

kitchen at the age of 13.

the protein or vegetable. We use clean,
fresh produce purchased from local, sus-
tainable farms.

Off The Vine: What future trends in
food and beverage do you see?

Chef Samuel: Once again, incorporat-
ing locally grown, certified organic in-
gredients from sustainable area farms
and replacing internationally sourced
proteins with free-range, hormone-free,
selections from Texas and surrounding
states. We use a lot of the natural flavors
of vegetables and herbs through emul-
sions for our sauces. We don't rely heav-
ily on seasoning our food items except
with basic salt and pepper.

Off The Vine: Do you have a culinary
tip or trick you would like to share?

Chef Samuel: We extract the chloro-
phyll from parsley and spinach - not a
puree, but as an actual extraction of the
greens - and use it to infuse with our but-
ter to make our “cappuccino” foam for our

TANTALIZING CUISINE,

Surtes on the Rivervalk

306 W, Ak

San Al TX 7820

CoNTESSAEXPERIENCL.COM | 877.298.8433

sencHMark S HosPTTALITY
WELENaTiERAL
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lobster appetizer. It's amazing to watch
the green separate from the clear liquid.

Off The Vine: Would you like to share
your favorite hors d'oeuvres recipe?

Chef Samuels We like to prepare a farm
eqgg custard using local farm fresh brown
eggs. We couple the egg yolk mixed with
milk and cream and then double boil the
liquid back into the egg shell itself. This
is served topped with beet-cured salmon
and American sturgeon caviar. Our patrons
love this complementary amuse-bouche.D

For More Information

To learn more about Chef Avner
Samuel and Aurora, visit www.
auroradallas.com or 4216 Oak
Lawn Avenue, Dallas, TX 75230
or you can call (214) 528-9400.

SPECIAL EDUCATION
SESSION

Hotel Contracts Boot Camp:
Tips to Ensure a Successful Meeting
& Avoid Litigation

November 6
9a.m.-5p.m.
$35, includes lunch and breaks

Westin Galleria Hotel
13340 Dallas Parkway
Dallas, TX 75240

You can be the best negotiator in the
world, but the bottom line is whether your
contract is legally clear, inclusive and
enforceable. Understanding the strategies
for negotiating specific terms in hotel
contracts is critical to all planners who
want to survive in today’s business climate
and avoid expensive lawsuits as well as
suppliers who want to understand the
planner’s side of the contract. This
comprehensive workshop is specifically for
planners who want more than a refresher
on the basics, but also want advanced
knowledge on “hot” issues in today's
group contracts, along with suppliers
wanting to understand planners’
contractual needs.
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35 Years (2)
Douglas Heath, CM, CAE  H. Ted Olson

30 Years (2)

Angela Cava, CMP
Elizabeth Chandler
Dean Conwell, CDME
Tony Cummins, CMP
Rose Duff

Lana Branscum, CMP
Norman Burkhalter
Gloria Ford, CMP

Brian Acheson, CSEP
Dawn Beagle
Jeanne Brown
Michele Burk
Michael Cheever
Christopher Chung
Bren Clevenger-Ori, CMP, CAE
Teri C. Courson, CMP
Jamie A. Cox

Kevin Donahue

Lisa Earl

Greg Elam

Suzann J. Oliver

25 Years (2)

Eugene Rondeau
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Marc Finl y

Karen Fogle, CMP

Sandi Galloway

Sandra Lindstrom, CMP
Melissa S. Logar, CMP
Kelli McGonagill-Fineglass

15 Years (17)

Susanne Buyck
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Debbie Meyers, CSEP
Lianne Pereira, CMP, CMM
Kami Prouix, CMP
Charlotte K. Reeves
Sandy Summers, CMP

10 Years (12)

Marlene Garrett, CMP
Maura Gast, FCDME
Terri Williams Gum

Jennifer Kottler, CMP
Darryl Leavitt, CMP
Nicole Northrop-Jost, CMP

5 Years (41)

Stephanie M. Eppler
Angela Evans

Mary Fallon Scheef
Lawana S. Gladney, Ph.D.
Michael Gongre

Lisa Hayes

Amanda Hribar Flemming
Rhonda Kay Nowlin, CMP, CMM
Donald Offill

Gina G. Patrick, CMP
Patricia Payne

Donna F. Pettis
Patricia A. Phelps
Mohamed Rafik
Sanders H. Ray, CHFC
Stephanie R. Rich
Jorge Rivas

Tiffany Shurts, CMP
Nancy Simonieg
Laura Smith

Lesa Spangler, CMP
Diane Steele, CMP
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Mark Thomas
Mollie Wallace-Newton CMP,
CMM

Bill Reeser, CMP, CTS
Kim Reynolds, CMP, CMM
Marci Zaworski

Tracy Suit, CMP

Mike Taylor

Andree Taylor

Sally Westbrook, CMP
Mark Wilder

Shelly Wright

Elia M. Wyatt

Mike C. Yerigan
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NEW MEMBERS

continued from page 22
Eric Foster
EFI Communications

Gini Freemyer
Capital Hotel

Pamela Giese

Peter Gomori
Hungarian Tourist Office

Christa Haberstock
CMI Speaker Management

Tammy Halsted
Marriott & Renaissance Resorts
Mexico & Carribean

Regan Hansen
Hilton Sales Worldwide

Amity Harrington
University of Dallas

Lexi Hennessy
Hyatt Regency DFW
Amy Hollingsworth

Sarah Ignacio
Richland College

Joshua Johns
The Westin La Cantera

Jeremy Johnson

West End Hotel/Crowne Plaza Hotel
Downtown

Denisha Jones

Richland College

Debbie Keith

Patricia Larkin

Jodi Light

Michael Lindsey

Michelle MacArthur
Wyndham International
Stephanie Melchert-Smith

Susie Moll

Strike Up Your Brand, Inc.
Blake Moorman, CMP

Fort Worth Convention Center
Carol Mozingo

George Fern Company

Angie Nelson

Invensys Process Systems
Denise Overturf, CMP

Event Source Professional Inc.

Mary Parmer
Cool River Cafe
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Deborah Phillips

Donna Ramsay
Richland College

Dianne Ryan
Jones Day

Heather Streetman
Junior Tauvaa

Kristin Thatcher
Kass Marketing Group, LLC
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HOTELS & RESORTS
Tee—————semas——

WHERE ONE GREAT
COURSE LEADS TO
ANOTHER.

For a golfing getaway, away
from the ordinary, book your

meeting at the new Dallas/ Fort
Worth Hotel & Golf Club.

Golf Meeting Package includes
18-hole round of golf and Double
Marriott Reward Points.

Dallas/Fort Worth Marriott Hotel &
Golf Club at Champions Circle
817-961-0800

Ft. Worth, TX

Book Golf Meeting Package
between August 1, 2008 and March
31, 2009 and get special introductory
rates.

Golf Mecting Packege auatebie for goups of 10 rooms of mor

Mecting must occur before December 31, 2009 Package is sublect
o availabiity




GOLF WORTHY OF THE PROS.
PAMPERING DESIGNED FOR A DIVA.

At Renaissance Ross Bridge Golf Resort and Spa, serious play meets exceptional service, creating an unrivalled escape.

Enjoy stunning views as you play the world’s third longest course. Afterward, the spa awaits, ready to immerse you
in an indulgent experience. Then dine on our sophisticated Southern cuisine. Sink into luxury with the savvy service
that has earned our AAA Four-Diamond rating. UNIQUELY RENAISSANCE.™"

RENAISSANCE.

ROSS BRIDGE
GOLF RESORT & SPA

“%om; i
(
A part of the Resort Collection on Alabama’s Robert Trent Jones Golf Trail

Renaissance Ross Bridge Golf Resort & Spa - Birmingham, AL - For more information, call 866.486.7677 or visit rossbridgeresort.com

@ 2008 Marriott International, Inc.



