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TIFF 2012: Swag lounges offer more than just free stuff 
Get a shoe shine at Tastemakers; learn about biodiesel at IT Lounge; donate shoes at the Made in Canada 

lounge 

 

Niagara wines featured in the Made In Canada at the CBC Studios. 

By: Derick Chetty Fashion Reporter, Published on Thu Sep 06 2012 

Swag lounges are getting ever more creative with their offerings in the hopes of luring celebrities to their suites. 

It used to be these gifting suites, set up in hotel rooms and showrooms around town during TIFF, would be 
stocked with all manner of fashion — clothing, jewelry, handbags, shoes, fragrances and makeup — all for the 
taking by any visiting talent. 

But a quick tour of some of this year’s lounges reveals there are more to them than just free merchandise. 

“I wanted more experiential products,” says Debra Goldblatt of Rock-It Promotions, the company which has 
hosted the Tastemakers Lounge for the past eight years during TIFF. 

“They can come in and have their nails done and their shoes shined.” 

Tastemakers is set up in three suites on one of the upper floors at the Intercontinental Hotel on Front St. W. 
(the Grand Central Station of locations for the amount of TIFF business meetings that take place there). 

The lounge had someone from luxury men’s grooming brand John Allan to do shoe polishing and quick touch-
ups on hair and beards. 

Other unusual offerings included mini fondant wedding cakes and cupcakes from Toronto’s Le Dolci food 
studio, gourmet granolas from Kimberley’s Own Granola and tea from The Tea Emporium. 

In the past, the business of celebrity product placement was justified as a marketing tool. A clothing brand 
would gladly pay a fee to have their products in a swag room with the hopes that some celeb would wear the 
item and be photographed, which hopefully would lead to explosive sales and brand recognition. 

But as the lounges proliferated around the world at every possible event with the remote chance of being 
attended by even a D-list name, the suites and their freebies were looked down upon by some stars. 

With some celebrities being paid big bucks to front ads, why would they want to be walking billboards for free? 
Others viewed the over-indulgent nature of the suites as grotesque and unnecessary. 
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“I didn’t just want them to leave with a bag of junk because that’s super-wasteful,” said Goldblatt of this year’s 
Tastemakers. 

But with A-listers like Jennifer Aniston, Sigourney Weaver and Freida Pinto dropping by in past years, 
Goldblatt did have some items on hand of a more luxurious nature: Tiffany bracelets. 

Over at Toronto PR maven Natasha Koifman’s IT Lounge, black-suited security men were guarding the front 
door. That was probably less for the wealth of goodies inside than the Hollywood heavyweights Koifman was 
expecting. 

Her lounge’s big draw is legendary fashion photographer Patrick Demarchelier, who will be stationed in a 
makeshift photo studio to take portraits. 

“The concept of the gift lounge had to evolve,” says Koifman. 

“I wanted interesting sponsors that we can use to tell greater stories.” 

For instance, a display by Great Lakes Biodiesel and Grain Farmers of Ontario was stationed in the prime spot 
at the entrance of the lounge, featuring environmentally responsible products like a table partially made of corn 
resin and a shag carpet made out of corn sugar. 

It was a chance to educate the influencers passing through on these eco-friendly products along with alternative 
fuels like ethanol and biodiesel. 

The Made in Canada lounge in the CBC studios on Front St. W. has a more grassroots vibe. As the name 
suggests, the products in this lounge are Canadian-made. They range from mega brands like Canada Goose to 
small start-ups like Daneson, which makes whisky-flavoured toothpicks. 
It’s been visited by guests from the George Stroumboulopoulos Tonight show, which started the lounge four 
years ago. 

Isabella Paterson, who curates the lounge, says the brands do not pay to be featured. It’s an opportunity for 
small Canadian companies to get exposed to an international audience. 

There is also a socially conscious aspect to some of the products featured. 

Ron White Shoes is not giving just away footwear but also asking celebs to donate their own shoes to his annual 
drive for the needy. 

Another footwear brand featured is Oliberté, an eco-friendly company that makes their shoes in Africa. 

“We love to feature things that are conversational pieces,” says Paterson. 
 


