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That’s exactly what we are trying to do at Board-
room because we know nothing happens in a 
vacuum. In this context, we’re happy to announce 
that, in addition to the partnerships we already set 
up with PCMA, IAPCO, AIPC and The Iceberg, 
we are going to closely collaborate with other rel-
evant industry organisations and people to bring 
you even more in-depth content.

We have signed an agreement with the Global 
Associations Hub Partnership (GAHP) to pro-
vide content-driven communication messages 
about the alliance, which comes as an innovative 
response to the increasing decentralisation of 
international associations as they look to develop 
their activities globally. We have also just set up 
a formal collaboration with Bogotá Convention 
Bureau for the Spanish translation of Boardroom, 
for the expansion of the magazine to association 
professionals in Latin America, a part of the world 
we are delighted to be covering now.

We are now looking to the Middle East as well 
as we welcome a new member in our Advisory 
Board, David Macadam, from the Middle East 
Council of Shopping Centres. Hopefully this will 
not be all: later this year, we will also be strength-
ening the ties we have with some well-known 
industry organisations. Together, we are stronger 
indeed. More on this very soon.

Nowadays you can’t do it alone. If you want to 
remain competitive in today's fast-paced environ-
ment, creating human partnerships between peo-
ple—or larger agreements between organisations—
is key. Harnessing the strengths and abilities of 
others from different corners of your ecosystem—
and the world—might even be the most strategic 
way for you to scale a certain sense of innovation 
and solve complex challenges. 

Any partnership, big or small, will work best when 
there is a shared goal. Establishing a common pur-
pose sets the foundation and acts as the glue that 
holds the partnership together. Non-profit organi-
sations across the globe work every day to improve 
their cause in inspiring ways. The successful ones 
are those that communicate and collaborate, that 
pool resources and innovate together. To create 
change, it requires establishing clear and aligned 
objectives and creating programs that complement 
one another. 

In fact, if you want to grow, partnerships will ben-
efit everyone. Associations can broaden their rele-
vance and increase their addressable community, as 
members benefit from the strengths and offerings 
each organisation or company brings to the table. 
Meanwhile, association staff and professionals will 
expand their development opportunities by being 
exposed to new perspectives and expertise.

Founder & Chief Editor

The Power  
of Partnerships

Founder & Managing Partner
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BOARDROOM ADVISORY 
BOARD

Boardroom aims to cover a wide spectrum of issues of interest to 
associations. To do so and stay on top of trends, it works in consultation 

with an Advisory Board. A constant work-in-progress, Boardroom Advisory 
Board is made up of experts from non-profit advocacy groups. Today,  

the Board welcomes its first member from the Middle-East, David Macadam.

Silke  
Schlinnertz

Head of  
Operations & Events, 

Euroheat & Power

Appointed in July 2014, 
Silke is in charge of the 
oversight and management 
of the Euroheat & Power 
office, events organisation 
and relations with Euro-
heat & Power members and 
partners. She joined Euro-
heat & Power in March 
2011 from Colloquium 
Brussels, an international 
events agency. 

Jennifer 
Fontanella

Director of Operations 
and Finance, International 
Studies Association (ISA)

Jennifer has been with 
ISA since July 2014 when 
the association moved its 
headquarters to the Uni-
versity of Connecticut.  
She is responsible for 
the management of ISA 
headquarter staff and has 
responsibility for manag-
ing the ISA's budget and 
finances as well as coordi-
nating future convention 
planning.

Mohamed 
Mezghani

Secretary General,  
UITP: Advancing Public 

Transport 

Mohamed worked at UITP 
as Senior Manager (1999-
2001), Director Knowledge 
and Membership Services 
(2001-2006) and Senior 
Adviser to the Secretary 
General (2006-2013). He 
also out several technical 
assistance and training pro-
jects in Africa and the Mid-
dle-East. He established the 
UITP office for the Mid-
dle-East and North Africa 
in Dubai. 

David  
Macadam

CEO, Middle East Council 
of Shopping Centres 

(MECSC)

A Canadian, resident in the 
UAE for fourteen years, 
David has held leading roles 
in the region with major 
shopping centre develop-
ment companies and advi-
sory firms before taking 
over in 2013 as the CEO 
of the MECSC. David is a 
regular contributor to local 
and international maga-
zines and often appears on 
television.

Giuseppe 
Marletta

Association Manager, 
International Association of 

Young Lawyers (AIJA)

Giuseppe is the Head of 
the Secretariat, facilitating 
good governance, support-
ing AIJA membership and 
communication strategies, 
over-seeing AIJA events. 
Prior to joining AIJA in 
2012, he managed several 
European and International 
groups and associations, in 
the field of intercultural 
dialogue, policy making, 
project management as well 
as in the health sector. 
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EDITOR’S PAGES

ESTRO in Singapore 
A European Society Seen Through  

an International Lens

As the first instalment of our special agreement with the Global Association 
Hubs Partnership (GAHP), an alliance resulting from the innovative 

response to the increasing decentralization of international associations, 
Boardroom met with ESTRO’s CEO Alessandro Cortese and newly appointed 
Managing Director of Innovation, Sven Bossu, to discuss the growth strategy 

of a European organisation in Asia. ESTRO, the European SocieTy for 
Radiotherapy and Oncology, has developed close ties with Singapore, a 

destination that was quick and efficient in understanding the association’s 
needs and overall mission.

Words Rémi Dévé

Globalization has had a powerful impact on professional societies 
of all varieties, requiring many associations to seek field informa-
tion in foreign nations. For associations that have an eye on global 
expansion, it is highly likely that market potential and market share 
will vary widely from country to country and from region to region.

Alessandro Cortese explains that ESTRO is a medical, niche soci-
ety dealing with radiotherapy, whose members are all clinicians and 
professionals involved in the field of oncology. “As we grew, we’ve 

realised that our main mission – the education of our members and sci-

entific dissemination – has no real boundaries, even if the other side of it 

is more political, such as the advancement of radiation oncology, which is 

clearly for us Europe-focused,” he explains.

GROWING DEMAND

Over the past five years, the demand for ESTRO products from 
Asia Pacific (in terms of congresses and education) grew to about 
25 percent. Today, a staggering fifth of the society’s revenue comes 
from that region. Obviously what ESTRO does works for the needs 

of radiation oncologists from Europe—and from Asia Pacific in 
particular. It’s that type of regional growth that had to be officially 
addressed.

Alessandro explains: “The number of classes we offer in Asia has been 

steadily growing for some years, with about 1,000 Asian (and Australian) 

radiation oncology professionals attending ESTRO activities per year. 

When we met with the national societies in Asia Pacific, we realised that 

the demand for additional courses was even greater. However, there was a 

need for us to find the right scalability; we could not just increase the num-

ber of our products and, in a way, create our own competition.”

ESTRO progressively started to test some ideas with a holistic 
approach. Associations are made of people, and the moment you 
start involving people from a region, it’s an open door for change. 
As you bring new ideas, you discover new cultures and new needs in 
a process that touches on the culture of a society itself. 

“Obviously, if we wanted to be impactful in our approach, we didn’t want to 

‘invade’ the region in a neo-colonial kind of way, thinking we know better 

than anybody else. It’s always a peer-to-peer effort where we have our views 
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on things, but where we also listen carefully to what others have to say. When it 

comes to radiotherapy, there are a lot a radiotherapy niches as well, and the sci-

entific exchange is always a two-way phenomenon,” Alessandro says. “We’ve 

been careful designing models behind initiatives we took as we jointly made 

progress in all areas of radiotherapy. We basically joined forces, we created joint 

models, joint memberships, etc.; we have tried to understand these needs and 

shape those needs in a way that’s co-designed and co-shared.”

SINGAPOREAN UNDERSTANDING

In this context, Singapore—maybe better than other destinations—
understood the mission, impact and reach of ESTRO in Asia. A few years 
ago, the medical organisation came up with a kind of RFP so they could 
understand how all fields around radiotherapy were structured, designed 
and understood in various Asian-Pacific destinations. The aim was for 
them to find out the impact of radio-oncology in a region or a country, as 
well as how healthcare and life sciences were viewed in general. 

“That’s when we realised Singapore has a deeper understanding,” Alessandro 
says. “Our methodology was simple; we set up a KPI that compares the number 

of patients that go through radiotherapy as opposed to the number of patients 

that should go if you compare scientific and evidence-based guidelines to what 

really happens in hospitals. We basically measured the gap between science and 

real life.”

So, as far as radiotherapy and oncology are concerned, Singapore clearly 
stands out, as they have developed a more comprehensive approach than 
other destinations. “An example speaks for itself,” Alessandro says. “One of 

the meetings that we had with the representatives of Singapore took place in a 

children’s hospital— not in a convention centre or a simple meeting room. It was 

not for them to market the destination; it was for them to market the local pro-

fessionals, their role and mission, our role and mission, and how we could help 

them. It was not only a matter of different perspectives, it was a true alliance at 

the end of the day and a kind of a win-win impact on the region.”

SMART GROWTH

To fuel smart growth, associations must understand the dynamics and 
characteristics of their markets, particularly as new sources of compe-
tition threaten traditional revenue streams. Gaining the critical insights 
required for an informed growth strategy can be accomplished through 
a holistic approach, where you educate your members as much as you 
educate yourself. 

Sven Bossu, who has led SWIFT’s Sibos, the world's premier financial 
services event, for five years, agrees. He recognises that there are a lot 
differences between a medical society and a finance organisation, but 
that “there are a lot of similarities as well, especially in terms of geographical 

shift. Obviously, growth is coming from Asia, and in all fairness, they are very 

smart and faster, more eager, than we can sometimes be. So, in a lot of cases, we 

have a lot to learn from them, rather than the other way around.”

He adds: “In radiotherapy, you also have this rapid shift in technology, just like 

the one we – and I – have witnessed in finance, which ultimately goes to the ben-

efits of the client and the patient. Lastly, organisations in all areas face an ‘age’ 

challenge. Millennials are now more and more the decision-makers and the way 

you communicate with them is different, since you’re using a mix of channels. 

The challenges of organisations, in a way, are ‘universal’. If you can solve those, 

then the impact of what ESTRO does will improve.”

SIMILAR CHALLENGES AND SOLUTIONS

These kinds of disruptive forces create opportunities for associations and 
professional societies to become more essential. It’s all about alignment 
with industry and professional outcomes that your members care most 
about. “I have been provided with all the keys to make the changes possible in 

the digital and multichannel environments of ESTRO. I will be heading market-

ing, communication and IT with the ultimate aim of broadening the society’s 

audiences and making sure we get the right type of messages and content to the 

right type of audiences. Together with the ESTRO team and key stakeholders, 

we’ll define who needs what, in what format, and proceed to set that up,” Sven 
says.

The next step for ESTRO is to understand the changes in terms of mod-
els of academic and scientific publishing. Currently, all medical societies 
are based on a model where a publisher publishes subscription-based 
papers and journals with an impact factor. Professional societies are, 
in this context, large forums to capture the best possible content to be 
included in those publications. “Now all that is completely changing,” Ales-
sandro explains. “We are up for a fundamental change in the way societies 

work. It has to do with the leadership change and the fact that the new gen-

eration is coming in, as Sven mentioned. The challenge is to understand how 

content creation is happening, and how it can be captured in different ways. 

The very culture of associations is changing and you have to be quick to adapt 

to those changes.”
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Sharing is Caring

Silke Schlinnertz, Head of Operations & Events at Euroheat & Power, has 
been a member of Boardroom Advisory Board from the very start and her 

contribution to the quality of the magazine has been immense.  
A seasoned professional much loved in our industry, she shares her views 
about what it’s like to work for and in associations, and in true Silke style, 

has loads of interesting insights – her enthusiasm and dynamism are 
actually infectious.

Interview Rémi Dévé

Tell us about your experience  
as an association professional.  
What is your background? 
Curious, creative and handy by nature, I actu-
ally studied restoration of arts, more precisely 
ceramics. This was great, but at some point, 
I had to find a job which would pay the bills. 
Coming from the German speaking minor-
ity of Belgium, I’m multilingual, this was my 
entry door to the job market. In 2000 I was 
offered a position at UITP as exhibition assis-
tant and I have worked with and for associa-
tions ever since.

Serving a multitude of industries, profes-
sions and causes, associations can be found 
everywhere and touch my life and the lives 
of most people on a daily basis - whether it 
be through the Council of European Dentists 
and their advice on the usage of whitening 
toothpaste, a monthly donation to the Can-
cer Foundation or an evening's attendance at 
a local Greenpeace meeting - impacting our 
daily life and business even if we do not nec-
essarily realise it!

Working for and with associations is quite 
unique, as it is an entire community that 

What do you think has the most 
challenging been in the past five 
years? 
With my passion of being curious comes 
another trait: I often seek to improve just 
about everything I touch and hence I have 
found it challenging to get used to what 
I would call slow-paced action. I love fast 
facts and figures so it has taken me a while 
to understand that a common understanding 
and getting everyone on board is simply not 
fast and healthy for associations… 

And from a members’ point of view, you 
have to understand that the work and time 
they’re willing to put into the association are 
not generally part of their job description 
and may not be a priority for them. So it is 
all about creating a working environment 
that allows to retain that deep-rooted moti-
vational focus, while supporting the explora-
tion of new ideas and moving forward.

I personally believe this is still a challenge for 
many associations - how to stretch between 
the different duties, how to balance the 
immediate needs, how to get a quicker mem-
ber consensus, etc.

strives for the success and awareness of a spe-
cific topic. When starting at UITP, I imme-
diately felt this special atmosphere and more 
importantly I could relate to its  value and 
mission: promoting sustainable transport 
worldwide.

Throughout my career I have learned so 
much and I am actually continuing to do so. 
I’m driven to share what I know, help and 
provide solutions to the ‘members’ who are 
part of ‘my association’ and ‘my community’. 
It is not only focused purpose but also focused 
collaboration, which makes it truly special and 
very-open minded compared to some other 
commercial industries. Sharing is caring, we’ll 
all be better together, and this to me can be 
facilitated through the work of associations.

As we move along our own daily paths, there 
is always a risk of losing focus on the bigger 
picture. There is more to our work than max-
imizing revenue! All of our activities, includ-
ing our events, should be meaningful and 
have lasting impacts. This can be done to a 
great extent through association work. I take 
pride to be a small part of improving the way 
we live, consume and interact.
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GIVE YOUR DELEGATES AN EVENT 
TO REMEMBER BY BRINGING 
THEM TO ONE OF THE WORLD’S 
MOST BEAUTIFUL CITIES ON THE 
EDGE OF NATURE.

Breathtaking ocean and mountain vistas. Soaring ceilings 
reaching 17 m. Functional space with endless possibilities.

At the award-winning Vancouver Convention Centre, your 
meeting will not only take place in one of the most beautiful 
settings in the world, but our facility itself has been designed 
from top to bottom to open minds and feed imaginations.

Best of all, we’re located in the heart of a city that is consistently 
rated as ‘Best City in the Americas’ by Conde Nast Traveller and 
the top city in North America for international meetings by the 
International Congress and Convention Association (ICCA). We 
think your delegates will agree.

#vanconventions
vancouverconventioncentre.com              
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ASSOCIATION INTERVIEW

You are a well known moderator and 
speaker. You’ve done great sessions 
at the European Association Summit 
or for ICCA. Have you noticed some 
changes on a management level? 
Is there a thirst for education, best 
practice sharing and networking?
Since joining the association world eighteen 
years ago, I’ve learned so many new things: 
colleagues, members, delegates and many 
others have taught me about associations, 
the events industry and shared their knowl-
edge and experience with me. I will always 
be thankful to the people who believed in me 
and gave me the opportunity to grow, not 
only within the association world but also as 
a person.

I have the feeling that more and more asso-
ciations like ICCA and initiatives such as the 
European Association Summit and others 
are aiming to create that special vibe, trigger 
interest and provide a platform to exchange 
knowledge, technical skills and experiences. 
On another hand, I do feel that, from a par-
ticipant’s point of view, there is now more 
desire to network, create and contribute. A 
one-on-one meeting where one can share 
association management skills or feedback 
on a supplier etc. will never be replaced by 
the overflow of information from websites, 
emails, LinkedIn, Twitter. You will learn 
more from exchanging with people than 
from the Internet!

You’ve signed up to Solvay Executive 
Master the International Association 
Management this year: would you 
recommend it to other associations? 
What do you hope to achieve with it?
By now you have figured out that I have an 
innate desire to learn, so I embarked on this 
journey and went back to school because I 
find it interesting, exciting and personally 
challenging. So far the programme has been 
great for exchanging and networking with 

a wide range of leaders and experts, in and 
out of the classroom. There is a very open-
minded atmosphere where all share their 
‘secrets’ of success as well as their failures, 
allowing everyone to see the things from a 
different angle and learning together.

After the programme I do hope to be a bet-
ter ‘generalist’ and have developed my asso-
ciation skills and professionalism further, 
enabling me to develop into an exceptional 
communicator and advisor to members and 
others. So, yes, association professionals who 
are ready to expand their skill set, to keep 
learning, to deepen knowledge and to change 
perspective should definitely look for a simi-
lar programme.

The theme of this issue of Boardroom 
is 'Creating Communities - in what 
ways do you think associations can 
achieve that? 
Our whole life is based on communities. Our 
existence is full of passage through organi-
sations of all types: hospitals, supermarkets, 
public transport systems, industries. We all 
belong, even if we don’t necessarily realise 
it, to a community, for example, through a 
gym membership or a loyalty card given by 
a supermarket. For some we have no choice 
and for others we have chosen to be part of.

This is where associations come into play, 
and the definition of an association is pretty 
close to the one of community! Any associ-
ation is a group of organisations or people 
who voluntarily come together to solve com-
mon problems, meet common needs, and 
accomplish common goals - as well as to learn 

about and from each other. Likewise, a com-
munity is a small or large social unit, a group 
of living things who have have something in 
common, such as norms, religion, values, or 
identity. Communities often share a sense of 
place that is situated in a given geographical 
area or in virtual space through communica-
tion platforms.

Members joining an association adhere to the 
values and mission and are generally driven 
by a passion for this specific topic and they 
want to be involved! The associations serve 
to enlarge the network, are often a door-
opener, enable to openly discuss a difficult 
matter. The members try to find connec-
tions between their different businesses and 
experiences and the more involved they are 
the more vibrant your community is. Asso-
ciations can achieve exceptional things with 
exceptional members!

Do you foresee any interesting trends 
for associations in the future?
Nowadays, one can research anything any-
time, which, for a curious nature like me, 
is great. Technology moves so fast, so I’m 
wondering what it will mean for us in gen-
eral and for associations specifically. Take 
artificial intelligence (AI) for example. Less 
then ten years ago we couldn’t fathom how 
life would be impacted by smartphones and 
now we can hardly imagine a life without. 
I don’t have a crystal ball, so I can not say 
what the future will be like but I assume AI 
will become a part of our life and hence of 
our associations - how much it will influ-
ence us, who knows? 

Working for and with association is quite unique, 
as it is an entire community that strives for the 

success and awareness of a specific topic.
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www.themeetingsshow.com

The Association Meetings Conference is back for 2018 in its new-look format. Kick-starting on Tuesday 26th 
June at the Pre-Show Conference and continuing through the show, it provides three days of world class content 
specifi cally aimed at association meeting planners, AMCs and PCOs.

Get inspired. Register now.

TMS18_06871_CAT_AMI_AD_210x250_AW5.indd   1 12/03/2018   13:55:23
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ASSOCIATION LEGACIESEDUCATION IN THE BOARDROOM

The conference will kick-off on Tuesday 26 
June as part of The Meetings Show's Pre-
Show Conference and will continue with 
dedicated sessions spaced throughout the rest 
of the two-day show. Association conference 
sessions will sit within the show's main edu-
cation programme, giving association plan-
ners the chance to hear advice and insight 
that is truly relevant to them. 

TUESDAY 26 JUNE

Planned sessions on the opening afternoon 
include 'Planning for 2030: where will we be?' 
where experts will discuss innovation in 
events, technology solutions and how we can 
define our association strategies in the future. 
On the same day, you will be able to hear 
how associations are evolving their events 
through a series of case studies highlighting 
some of the most successful in 'What does a 

successful event look like?'.  

WEDNESDAY 27 JUNE

On the opening day of the show, find out 
how influencers can be your best conduit to 

Exclusive Content  
for Associations  

at The Meetings Show 

The Meetings Show, the UK's biggest dedicated event for meeting planners 
across all sectors, returns to Olympia London on 27 and 28 June 2018  

with added content for associations. Association planners, AMCs and PCOs 
will also be able to access exclusive educational sessions and networking 

opportunities as The Meetings Show welcomes back the Association 
Meetings Conference. 

Words Rémi Dévé

membership and spreading new ideas, how 
to identify the influencers in your organi-
sation and how to increase engagement 
with your members in ‘The Influencer Econ-

omy’. Later that same day, you can learn 
how to form strong partnerships and work 
together to ensure a successful event in ‘The 

Power of Partnerships’. 

THURSDAY 28 JUNE

The final day of the show will include a 
real-life case study of the world's most 
innovative conference put on by the Euro-
pean Society of Organ Transplantation, 
supported by Shocklogic, as well as general 
sessions on areas such as innovation and 
presentation. 

NETWORK AND BUILD CONNECTIONS

Alongside this packed programme of edu-
cational sessions will be networking oppor-
tunities and the chance to meet more than 
700 individual exhibitors, including venues, 
hotels, conference centres, destinations and 
technology suppliers.

David Chapple, Event Director of The Meet-
ings Show said: "We are thrilled to welcome 

back the Association Meetings Conference to The 

Meetings Show in its new format, enabling associ-

ation planners, AMCs and PCOs to access content 

targeted to them. By attending the show, this key 

section of the industry will also be able to benefit 

from the wider offering to make their time with 

us as valuable as possible." 

Associations buyers can also register to be 
a hosted buyer at the show. By joining the 
hosted buyers programme, buyers are given 
access to a premium attendance option to 
ensure they get the most out of the show.

Hosted buyer and standard visitor  
registration are both now open for  
The Meetings Show.

You can register to ASAE’s CEO Symposium at 
ASAEcenter.org/Amsterdam
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FRANKFURT 
14 MAY 2018

If you organise international meetings and events 
for an association, then Association Day is a career-
boosting experience you can’t afford to miss. 

You’ll be able to discuss strategic governance, 
managing volunteers, negotiating the best hotel 
rates, how to develop compelling content and giving 
your event the WOW factor. You can also swap 
ideas, make contacts, listen to experts, ask 
questions and discuss answers. 

The following day, experience the vibrancy, 
inspiration and pure practicality that IMEX offers.

BREATHE FRESH AIR INTO YOUR 
ASSOCIATION’S EVENTS

Develop your knowledge 
and register today at 
imex-frankfurt.com/whats-on/
association-day

What’s yours going to be?

#IMEX18
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ASAE’s CEO Symposium 
Challenges Facing Association Leaders

How do you optimize a solid and strategic partnership? How can you align the 
governance roles and responsibilities of your CEO and volunteer leader?  

ASAE: The Center for Association Leadership has designed the CEO Symposium 
to provide leadership discovery and direction in an ever-changing association 

workspace. It’s taking place in Amsterdam 23-24th May.

Words & Interview Rémi Dévé

The ASAE CEO Symposium provides current information and 
direction on the emerging issues that the association community 
faces, especially regarding governance issues and volunteer culture. 
Boardroom talked to Isabel Bardinet, Chief Executive Officer of the 
European Society of Cardiology (ESC), who attended the Sympo-
sium in the past.

Based on your attendance at the U.S. CEO Symposium 
over the past several years, what have you found 
valuable?
The Symposium is built on relevant knowledge and first-hand 
experience of association management and, in spite of the fact that 
we feel unique (which is very justified!), the reality is that all associ-
ations have similar management and governance problems. Learn-
ing how others deal with specific issues and how they manage their 
organisation can be eye-opening and very helpful.

The unique nature of associations is that they’re a mix of elected 
volunteers and paid staff, whose interests, ways of doing and initi-
atives sometimes clash. To achieve the right balance between what 
each group does and how they view each other is paramount for 
the success of any organisation. The Symposium gives voice to 
third parties, who can explain just that and whose opinion can be 
valued and followed, because, indeed, they are a third party.

What changes have you implemented with your board 
chair or board as a result?
Altogether, the Symposium programme had a profound influence 
on how we now develop policies, design committees, and the 

You can register to ASAE’s CEO Symposium at ASAEcenter.org/Amsterdam

day-to-day interactions between permanent and volunteer leader-
ship. We passed along many of the lessons to our directors, which 
improved the functioning of their own teams.

To give you a concrete example, we now only deal with just one 
mega topic during our board meetings, and do not lose ourselves 
with day-to-day, micro-management issues. We have staff who do 
their jobs right and we can – and have to – trust them to do so. We 
also got rid of slides and PowerPoint presentations. All the infor-
mation those might include has been passed along and dealt with 
beforehand.

What benefits do you see for a European audience 
and why do you think the time is right to attend this 
programme?
European and Europe-based associations are growing fast with 
more and more permanent staff facing governance and manage-
ment issues. There are solutions and answers for those, so asso-
ciation professionals should definitely take advantage of those 
education opportunities and save time and money to learn and 
implement those solutions. Successful associations are the ones 
which know how to adapt, and the Symposium can help you 
achieve that.  

ASSOCIATION LEGACIESEDUCATION IN THE BOARDROOM
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ASSOCIATION LEGACIESEDUCATION IN THE BOARDROOM

Pockets of Excellence  
in Africa

I didn’t come up with that title myself. These words I heard several times 
at Meetings Africa 2018, the trade show that was born in response to the 

global meetings industry's growing recognition of Africa as a business events 
destination. The phrase in fact inspired me to find out how the industry in 

South Africa in particular and in Africa in general has developed and how the 
African associations have been thriving. 

Words Cécile Koch

Since years now, South Africa Tourism Con-
vention Bureau, headed by Amanda Kotze-
Nhlapo, has been the dominant force in the 
development of Meetings Africa. The 2018 
edition, themed ‘Advancing Africa Together’, 
emphasised even more the need for the busi-
ness events industry to empower new entrants 
and embrace partnerships in order to play a 
leading role on the global stage.  In fact, the 
show has grown into an indication of the level 
of collaboration on the African continent: the 
meetings industry has now been recognised as 
a vital lever for economic growth by govern-
ments nationally.

STRONG GROWTH

This was emphasised by the presence of sev-
eral African countries at the show. Next to the 
most prominent South African service pro-
viders, many other countries from the African 

continent exhibited as well, among which 
Rwanda, Zimbabwe, Ethiopia and Kenya, the 
latter two with their respective congress cen-
tres. These destinations have witnessed strong 
growth and are now ready to host interna-
tional congresses. 

A series of workshops aptly called ‘Business 
Talks’ were designed to reveal the willing-
ness of Africans to develop professionally. 
‘Shared Economies’ was the topic of the first 
talk, and Senthil Gopinath, ICCA Middle East 
regional director and a panel member argued 
that “blending expertise and bringing synergies 

together is the main issue. Competition and coop-

eration will grow and it will make the industry 

stronger and longer lasting”. Raymond Ledwaba, 
CEO of IT Thynk Smart, acknowledged the 
problem of skill sharing, and is now looking 
to connect with universities and unemployed 
youth to bridge the gaps.

The second talk, moderated by Gary Grim-
mer, CEO of consulting company Gaining 
Edge, focused on the ‘Business Events Infra-
structure Development in Africa’.  All panel 
members agreed that “Africa has the facilities, 

the infrastructure, the technical and creative exper-

tise and the intellectual capital rooted in a strong 

academic and research tradition, but it still needs 

to invest more.” And as Amanda Kotze-Nhlapo 
added, “there are plenty pockets of excellence, but 

we need the complete value chain.”

An appeal was also made to the public sector, 
as governments should tackle the issues of 
visas and make sure that internal flights are 
cheaper in order to allow possible participants 
to congresses to attend the events they need to 
grow professionally.

©
JE

A
N

 W
IM

M
E

R
L

IN



AFRICAN ASSOCIATIONS

Of interest – and quite a productive gather-
ing – were the African Association Days, in 
collaboration with ASfAE, the African Soci-
ety for Association Executives, presided over 
by Jeffers Miruka, and moderated by Gregg 
Talley. About 50 African associations coming 
from different countries discussed how to 
manage and develop their associations, tak-
ing the handbook of the American Society of 
Association Executives (ASAE) as a guideline. 

Jeffers Miruka explains: “I always speak about 

collaborations in my presentations and interviews 

around the world. Associations are not in the 

business of competition, but rather coopetition, 

with the hope of mutually beneficial results. They 

are communities of people bound together by a 

common goal. Following the lead of the Ameri-

can Society of Association Executives and the 

Canadian Society of Association Executives and 

their successes, ASfAE was set up to advance the 

cause of associations on the African continent 

and to professionalize the sector. It has been a 

journey of faith, determination, commitment and 

purpose.”

But what is the current capacity of Afri-
can associations? That’s what GainingEdge 
precisely wants to find out as they recently 
awarded a grant to two young scholars from 
Africa, Stalin Tawanda Mau Mau and Mercy 
Cherono Too. The latter’s project, under-
taken for AfSAE, aims to appreciate the cur-
rent capacity of African associations and what 
factors (if any) are limiting their success, and 
make recommendations for capacity building 
– more on this very soon.

Africa has the potential to be the ideal back-
drop and the next frontier for congresses and 
meetings, thanks to its growing infrastruc-
ture, a developing healthcare cluster, rich 
history and natural beauty. “Congresses spur 

trade and investment by creating partnerships 

and collaborations through research and academic 

works. Conferences help to establish networks 

when people meet face-to-face. They disseminate 

knowledge as practitioners apply newly gained 

insights to enhance their professional practice, 

growth, and many more benefits. In Africa, we 

now fully acknowledge this, and are ready to host 

the world,” Jeffers concludes.

Read more about Jeffers Miruka’s insights  
on associations in Africa at  
boardroom.global/africa-ready-to-leave-legacies/
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10, av. Princesse Grace - 98000 Monaco
T. (+377) 9999 2100 - grimaldiforum.com - gf@grimaldiforum.com

Your applause is the best reward!
Satisfaction, pride, motivation, surprise, so many emotions are contained within the walls of the Grimaldi 
Forum Monaco. Our events team, with their varied skills, work with you to create a memorable experience. 
Let yourself be inspired by our 35,000 m2 convention centre, 3 auditoriums, 14,000 m2 of exhibition and 

catering areas, 22 conference rooms, all in the heart of a legendary Principality.

Come and share new emotions at the Grimaldi Forum Monaco!
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Never before has creating 
communities been so 
important to maximising  
the potential for individual  
and societal growth.

FEATURE
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FEATURE

Never before has creating 
communities been so 
important to maximising  
the potential for individual  
and societal growth.



2
4

 
\

 
B

O
A

R
D

R
O

O
M

 
M

A
G

A
Z

IN
E

2
4

 
\

 
B

O
A

R
D

R
O

O
M

 
M

A
G

A
Z

IN
E

Creating 
Communities

FEATURE

Building a strong sense of community around your  
association can be both a rewarding and fruitful experience. 
When members feel they belong to a community with a high 
sense of mission and purpose, your organisation’s raison d’être 
becomes more defined and your added values more obvious.
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Some fifteen years ago I was – pretty success-
fully I might add – managing a golf course. 
Business was booming, there were big 
bonuses and I felt I understood the business 
like no other. But then the financial crisis hit 
us. Suddenly the success of our little company 
was not as glorious. No more waiting lists to 
get in, but lines to get out.

At first, I tried to create a better product: nicer 
fairways, faster greens, a better golf course. 
But that made no difference at all. I did not 
know what to do next. Then, I was invited 
to the birthday party of one of the first mem-
bers of the club. Out of the 50 people present, 
30 were members since the very beginning, 
i.e. an astonishing 60 percent! What a strong 
social bond, I thought…

THE GROUP ACTIVATION

I started to do some research and found 
out that people do most things in groups, 
which activates them. I read books on the 
decision-making process that lead people 
to join groups. I found out that our brain 
has three parts. Our instinct is based on the 
oldest part: the reptilian brain. It is our read-
only memory, based on millions of years of 
experience. Next, we have the limbic part, 
where our emotions are nested. Finally, there 
is the biggest part: the neocortex where we 
make rational decisions, which separates us 
from the animals. But does it really? I started 

Tribal Power 
The Perks of Banding Together

In his search for success in the golf business, Lodewijk Klootwijk, Secretary of 
the European Golf Course Owners Association, learned that the golf course 

and the game itself have little to do with the decision whether members stay 
members or don’t. Below he details his journey to find out what binds people 

together. 

reading books on neuroscience and found 
out that our actual decision-making process 
takes place in the reptilian and limbic parts of 
our brain. The neocortex just finds a rational 
excuse for a decision that has already been 
made.

If this is true, one of our strongest instincts 
is to become a member of a group. And if we 
are in a place where we do not feel we belong, 
our instinct just says: get out. And this is all 
very logical: only a few thousand years ago 
we would have died if we had not been part 
of a group.

ONBOARDING PROCESS

In the United States, big corporations found 
out that a good ‘onboarding’ process for new 
employees, i.e. one that includes strong social 
connections with new colleagues, has a much 
higher success rate for the performance of the 
new employee compared to onboarding with 
a poor or minimal social part.

How is the onboarding process organised by 
your association? And why are new members 
especially important for the future of it? Why 
are they even more important than existing, 
loyal members? The new ones will bring new 
members once we make them fans of the 
association, while the network of old mem-
bers usually dries out. 80% of new members 

in the US golf business are brought on board 
by new members.

The tricky thing is that the new member is 
also usually the first one who leaves. Why? 
Because we do not focus on setting their 
instinct at ease, we overlook making them 
feel at home within our association, we fail to 
make them socially connected. 

Harvard did a 75-year social study on a group 
of more than 700 young men – one of the 
biggest and longest sociological studies ever, 
which tried to find out the reasons why some 
people are not as happy as others, sometimes 
ill, or die younger than others who are hap-
pier, healthier and get older. They concluded 
that the #1 difference between the happy and 
the not so happy group is relationships: the 
happy group has more meaningful relation-
ships. Loneliness kills. And why is that? Oxy-
tocin is the neuro-hormone that is released 
in our brain when we have those good and 
strong relationships. And it boosts our health.

GOLF RESEARCH

Back at the golf course, where we did our 
research. Nearly 1.000.000 surveys were filled 
in by members and new golfers. The strong-
est correlation we could find was between the 
happiness of new golfers in the club and their 
social connection: the more socially connected 
the members, the happier with the club.

FEATURE
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What Make Online  
Communities Thrive?

Online communities have powered the development of the world wide web 
as we know it today, and while some develop organically around a hashtag 

or sentiment, most are planned and carefully managed. Online communities 
are an excellent association membership benefit when they are the go-to 

place for members to ask questions and interact with each other. 

Words Miguel Neves

As social animals, we seek interaction with our 
peers and online communities are a perfect 
platform to do so. They are also a great way 
to extend the association’s message and make 
it interactive. In addition, an engaged online 
community that is aligned with the associa-
tion’s mission is likely to have positive effects 
on membership numbers and overall revenue.

PURPOSE & CHOICE OF TECHNOLOGY

Just like that of an association, the purpose of 
an online community should be clear and easily 

Lodewijk Klootwijk is Secretary of the European 
Golf Course Owners Association and a seasoned 
keynote speaker, having worked in Europe, USA, 
Canada, and Australia. He received the highest 
evaluation in the 25 years of the conference of 
the National Golf Course Owners Association in 
Canada, with a 98% score.

But how does this affect your organisation? If 
you want to retain your members, make sure 
they get and stay socially connected to other 
members. Focus on this and not only on the 
mission and vision you have for your associ-
ation. On the other hand, don’t focus on the 
social aspects only. Your members will start 
complaining and if this becomes too much, 
then the social structure will slowly but 
surely be harmed. Members need to be proud 
of their association. 

The decision-making part of our brain does 
not look for rational reasons to join a group. 
It subconsciously looks for a drug: oxytocin 

through meaningful relationships. Our 
rational part just needs a rational excuse to 
get a membership.

Coming back to the birthday party of my 
member where 60% of his guests were 
founding members of the golf club. Hardly 
any new members were present. The group 
was socially very strong, so strong that there 
seemed to be no room for newcomers. There 
was no onboarding process at the club that 
made newcomers feel welcome.

Make sure you have a strong onboarding 
programme for your new members and only 
leave them alone when you are sure they are 

socially well connected within your associa-
tion. If not, your association might not have 
a bright future. But when you succeed in cre-
ating oxytocin for your new members and 
therefore making them big ambassadors for 
your association success is garanteed.

understood by everyone. It must be some-
thing that everyone supports and relates to, 
and it should never have a hidden commer-
cial agenda. It’s also important to define what 
success looks like. Member engagement or 
brand relevance are not easy to measure, but 
they are good end-goals to aim for. 

Many associations encourage members to 
interact on their website. While this often-
times generates traffic, this choice may be 
short sighted. Many association websites are 
powered by cumbersome technology that is 

not mobile friendly. These online communi-
ties are also hidden away from other potential 
members who are unlikely to regularly visit 
the association’s website. 

Many of the most active online communities 
use social media instead. Closed Facebook 
groups can work well. The platform works 
quite effectively on most devices and almost 
everyone is familiar with Facebook. But there 
are downsides to using social media such as 
the dependency on Facebook’s platform, the 
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can provide the spark needed for others to 
see clear benefits and organically contribute 
to the online community. In most cases this 
is done by identifying a set of key issues and 
asking well-known members to pitch in with 
questions.

COMMUNITY MANAGEMENT

As momentum builds, online communities 
can change. Close monitoring is impor-
tant, but there is a fine balance between a 
well-managed community and one that is 
micro-managed and stale. Discussions should 
be mainly user-generated and anything that 
is commercial is to be avoided. Ultimately an 
online community can itself be of value to its 
members and the value should not directly 
depend on the association managing it. Like-
wise, much of the value to the association 
will simply come from supporting the online 
community.

No online community should exist in iso-
lation. It should effectively be part of other 
communication efforts coming from the 
association itself, such as newsletters, social 
media posts and links to the main website. It 
can be used to discuss important topics, get 
feedback from members and even generate 
content for the association. At best, it is a 
dynamic tool where association members can 
confidently share their ideas and thoughts. 

It may not be possible to pre-design online 
communities and accurately predict their 
development, but creating a safe and 

organised topic-focused online space where 
peer-to-peer interactions are encouraged is a 
great place to start. Patience is key, as many 
online communities develop slowly. Some 
simply never gather enough momentum to 
offer value to members and ultimately close 
down.

MEASURING SUCCESS 

For thriving online communities, success 
can be measured in many ways which largely 
depend on the purpose of the association. 
The amount of activity and the overall size 
of an online community can be good indica-
tors of success. However, as they grow, they 
are harder to manage and often become less 
attractive to members. Sometimes spin-off 
communities are formed and these can be 
a great opportunity to reshape and refocus 
conversations.

Perhaps the strongest sign of a thriving 
online community is when all association 
members are familiar with it, even if they 
do not actively participate. When an online 
community becomes a core part of an asso-
ciation’s content and communication plan, it 
becomes part of everyone’s vocabulary.

Miguel Neves is the founder of Social Media 
Chefs, a digital engagement consultancy that 
uses the language of food to help organisations 
develop their social media strategy \  
miguel@socialmediachefs.com

lack of privacy, and the lack of synchroni-
sation with the association’s database. The 
choice of platform should be carefully con-
sidered in the first place, as changing from 
one platform to another should be preferably 
avoided.

GUIDANCE

Guidance is an important part of online 
communities. Common sense rules should 
help prevent discrimination or bullying 
of any sort from the start. SPAM, blatant 
sales content and other misuse should also 
be addressed. Rules should be simple, made 
clearly visible and guidance should be offered 
on how best to engage with the community. 
The rules must be then actively enforced, 
and everyone should be encouraged to help 
enforce them.

GAINING MOMENTUM

Technology, rules and guidelines are only 
the start. Many online communities start off 
largely inactive and gaining momentum is 
a hard task. To prevent this, it is important 
to make the benefits clear, in other words 
defining the “What’s in it for me?” (WIIFM). 
Explaining how the technology works is also 
recommended, particularly if you don’t use 
social media platforms. 

But all of this may not be enough. Often 
conversations need to start artificially: that 
way a new online community can start with 
a bang! While this is somewhat deceitful, it 
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He was referring to the overwhelmingly 
white, male audience. “It was an eye-opening 

moment,” Aaron Wolowiec, AORE’s event 
manager and founder and president of Event 
Garde, a Michigan-based professional-devel-
opment consulting firm, said. “It was a moment 

of awareness not just for the association, but for 

the industry at large.”

LESSONS LEARNED

Bare’s ad-libbed comment spurred AORE 
to take a long, hard look at the out-
door-recreation industry, which can be 
seen, Wolowiec said, “as one of privilege — 

meaning there’s a lot of homogenous people 

benefitting from these activities that happen 

largely on university and college campuses.” 
AORE’s Annual Conference reflected the 
industry’s homogeneity. “Coming out of that 

2014 conference,” Wolowiec said, “we said, 

‘There needs to be a change.’”

At the following year’s conference, AORE 
began “ensuring there were educational opportu-

nities that addressed diversity, equity, and inclu-

sion,” Wolowiec said. “We also provided train-

ing to our presenters on how to be more sensitive 

Feeling Part of It:  
Representation Matters 

As Stacy Bare paced the stage at the Association of Outdoor Recreation and 
Education’s (AORE) 2014 Annual Conference, he observed the crowd.  

“Take a look around the room,” Bare, the director of Sierra Club Outdoors,  
told the audience. “What you’ll see is a page out of a Patagonia magazine.”

Words Sarah Beauchamp

and mindful of the images they use in slides and 

the pronouns they use.” And AORE made sure 
no one was planning excursions that would 
exclude someone with a disability. “We wanted 

to be inclusive to a number of perspectives, not just 

race or gender.”

THREE YEARS LATER

For the 2017 Annual Conference in Roa-
noke, Virginia, AORE asked presenters 
to self-identify in a number of categories, 
including race, gender, and sexual orienta-
tion, in order to bring in a more inclusive 
speaker lineup. “Our presenters [last] year are 

more diverse than we’ve ever had,” Wolowiec 
said. AORE also made sure the audience was 
as diverse as the speakers, working with the 
host team from Visit Virginia’s Blue Ridge to 
identify places of underrepresentation within 
the Roanoke community, and recruiting resi-
dents to attend and participate in the confer-
ence. “We [didn’t want to] leave to chance that we 

have a diverse audience,” Wolowiec said.

AORE offered lower registration rates for 
attendees for whom money is an issue, 
Wolowiec said, and secured funding in the 

region to pay for some attendees’ registra-
tion, should they still not be able to otherwise 
participate. But that was only the beginning. 
“The next evolution is bridging this gap between 

theory and practice,” Wolowiec said. While 
AORE holds breakout sessions address-
ing social-equality and social-justice issues, 
Wolowiec wants to help attendees create 
real action plans. “Right now,” he said, “we’re 

working with a focus group to figure out how 

to help our members bridge theory with practice 

and go back to their communities and implement 

change.”

AORE’s Annual Conference now looks 
much different from 2014, with more to its 
community than just “man buns and beards,” 

Wolowiec said. As he looks back, he’s amazed 
at how “one off-hand comment has had a rippling 

effect on not just the association, but the industry 

overall.”

ALL-INCLUSIVE

It’s the rare organization that sets out to dis-
criminate against any of its attendees, but as 
AORE’s Annual Conference demonstrates, 
when it comes to creating an inclusive 
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experience, intent and outcome are two dif-
ferent things. You might not harbor conscious 
biases, yet still make them feel excluded — 
because of panels that skew all-white and all-
male, or a registration platform that assumes 
everyone is perfectly abled and unbound by 
religious dietary restrictions, or marketing 
collateral that associates professional success 
with a particular age and background.

As a result, some of the people who come to 
your meetings feel “otherized.” To avoid mak-
ing any attendee feel as though they don’t 
belong, Tamela Blalock, CMP, DES, exec-
utive director of the Section on Women’s 
Health; Dorie Clark, a marketing consult-
ant and speaker; and Melinda Briana Epler, 
founder and CEO of Change Catalyst, shared 
simple tips to create a fully inclusive event:

MARKETING. Take what you learn about 
existing and potential attendees alike, and 
make sure it’s reflected in your marketing 
materials. They should be as varied as the 
audience you serve. “Those images aren’t very 

diverse,” Blalock said. “It’s mostly different types 

of white people, of all ages, both binary male and 

female gender. Even if LGBTQ people are rep-

resented, they’re usually always white, too. It’s a 

matter of not seeing yourself represented. There’s 

an indifferent feeling to it, or maybe proactively 

not welcoming you. Even the indifference is 

hurtful.”

REGISTRATION. You can start to make 
attendees feel more welcome beginning with 
the registration process by offering them 
the opportunity to provide as much infor-
mation about themselves as possible. TED 
conferences, for example, allow attendees 
to self-identify in a number of categories, 
including race, sexuality, and religion. 

LANGUAGE. Let your speakers know you 
expect them to address your entire commu-
nity in their presentations. “I try to make a 

point of using gendered words carefully in my 

speeches, alternating between male and female 

examples, and not making assumptions with my 

language,” Clark said. “For instance, I might say, 

‘Your boss’ inner circle might contain a number 

of influencers, from his chief of staff to his sales 

VP to his favorite blogger to his husband or wife.’ 

After a recent talk, a gay man actually came up to 

me and thanked me, because he said it was so rare 

for him to feel that his identity was recognized 

from the stage.” 

MINDSET. This is the most important thing 
to keep in mind: not everyone is like you. 
They don’t look or feel like you, and they 
don’t move through the world like you do. 
“It’s important to get uncomfortable,” Epler said, 
“for the sake of others’ safety.” 

Sarah Beauchamp is a contributing writer to 
Convene, the magazine of the Professional 
Convention Management Association (PCMA), 
and a partner of Boardroom

FEATURE
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Creating a Sense of Belonging, 
Engaging Members 

As individuals, we are craving to be part of a wider community. Some want to 
lead, some want to be led but we all thrive in an environment where there is 
a sense of belonging, in a place where we can share our knowledge and form 

positive, lasting relationships.

Words Nicola McGrane
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Never before has creating communities and a 
sense of individual belonging to a group been 
so important to maximising the potential for 
individual and societal growth and learning. 
To excel in your area of expertise, sharing 
knowledge and understanding different per-
spectives from a global community is essen-
tial to remaining enthused, motivated and 
ahead of your game.

UNDERSTANDING ASSOCIATIONS

To build a community and create a sense 
of belonging, we need to firstly understand 
what associations are.  Why did democracy 
flourish in the US? Alexis de Tocqueville laid 
the success of democracy at the feet of associ-
ations and the engagement of a community 
of peers who “associate” with each other and 
“share what they know”.

Associations are vehicles through which peo-
ple exchange information and initiatives. The 
suppliers and customers of an association are 
the same. The members are the engine, the 
heart and soul of the association and deliver 
the content quality of the congress. They  
share information; gain insights; generate 
content; and make connections that extend 
beyond the congress.

BUILDING COMMUNITIES

The objective of associations is arguably 
to build a community through collective 
partnerships, to create a long-term plan to 
support and advocate for the community in 
order to create spaces for all identities. In 
order to build that community, we need to 
help people to associate. Attracting the right 
individuals into your community is critical. 
The world of associations is a competitive 
one and unless there is value in the quality of 
the members, a long-lasting sense of belong-
ing may be short lived.

Ultimately, after attending the event(s) an 
association organises, members and delegates 
should leave with a sense of belonging and 
a plan of advocacy within their community. 

Over the years, attending association con-
gresses has developed from being ‘the activity’ 
to becoming the ‘communication platform’ 
for all association activities. This platform 
intends to cultivate a space for members 
to feel empowered in their intersectional 
identities.

The balance between personal benefit ver-
sus collective benefits to the community also 
needs to be considered. As well as selling the 
need to care about your industry, there is a 
need to sell the personal benefit of being part 
of a global community. To achieve this, cre-
ating the most favourable environment to 
make meaningful connections, build mem-
orable moments, and personalised learning 
for all members is important. And if you, as 
an association, want to attract new members, 
you should demonstrate what’s in it for them. 

ENGAGEMENT

To create a sense of belonging and a strong 
community spirit of dynamic members, asso-
ciations need to engage with their commu-
nity before, during and after the events they 
organise and through the annual calendar of 
activities. Interaction needs to be voluntary 
and not forced, so engagement is about qual-
ity. Not everyone will want to interact, many 
will want to be spectators, however, they may 
interact and engage when their personal and 
professional environment has become more 
comfortable.

Members of an engaged community want 
meaningful learning through discussion 
with others who are tackling similar chal-
lenges. Oftentimes, they want to have their 
thinking disrupted by encountering new and 
surprising information, test out news ideas 
to improve on the quality of their service 
or product, and connect with leaders and 
experienced practitioners. The need to find a 
community purpose, even a higher purpose, 
like that of the World Economic Forum for 
instance, is also recognised.

So how do we deliver engagement to cre-
ate a sense of belonging? You can start by 

producing an equal mix of top-down learn-
ing and group learning. To create a sense 
of belonging, members want to contribute 
and be part of the collective long-term plan 
to support and advocate for the community. 
Allowing members to select which groups 
they join to find the solutions and creating 
an environment of constructive conflict 
to arrive at harmonious solutions are also 
options. In this context, interactive tech-
nology tools are your friends, as they create 
platforms to facilitate shared learning and 
experiences.

People can also feel engaged in an environ-
ment where leaders are elbow-to-elbow with 
members and draw on their respective skills. 
In this regard, you should encourage leaders 
and speakers to stay and continue to share 
outside the meeting room. The foyer is the 
new meeting space – ensure it is a comfort-
able environment to encourage meaningful 
discussion. 

Overall, creating an experience that an indi-
vidual cannot access on their own is para-
mount. The life of a congress can be extended, 
as its content can be repurposed for other 
uses, in a creative way. An engaged and ener-
getic membership leads to a powerful sense 
of belonging and a loyalty to a community of 
friends and colleagues that is rarely broken.

This article was provided by the International 
Association of Professional Congress Organisers, 
author Nicola McGrane, CEO, Conference 
Partners International, Ireland. IAPCO represents 
today 116 companies comprised of over 6,000 
professional congress organisers, meeting plan-
ners and managers of international and national 
congresses, conventions and special events from 
41 countries. info@iapco.org \ www.iapco.org       
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Associations are not  
in the businessof competition, 
but rather coopetition,  
with the hope of mutually 
beneficial results.

EDUCATION IN THE BOARDROOM
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EDUCATION IN THE BOARDROOM

Associations are not  
in the businessof competition, 
but rather coopetition,  
with the hope of mutually 
beneficial results.
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Legacy in Jerusalem 

In the Old City of Jerusalem, there’s a saying that each stone holds a piece of history. 
Perhaps that’s because the city has a history spanning back thousands of years, from 
the time of the Judean kings and the Roman Empire through to the Islamic period 
and modern State of Israel. But while Jerusalem’s past is one draw, the city is looking 
to its dynamic institutions and research centres to build its future. Highly esteemed 
conferences in sectors like space are leaving a legacy that extend far beyond Jerusalem’s 
famed Western Wall, impacting the city and influencing others around the globe with 
ground-breaking new developments.
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ES THIS PIECE IS PART OF BOARDROOM’S 
LEGACY SERIES, WHERE WE TAKE A DEEPER 
JOURNALISTIC DIVE INTO HOW CONGRESSES 
CAN LEAVE A LASTING LEGACY IN THE CITIES OR 
REGIONS WHERE THEY’RE HELD… AND BEYOND.
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S
itting at the centre of the world, connecting 
the East and West and making it an easy 
destination for delegates to descend upon, 
Jerusalem has earned a reputation of being 
a place worth visiting for more than its holy 

history. But looking beyond and to the future, the 
city is also seen as one of the top emerging techno-
logical hubs, while Israel as a whole has rightfully 
earned the nickname The Startup Nation since it 
boasts the largest number of per-capita startups 
and venture capital investments in the world. 

Not only is Jerusalem buzzing in terms of business, 
the city is also home to one of the top academic 
institutions, The Hebrew University, which ranks 
among the 100 most outstanding in the world. 
Along with its affiliate Hadassah Medical Center, 
the university conducts over one-third of Israel’s 
academic research and 43% of the country’s bio-
technology research. The city acts as an academic 
powerhouse and leader in life sciences, with rev-
olutionary research in the realm of regenerative 
medicine and stem cell experimentation, drawing 
the likes of scientists and physicians from around 
the country—and world—to showcase their find-
ings in the same fields. 

But one sector that’s really gaining momentum is 
space, with a legacy that can still be felt after the 
66th annual International Astronautical Congress 
(IAC)—the world’s leading space conference—was 
held in Jerusalem in 2015. 

IAC 2015
Hosted by the Israel Space Agency at the Jeru-
salem Israel Convention Center (ICC), the IAC 
brought together over 2,000 participants from 60 
different countries, with more than 100 exhibitions 
and presenters, including American aerospace 
and defence company Lockheed Martin; Airbus 
Defence and Space; the Italian Space Agency; the 
South African National Space Agency; Korea Aer-
ospace Research Institute; the Romanian Space 
Agency; Israel Aerospace Industries; and the UK 
Space Agency. “This annual event served as a back-
drop for the global space sector allowing governmen-
tal, academia and private industry leaders to envision, 
implement and complete collaborative projects for 
the betterment of science and humanity,” explained 
Danny Danon, who was Minister of Science, Tech-
nology and Space at the time of the conference.
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The International Astronautical Federation (IAF) 
has a history stemming back more than 60 years, 
before the first satellite was even sent into space, and 
the IAC is its largest annual conference. In similar 
style to the Olympic Games, the federation, which 

includes founding 
members like France’s 
Groupement Astro-
nautique Français 
(French Astronautic 
Group) and the United 
Kingdom’s British 
Interplanetary Society, 
selects the next des-
tination for the IAC 
four years in advance. 
Israel first played host 
to the IAC in 1994, but 
a lot has changed in 
the past two decades 
as the country has 
expanded its research 
and development in 
space sciences. “The 
fact that this space con-
vention was chosen to 
take place in Israel is a 
tribute to Israeli sciences 
leading and advanc-
ing in the field. Israel 
may only be 68 years 
of age but the coun-
try is in the front row 
for entrepreneurship 
and new developments 
internationally,” Israel’s 
current Minister of 

Science, Technology, and Space Ofir Akunis said in a 
statement regarding IAC 2015.

Israel’s Space Program was created in the 1980s, 
when the country was the eighth in the world to 
successfully launch satellites into space. Despite 
security challenges, a shortage of resources and a 

small budget, the country has emerged as a leader in 
the development, production and operation of sat-
ellites, specialising in technology for small satellites. 
It’s this type of cost-effective, high-performance 
technology that has placed Israel in the international 
spotlight with imaging satellites that are considered 
top in the world. Now Israel is one of the few states 
boasting the technology to independently launch 
unmanned missions into space. “Jerusalem really 
binds the forefronts of science, technology and future 
exploration,” says Menachem Kidron, who at the 
time of the conference served as the Director Gen-
eral of the Israel Space Agency and helped win the 
bid for the IAC in Jerusalem. 

A few years earlier, the IAF had considered Tel Aviv 
as a locale for the IAC, Kidron explains. Eventually, 
however, a proposal was drafted for Jerusalem, 
which was judged to be the ideal location owing to 
its fascinating history, excellent touring and enter-
tainment options for conference-goers, and good 
infrastructure. In choosing Jerusalem, the Israel Space 
Agency addressed another factor at the forefront of 
the decision-making process: security. Around that 
time, the capital was dealing with terrorist attacks, 
but in the few days the executive director of the IAF 
toured Jerusalem, he felt safer than he had in Turkey, 
where the previous conference was held.

“Nowhere in the world is safe from terrorism but in Jeru-
salem—and Israel in general—we know how to handle 
it,” Kidron explains. During the conference, it was 
advised against going into the Old City alone, so 
participants were offered guided tours with secu-
rity—which most ended up not taking. Instead, they 
ventured out on their own despite the warnings and 
not only felt safe, they were in awe by what they 
came across, setting out to explore another land-
mark—or even locale in Israel—each day. “One by 
one, professors and other participants came up to me 
and told me that when they faced the Western Wall or 
that when they were in one of the churches, they were 
almost crying because of the power they felt in these 
places,” Kidron says. 

Inside  
IAC 2015 

 ¬ When: 12-16, October 2015

 ¬  Where: Jerusalem Israel Conven-
tion Center (ICC)

 ¬  Host organisation: International 
Astronautical Federation (IAF)

 ¬  Attendance: More than 2,200 del-
egates from 60 countries/Over 
100 exhibitions and presenters/ 
2,500 technical presentations 
about space 

 ¬  Economic contribution to Jeru-
salem: €6-10 million 

 ¬  Legacy: Five agreements signed, 
including one between NASA 
Administrator Charles Bolden 
and Israel Space Agency Director 
Menachem Kidron to strengthen 
space activities between the two 
agencies
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Building a Legacy
When the IAF’s 300 members from 62 different 
countries voted on Jerusalem, which was up against 
destinations in Mexico and Turkey, they gave the 
city a chance to clean up its act. The city once had a 
shortage of meeting space, but now venues can easily 
accommodate high-profile conferences like the IAC 
with room to host up to 4,000 participants easily. 

“Jerusalem has had its ups and downs, and so for many 
years it wasn’t so popular due to the political situation. 
But recently, there have been a lot of developments in 
the city,” explains Eyal Halevy, Co-Managing Director 
of Paragon Group. “I can see the changes in Jerusalem 
thanks to the development of infrastructure, transporta-
tion within the city, and even gastronomy—which gives 
the city a lot of flair. There is the ‘wow’ effect, combining 
the three religions, the history, the culture and the night-
life. Jerusalem itself is really a place to be.”

Over the course of the week-long IAC, 2,000 par-
ticipants (which included 40 heads of space agencies 
and astronauts like legendary Buzz Aldrin, the second 
person to walk on the moon) took part in over 2,000 
professional lectures and poster presentations. Five 
different agreements were also signed, including one 
between NASA and the Israel Space Agency. “It was 
a nice start—or more than a start—of putting space in the 
forefront and increasing cooperation between agencies,” 
Kidron says. 

In addition, two other important activities took place 
during the conference: international meetings for 
50 members of Parliament and young profession-
als events, which included an international student 
competition. The conference also invited over 2,000 
high school students from around the globe to wit-
ness the presentations and exhibitions in the hope of 
educating and inspiring the next generation of space 
scientists and engineers. Networking events were 
held both for young professionals, as well as for the 
global space community to meet and share knowl-
edge, with the overall goal of fostering collaboration 
between space agencies, industry and research. 

“From the business perspective, that’s where I see the legacy,” 
Halevy says. “When we talk about business opportunities, 
that’s where I feel that with almost any conference that’s 
related to innovation—things like space or medicine—you see 
a lot of collaborations, meetings and bi-lateral cooperation. 
When you put a few thousand people together and create 
networking events, that on its own creates beautiful oppor-
tunities and after the congress, people still make profit—both 
intellectual profit and physical profit—out of the meeting.” 

Startup Spirit
As Israel moves from a state-focused model of space 
exploration to one that centres more around private 
companies and non-profit organisations, the country is 
showing its startup spirit with innovative ventures like 
SpaceIL, a non-profit launched by three young engi-
neers who aim to land the first Israeli spacecraft on the 
moon. It’s this type of entrepreneurial thinking that con-
tributed to the success of IAC 2015. 

“The inspiring spirit of the city, the impact on authorities like 
government ministers, and the connection and cooperation 
with institutes all over the world was tremendously impor-
tant in creating a lasting legacy that could be felt world-
wide following the conference,” Kidron said. “Just to be 
in Jerusalem, to feel the atmosphere, made a huge impact 
and I believe that’s not going to be forgotten with time.” 
Even space industry experts like Buzz Aldrin’s son, Dr. 
Andrew Aldrin, commented: “It’s good to be here and to 
see the entrepreneurial culture.”

Following the conference, countries like Japan, China 
and Russia acknowledged that they have a lot to learn 
from Israel even though the budget is much smaller than 
theirs. According to Kidron, these international agencies 
reacted with glowing reviews, saying: “Your capability, 
how you work together—this is really a startup nation. We 
want to collaborate with you.”

BOARDROOM LEGACY SERIES \ JERUSALEM

More information on Jerusalem as a convention destination on  
www.jerusalemcvb.com.

The inspiring spirit of Jerusalem, the impact on authorities,  
and the connection and cooperation with institutes all over the 
world was tremendously important in creating a lasting legacy.
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The capital of the northern island and prefecture of Hokkaido and the fifth-largest city in Japan, 
Sapporo gained international prominence when it was chosen as the host to the Winter Olympic 
Games in 1972. Since then, it has gone from strength to strength, and not only in the sports field 
or because of its breweries. When it comes to association congresses indeed, Sapporo has many 
assets up its sleeves, starting with a wealth of knowledge in many areas of endeavours, as well as all 
the facilities you can expect in a fast-growing environment.
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Wild on Knowledge

BOARDROOM’S ‘KNOWLEDGE IN THE CITY’ 
SERIES TAKES A DEEP JOURNALISTIC DIVE INTO 
DESTINATIONS AS KNOWLEDGE HUBS AND 
THEIR ASSOCIATION APPEAL. 
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E
ver since the Winter Olympic Games in 1972, Sap-
poro has been on the global meetings map, and 
not only because world-class skiers, snowboarders 
and other athletes have flocked to Sapporo's snowy 
mountains every winter. Over a few decades, the 

most special of Japanese cities maybe – its location on a 
island, which has 22 percent of the country’s landmass but 
only five percent of its population, has a lot to do with it – has 
enjoyed steady growth. In the yearly ICCA rankings, which 
rank cities in accordance to the number of association meet-
ings they host, Sapporo always comes right after the other big 
Japanese players, Tokyo, Kyoto and Yokohama.

It helps, of course, that the city is easily reached directly from 
major capitals in Asia, while it is only a 1.5 hour flight away 
from Tokyo – the world’s busiest air route with over 70 flights 
per day. Once at Sapporo New Chitose Airport, the travel 
time between the airport and the city centre is only 37 min-
utes via rapid train. All major convention facilities and hotels 
(over 30,000 rooms and counting) are located within 1 km 
radius of the heart of the city, and, most of the time, a short 
10-15 minute walk will be enough to start your day. The Sap-
poro Convention Center, which can host up to 2,500 people 
theatre-style, it is just a short six-minute ride on subway from 
downtown. 

Knowledge Hub
With academic institutions of global fame leading in the 
fields of geosciences, organic chemistry, agriculture, forestry, 
energy, medicine, pharma, animal behavior and veterinary 
sciences, Sapporo’s unique and rich natural environment has 
a lot to offer when it comes to the value of a meeting. 

Hokkaido University, for instance, is one of the top univer-
sities in Japan that conducts world-leading education and 
research. Founded in 1876 as Sapporo Agricultural College, 
it now consists of 12 undergraduate programmes, 21 gradu-
ate schools, 4 research institutes, 3 research centres, 10 joint 
research centres, and a university mospital with medical and 
dental departments. 

Among the university’s awards and achievements is the 
Nobel Prize in Chemistry, won by Professor Emeritus Akira 
Suzuki in 2010. One of the university’s recent projects is the 
Global Institution for Collaborative Research and Education 
(GI-CoRE), a faculty organisation that brings together world-
class teaching staff from around the world. The programme’s 
aim is to promote international collaborative research and 
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education that leverages the University’s strengths and dis-
tinctive features, and to provide support for international 
collaborative research. 

Into the Wild
This drive for collaboration was particularly obvious 
when Sapporo Convention Center hosted the 5th Interna-
tional Wildlife Management Congress in July 2015, which 
brought together 1,400 participants from 46 countries 
and regions. Initiated by the Mammal Society of Japan 
(MSJ) in partnership with the Wildlife Society (TWS), the 
goal of the Congress was to enhance global sustainability 
and the conservation of wildlife, as well as to recommend 
improved international models based on the latest inter-
disciplinary wildlife research. Due to its unique natural 
environment, Sapporo has, for many years indeed, been 
introducing many exemplary practices in wildlife manage-
ment and human dimension studies. 

The legacy component of the Congress was impressive. If 
delegates and citizens joined forces for a good cause, clear-
ing out and cutting down thickets and tall grass along Toy-
ohira River, Rakuno Gakuen University and Sapporo City 

Government signed, on 
the occasion of the con-
ference, an Agreement 
on Policy Proposals on 
Biodiversity. Thanks to 
this, research activities 
on alien species coun-
termeasures and wildlife 
management discussed 
at the event are still con-
tinuing to this day.

The Congress also pro-
vided an important 
opportunity to discuss 
and come up with solu-
tions for some of the 
serious wildlife-related 
issues that Sapporo 
was facing, such as the 
increasing appearance 
of brown bears and 
dears in urban areas. An 
open symposium on the 

topic was held for the public, which helped to increase 
the awareness of the issue, the city's ecosystem and the 
importance of the wildlife preservation among the citi-
zens. The younger generation was not left out either, as 
a special symposium on wildlife management and pres-
ervation was organised for junior high and high school 
students from all parts of Japan during the conference. 

Into Space
Sapporo has shown tremendous strength in producing 
research related to a number of topics in the field of space 
and geoscience, such as astronomy and astrophysics, 
celestial bodies and other subjects related to the study of 
the universe and the earth in general.

Events such as the 2014 Asia Oceania Geosciences Soci-
ety (AOGS) 11th Annual Meeting, which attracted 3,200 
delegates from 48 countries and regions to Sapporo show 
that the destination provided the ideal environment for 
knowledge exchange and information transfer on a diver-
sity of topics like atmospheric, hydrological, planetary or 
ocean sciences, just to name a few.

Sapporo Ambassador Professor Shigeto Watanabe, direc-
tor of the Space Information Center at Hokkaido Infor-
mation University, was instrumental in winning the bid 
for the meeting, as well as the International Union of 
Geodesy and Geophysics (IUGG) XXIII General Assem-
bly earlier in 2003. He explains: “These two congresses pro-
vided an important opportunity for the scientific community 
to educate the citizens on the connection between the earth 
planetary scientific research and our environment and how 
closely the earth planetary science is related to and affects 
our daily lives. A diverse natural environment and field trips 
in and around Sapporo provided a perfect setting to discuss 
subjects such as volcanos, earthquakes, climate change, and 
disaster prevention.”

Besides the effect on the local community (daily sessions 
specifically designed for high school students were organ-
ised by the NASA), these congresses helped the local 
scientific community to draw attention to and showcase 
the quality and cutting edge expertise of the earth and 
planetary science research that has been conducted in 
Sapporo. Professor Watanabe concludes: “The expertise of 
the researchers and engineers, and the level of the research on 
earth planetary science conducted here in Sapporo is of the 
highest standards and of international fame. ” 

Sapporo  
Fast Facts

 ¬  Largest conference facility:  
Sapporo Convention Center

 ¬  Capacity: 2,500 pax theatre 
style / largest exhibition space: 
2,600 sqm

 ¬ 19 breakout rooms

 ¬  30,000 hotel rooms for all kinds 
of budgets

 ¬  1.5-hour flight via Tokyo 
(Haneda/Narita)

 ¬  Sapporo New Chitose Airport 
located 37 minutes away from 
the city centre
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More information 
Dima Azarov \ azarov-d@plaza-sapporo.or.jp   
Sapporo Convention Bureau  \  www.conventionsapporo.jp

DESTINATIONS \ QATARBOARDROOM KNOWLEDGE SERIES \ SAPPORO

The next opportunity for Sapporo and its scientific com-
munity to showcase such expertise to a global audience 
will be in 2023, when the city hosts the International 
Union of Radio Science General Assembly and Scientific 
Symposium (URSI GASS), coming back to Japan after 30 
years.

Dealing with Cattle
On a global scale, the development of buiatrics _ the 
study of cattle and their diseases _ has been remarka-
ble, and measures concerning infectious diseases, herd 
management, animal welfare, food safety, environmental 
hygiene, and stress elimination have become world chal-
lenges. Sapporo is the centre of Japan’s dairy and vet-
erinary sciences, and the region has over 60% of dairy 
cattle raised in the country and the largest number of cat-
tle veterinarians in Japan. Facilities such as the Graduate 
School of Veterinary Medicine and the School of Veteri-
nary Medicine, all housed in Rakuno Gakuen University, 
help students become veterinarians with creative minds 
and well-rounded characters who understand what is 
expected of veterinary medicine in society and who can 
use their knowledge and skills in to meet social needs in 
Japan and abroad.

It comes hardly as a surprise, then, that the World Buiat-
rics Congress (WBC), which is all about academic interac-
tions related to ruminant animal medicine, will take place 

at Sapporo Convention Center in September this year, 
with an expected attendance of 2,000 participants from 
60 countries and regions. The Congress will provide an 
excellent opportunity to showcase the level of expertise 
in the region to an international scientific audience. It will 
be attended by not only researchers from universities and 
research institutions, but also by clinical veterinarians and 
veterinarian managers engaged in the dairy and livestock 
industry.

It will be the first time for the World Buiatrics Congress 
to be held in Asia. With special programmes specially 
designed for students and the dealing of topics focused 
on cattle disease control in Asia, it is likely to have a tre-
mendous impact on the advancement of buiatrics in the 
region. The diverse legacies of the Congress will be not 
only short- but long-term. As Motoshi Tajima, President of 
the Organizing Committee, adds: “The holding of the Con-
gress in Hokkaido, which has a thriving dairy and livestock 
industry, will contribute to further development of the dairy 
and cattle industries, as well as serve as a place for lively opin-
ion exchanges by participants coming from all over the world 
and offer an excellent opportunity to gain insights into the 
latest academic knowledge. ”
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Antwerp 
A Visionary Strategy  
for Smart Growth

The city of Antwerp, known for its port activities, its heavy petrochemical 
industries and its diamonds, might not immediately ring a bell as a 

frontrunner in digital innovation. Yet the Flemish port city is exactly that.  
The city administration extends a hand to start-ups, research partners and its 
industrial hinterland in several projects that elevate Antwerp to the status of 

one of Europe’s most promising smart cities. 

Words Miek De Roeck

Antwerp welcomes some of the largest seagoing vessels in the world, 
and houses Europe’s largest integrated oil and chemical cluster. Yet the 
image of the lumbering giant – strong on logistics and industry but 
characteristically slow on adaptation and flexibility – doesn’t fit the bill, 
at least not anymore. Over the course of the last years, the Antwerp 
administration developed a start- up-friendly support system and an 
ambitious smart city vision. It is a facilitating partner in an adaptive 
ecosystem, involving industrial corporations, research institutes, edu-
cative bodies, business mentors, venture capitalists as well as the Ant-
werp citizens. Add to that Antwerp’s legacy as a hub of creativity, with 
international acclaim in the areas of fashion, modern arts, design and 
architecture, and its magnetic appeal to innovative companies can be 
easily explained.

INCUBATORS & ACCELERATORS 

The city administration acts as a facilitator of private projects, clear-
ing administrative obstacles to create a solid footing for starting busi-
nesses. It has scaled up the number of business savvy yet tech-minded 
university graduates to give much-needed oxygen to its innovative 
workforce. In general, it encourages students with big ideas to take 
the plunge and become entrepreneurs, by offering them a co-working 
hotspot to mix and mingle free of charge. The city provides financial 

support to Antwerp entrepreneurs wanting to sharpen their entrepre-
neurial skills and their network abroad, and is a relevant partner in 
several Europe-funded projects on the exchange of best practices and 
the support of SME’s.

Antwerp is host to an ever-expanding array of business incubators 
and accelerators, such as Start it @kbc, The CoFoundry and The Bird-
house, accommodating and coaching those new digital entrepreneurs. 
A significant share of new co-working spaces that offer an ‘experience’, 
combining work and leisure on top of the common office amenities, 
have followed in their wake.

A centrepiece of the city’s policy on innovative entrepreneurship is 
StartupVillage, a picture-perfect growth space for promising local 
start-ups. It accommodates them for up to three years, giving comfort-
able breathing room to look for international opportunities. Several 
business incubators have set up shop at the same location. They attract 
other start-ups, offering coaching, expertise of experienced business 
mentors and networking opportunities. Together with the city’s hospi-
tal network, but also some of its private partners such as Agfa Health-
care, UCB and Microsoft, the city hosts Flanders’ only e-health incuba-
tor – BlueHealth Innovation Centre – in StartupVillage, coaching and 
investing in start-ups building wearable, applications in elderly care 
and patient management platforms.
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SMART POSITIONING

The city’s trademark tag ‘open for business’, perhaps rings truest when 
it comes to Antwerp’s unique smart positioning on the European stage. 
The city invests significant resources in connectivity, a future proof 
open data strategy and digital interaction with it citizens. But rather 
than becoming just another smart city, Antwerp chooses another path. 
It created a partnership – named Capital of Things – with the Port 
of Antwerp, the University of Antwerp and imec, a world-renowned 
institute for nanotechnology and digital technologies. Together they’re 
transforming Antwerp and its port into what’s soon to be Europe’s 
largest real-life Internet of Things living lab.

As such, imec is outfitting the city with data transmitters and sensors 
that gather data on, for instance, traffic flows or air quality. The port 
experiments with drone technology and smart trucks, and is opening 
up its logistics and shipping data on an open platform, accessible by 
other companies. The city’s IT department is building an open data 
management and visualisation platform centralising all data flows. All 
of these initiatives combined make Antwerp a very attractive prospect 
for Internet of Things companies that want to test a particular sensor 
or application in real life. Antwerp actually invites companies to test 
their technologies into a specially designed Smart Zone.

In a more traditional fashion, Antwerp invests in smart digital services 
as solutions to any modern city’s challenges. Clogged at times by road 
works and rush hour, the city works together with private suppliers of 
smart multimodal mobility solutions. It invests in smart bins and smart 
garbage trucks. And it has put durable technologies and renewables 
on the centre stage, with infrastructure projects such as ‘Nieuw Zuid’ 
– self-sustaining smart homes – and Blue Gate Antwerp, a brownfield 
redeveloped into a highly sustainable business park.

Later this year, the city will unveil its next big project, codenamed ‘IoT 
House’, aiming to cement an international ecosystem on the Internet of 
Things. Bringing together start-ups, corporations and mentors under 

the same roof, this project will accelerate smart companies in the smart 
city, smart logistics and industry 4.0 domains. Combined with the city’s 
living lab premise, once up and running, the IoT House will garner sig-
nificant international attention to Antwerp as a hub for smart indus-
trial solutions. 

Being able to show what’s on offer, is obviously part of the game. Ant-
werp’s next economy is a perfect companion to its more traditional 
economic engines in attracting major international conventions. The 
brand-new conference Flanders Meeting & Convention Centre Ant-
werp can host mid-size conferences up to 2,000 delegates. A few exam-
ples of upcoming conventions in the field of technology are Cleantech 
Forum Europe, imec’s-Imec Technology Forum, and the Internet of 
Things Convention Europe. Antwerp will also attend international 
exhibitions such as Smart City Expo World in Barcelona or World 
Cities Summit in Singapore.  

DESTINATIONS \ ANTWERP

The city’s trademark tag ‘open for 
business’, perhaps rings truest when 
it comes to Antwerp’s unique smart 
positioning on the European stage.

More information

www.visitantwerpen.be/en/business 
business@visitantwerpen.be
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Taiwan 
Soaring Towards Innovation

A small yet well-known island in the southeast corner of Asia, Taiwan is as 
compact as it gets. A fusion of cultures, foods and natural attractions,  

in combination with an industrial turnaround that led to modern 
convention facilities, have helped Taiwan become a choice destination on 

the meetings industry map.

Words Vicky Koffa
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DESTINATIONS \ TAIWAN

More information 

www.meettaiwan.com

Sponsored by Bureau of Foreign Trade, MOEA
Organized by Taiwan External Trade Development Council

Ad. by Bureau of Foreign Trade, MOEA

Once called Formosa—Portuguese for ‘beautiful island’—Taiwan's high 
mountains cover most of its surface, resulting in a broad range of flora, 
fauna, and climate. But Taiwan’s appeal goes even further. The govern-
ment has made a commitment of resources to promote seven sectors of 
the economy as key to transforming Taiwan’s industry from contract 
manufacturing to high value-added, service- and solutions-oriented 
business models. With what is called the ‘5+2 Major Innovative Indus-
tries Policy’, encompassing the Internet of Things, biomedical, green 
energy, smart machinery, national defense, high-value agriculture and 
the circular economy, the aim is to spur innovation.

REVIVAL BY CLUSTERS AND RESEARCH

Fastener manufacturing is originally what brought the island to an 
internationally competitive level, especially due to the clustering of 
related small and medium enterprises in Kaohsiung’s Gangshan Dis-
trict, ranging from equipment manufacturers to processing plants. 
Other government-planned clusters for Taiwan’s signature sectors, 
such as semiconductors in northern Taiwan’s Hsinchu Science Park, 
IT and communication in the north, machine tools, woodworking 
machines, bicycles, and hand tools in the centre, and automobile parts/
accessories, plastic processing machines, and optoelectronics and 
yachts in the south, all confirm the strength that lies in cooperation 
between industry and local associations. As a result, international trade 
shows such as the Taiwan International Fastener Show and the world's 
second largest ICT show, Computex, have become important tools 
assisting Taiwanese businesses with developing their international 
markets.

When it comes to research, National Taiwan University, ranked 25th 
in Asia, specialises in a great number of different fields, ranging from 
medicine and management to electrical engineering and life science. 
Within the framework of the university exist various research cen-
tres on national and international levels, excelling in robotics, cancer 
and food safety among others, most of which are recognised to be of 
a higher research level than its neighbours in Asia. Also, among the 
world's top 300 universities are Taiwan's National Tsing Hua Univer-
sity, National Cheng Kung University, National Chiao Tung Univer-
sity, and National Taiwan University of Science & Technology—all 
attracting increasing attention amongst international students.

MOVING OFF THE BEATEN PATH

Part of this economic transformation is attributed to huge investments 
in the construction of convention facilities and other infrastructure in 
regions where industry clusters already exist. When it comes to busi-
ness events, Taipei still claims first place, showcasing its International 
Convention Center (TICC) which is a component of the Taipei World 
Trade Center. The TICC can host up to 3,100 guests and has 26 meet-
ing rooms. Another option is Nangang Exhibition Center Hall 1. 

Consisting of two exhibition areas, each offers 22,680 sqm of space and 
capacity for up to 18,000 seats. Hall 2 can accommodate up to 3,600 
people.

There has been a major movement in recent years towards Taiwan’s 
southern big cities, all of which offer a number of facilities that meet 
international standards. Kaohsiung, Taiwan’s second-largest city and 
the busiest port, prides itself on the Kaohsiung Exhibition Center 
(KEC). It is the first green and multifunctional venue in Taiwan that 
sits beside a harbor. KEC boasts two main halls separated by a cen-
tral boulevard and an outdoor exhibition area. The third floor houses 
a wide range of conference room sizes, from capacities of 20 to 2,000 
people, and the Center can accommodate up to 4,000 people in total 
at the same time. Upgraded infrastructure and facilities can also be 
found in Tainan, Taiwan’s oldest city known for its unique colonial 
architecture, and soon to boast its own international exhibition and 
convention centre.

Taiwan's long and narrow shape is convenient for transportation 
within and between the cities mentioned, in addition to the numer-
ous natural attractions just outside of the metropolitan areas. Taiwan’s 
main international gateway is northern Taiwan's Taoyuan Interna-
tional Airport, about 50km southwest of Taipei, offering great con-
nectivity to many international cities. The country’s other major inter-
national airport is to the south in Kaohsiung. A smaller hub, the Taipei 
International (Songshan) Airport, also handles international flights, 
mostly to and from Japan and China. Once on the island, there are high 
speed trains and metro systems famous for their punctuality, and even 
a 1,000 kilometre cycling route network.

Numerous international conferences have been and continue to be 
drawn to Taiwan, some of which include the 7th International Congress 
of the Asia Pacific Society of Infection Control (3,272 participants), the 
31st Asia Pacific Academy of Ophthalmology Congress (3,842 partic-
ipants), the 21st World Congress on Information Technology (2017 
WCIT, 3,000 participants) and the 11th IDF-WPR Congress 2016 & 
8th AASD Scientific Meeting (4,000 participants). As for the future, the 
2020 World Wide Web Congress and the 2020 ICCA Congress are 
planned, underlining the island’s capacity as a choice destination for 
impactful international conferences.
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Riga, a Riveting  
Association Destination

Subventions may seem like an easy offer, enticing an association to a 
destination, but at what cost? When it comes to choosing a destination, is 
it worth veering toward one that has a clear subvention system in place or 

to level the playing field and count total costs of an event, instead of simply 
accepting subventions? According to MEET RIGA Director Aigars Smiltans, 
these are just a few of the questions associations need to consider before 

jumping at an offer.  

Words Lane Nieset

“Associations need to rethink and start to adapt to the new changing world,” 

Smiltans says. “Subventions offer an easy money, but is it worth to take it?” 
Latvia’s capital of Riga doesn’t offer a subventions program, yet if you 
tally up the total costs of an event, the city is a much more afforda-
ble option than many other traditional destinations. For associations 
after a destination that’s safe, reliable and affordable—a true value for 
money—Riga may be the perfect locale to consider. Not only will lower 
prices entice delegates, it’ll also encourage them to stay longer and 
explore the city and its culture¬—and that wonderful modern Latvian 
gastronomy—once events wrap up. 

SIDESTEPPING SUBVENTIONS IN RIGA

Just because an association itself is heavily subsidized by a destination 
does not necessarily equate to a cheaper or more affordable experience 
for delegates. “Subventions attracting associations aren’t fair game when it 

comes to selecting a destination that makes sense for delegates,” Smiltans says. 
Instead of accepting easy money, associations need to look at the larger 
picture. What are the overall benefits of subventions to delegates? Will 
they pay less for accommodations or less for transportation and food? 

“When analysing different destinations for upcoming events, associations 

should start rethinking their strategy and adopt a fair competition policy,” 
Smiltans advises. By calculating how much an entire event would cost 
in one destination versus another, and how much delegates can afford 
to pay apart from already paid arrangements, associations may have 
found the answer they’re looking for, discovering a new outlook on the 
future of association meetings. 

Riga, for instance, offers affordable room rates in its recently renovated 
or new hotels. The city’s main venues, sights and hotels all lie within 
walking distance of one another, and since Riga is so compact and easy 
to navigate, delegates can save time and money on transfers, since they 
may not even need to use transportation at all. Plus, the airport con-
veniently sits just 9 km from the city centre. Associations can also easily 
tack on a trip to the nearby resort town Jurmala, which sits along the 
Gulf of Riga just 24 km from the Riga city centre, offering delegates 
two entirely different experiences less than half an hour away from 
one another. 

Safety is another factor associations must consider when choosing a 
city, and during Latvia’s Presidency of European Union, there was not 
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DESTINATIONS \ RIGA

a single disruption on any of 250 political and governmental meetings. 
In fact, throughout the more than 600 other conferences, congresses 
and meetings throughout entire year, the city never faced a single secu-
rity concern.

BREAKING THE BUSINESS MODEL MOULD

Disruption is a term we use quite frequently in this industry, but it’s 
also one that can easily be applied to associations’ operational models 
as new ideas and business plans are causing organisations to reassess 
current strategies. “A day may come where members no longer want to pay 

annual fees, or European destinations may not provide subventions to asso-

ciation meetings due to a change in regulation from the European Union or 

European Commission,” Smiltans says. “If associations rely too heavily on 

subventions, they may be left with limited destinations to choose from in the 

near future.” 

Some associations are going so far as to redesign or rebrand themselves, 
restructuring membership models and incorporating new products for 
a business plan that is not solely reliant on membership sales. By speak-
ing to stakeholders and members of the board, associations can learn 

More information on Riga and Latvia

Aigars Smiltans, MEET RIGA Director  
meet@liveriga.lv \  www.MeetRiga.com/en

more about the needs of their organisation from the ground up. This 
research can then lead to new projects and solutions that directly com-
bat the challenges members express. 

Operational models are half of the battle in the changing world of 
meetings, but so is the selection of destinations for meetings them-
selves. As cities like Riga show, by looking at the larger picture and 
picking a locale that unites members while offering convenient ser-
vices, affordable prices and streamlined infrastructure, they will not 
only be more enticed to attend, they’ll also receive a cultural experience 
out of the destination, too.  
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Okinawa  
A Bridge Between  

Culture and Industry

Located in the southern-most end of Japan, Okinawa is probably mostly 
known for its relaxed island lifestyle, its troubled history and its American 

base. However, this island has more to offer than beautiful beach resorts and 
lush subtropical nature. Unique in its culture, it serves as a bridge connecting 

mainland Japan with the rest of Asia while integrating western elements. 
All this, combined with the rapid growth of its population and increased 

recent investment in education and industry, serves as a great platform for 
attracting international conventions.  

Words Vicky Koffa
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DESTINATIONS \ OKINAWA

At a first glance, the island’s economy is 
driven by tourism. Unique natural attrac-
tions catch the visitors’ attention, which has 
skyrocketed the sector in recent years. The 
state is even investing in a Communication 
Hub connecting Asia with Japan as a lead-
ing industry which aligns information and 
telecommunications related industries with 
the tourism industry, actively promoting the 
increase in personnel and knowledge. 

INDUSTRIAL GROWTH AND 
PROGRESSIVE EDUCATION

But there is more than meets the eye. Taking 
advantage of its strategic geographical posi-
tion, Okinawa has drawn attention as a new 
base for business operations: the government 
has indeed invested heavily in its Interna-
tional Logistics Hub, located near the island’s 
capital Naha, using this large area and favour-
able tax system to attract advanced technol-
ogy businesses ranging from nano-systems 
to food related technology, mechanical repair 
and integrated circuits among others. And it 
doesn’t stop there. True to the Ryukyu peo-
ple’s belief of being the bridge between ten 
thousand nations, there has been great devel-
opment in the aviation sector. Aviation-re-
lated demand in Asia is expected to increase 
and Okinawa aims to bring in domestic and 
overseas demand through the creation of a 
new cluster focused on MRO (Maintenance, 
Repair, Overhaul) that will be the first of its 
kind in Japan. 

In this light of industrial development, educa-
tion has not been put aside. In order to meet 
the needs of the industrial world, the Okinawa 
Institute of Science and Technology Gradu-
ate School (OIST) and the Okinawa College 
of Technology (ONCT) were established, 
together with other national and prefectural 
institutions, to provide educational and train-
ing opportunities for engineers, researchers 
and scientists. Operational since 2012, OIST 
is a graduate institute with the world’s high-
est research and educational standards in the 
field of natural sciences; bringing together 

biology, physics, chemistry and neuroscience. 
Conveniently connected to Naha Airport via 
the Okinawa Expressway, it is surrounded by 
the same nature which many of its projects 
focus on. The corporate research institutions 
and venture businesses attracted in the area 
help form an intellectual and industrial clus-
ter in Okinawa. 

What is interesting, OIST is open to interna-
tional conferences offering suitable facilities 
on campus for symposia and workshops as 
well as business events, collaborates with the 
Okinawa Convention Centre and is in good 
proximity to various hotels.  In 2016 the 22nd 
International Congress of Zoology (ICZ) was 
hosted on site with 750 participants flying in 
from 15 different countries. Furthermore, a 
year earlier the 21st International Conference 
on Computing in High Energy and Nuclear 
Physics (CHEP2015) took place with 450 
attendees from 28 countries, to name but a 
couple of international conferences that have 
shown interest in this government subsidised 
facility. 

FACILITIES TO FIT ALL NEEDS

Of course, Okinawa’s main attraction when 
it comes to meetings in general remains the 

Okinawa Convention Centre (OCC). The 
largest conference venue on the island is a 
clear success with its visitors thanks to its 
convenient location near the ocean and its 
symbolic structure representing the sky, the 
sea and the cave, man’s abode. It comes as no 
surprise that the International Symposium 
on Education and Social Sciences (ISESS) - an 
international platform for scholars, research-
ers and practitioners to discuss interdiscipli-
nary research and practices in the fields of 
education and social science - has announced 
its decision to hold the event for 2018 at 
the OCC. Past conferences include the 2014 
EWC/ East West Centre Association Inter-
national Conference, the International Con-
gress on Nutrition and Metabolism in Renal 
Disease, as well as the 13th International 
Symposium on solid Oxide Fuel Cells back 
in 2013.

Dr. Teruo Fujii, Professor at the University of 
Tokyo, made a comment about the Okinawa 
Convention Centre after the completion of 
the 16th International Conference on Min-
iaturised Systems for Chemistry and Life 
Sciences hosting 921 participants from Japan 
and overseas: “We chose to hold our convention 

here because of Okinawa’s unique culture and 

history, and because of the ‘resort’ atmosphere it 

offers. The Okinawa Prefecture and the Okinawa 

Convention and Visitors Bureau provided us with 

a great deal of courteous supports with new ideas.”

Last but not least, a short mention needs to be 
made on the famous G8 Summit held in 2000 
in the northern part of the island, which left 
the world’s top leaders in awe of the meet-
ing’s venue, the Bankoku Shinryokan Resort 
MICE Facility, standing on one of the most 
panoramic spots in Okinawa. 

More information  
Okinawa Convention Bureau 
www.ocvb.or.jp/foreign/en  \  mice@ocvb.or.jp

Okinawa  
Fast Facts

 ¬  Fast access from the airport to Naha by 
monorail

 ¬  Okinawa Convention Centre: 1739-pax 
capacity in main auditorium \  exhibition 
hall of 2,500 sqm for up to 5,000 people

 ¬  OIST: 493-seat auditorium \  4 meeting 
rooms for up to 172 people

 ¬  Bankoku Shinryokan: 2 halls and a lounge 
\ 968 seats theatre style

 ¬ Approx. 8000 hotel rooms
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DESTINATIONS \ FRANCE

For a city, a region, or a country, the magic 
of the Olympic and Paralympic Games 
can be gauged by its direct and indirect 
effects. In their modern incarnation, the 
Games have the unique ability to effect 
social change, to spur economic growth, 
and to enhance the environment. Their 
impact frequently exceeds expectations, 
and their legacy is often lasting and pro-
found. With the holding of the Games 
in Paris, there will definitely be a before 
and an after 2024 for the city, the Ile-de-
France region and the rest of the country.

The City of Light impressed the Interna-
tional Olympic Committee on several key 
points: the mostly already existing facili-
ties and infrastructures, the strong support 
of sportsmen and women, a great track 
record on the hosting of events (UEFA 
Euro 2016 for example, but also the Con-
gress of the European Society of Cardiol-
ogy, which usually attracts 30,000 dele-
gates from all over the world), outstanding 
cultural heritage, and the importance 
accorded to creativity and innovation, 
among many other elements.

When you look at the reasons why the 
IOC say they chose Paris you realise the 

There’s something  
happening in France 
 
 
 
 
 
 

With the holding of the Olympic and Paralympics Games in Paris in 2024, exactly 100 years 
after they were previously organised in the French capital, France is showing that it’s ready, 
more than ever maybe, for major international events.

FEATURE RÉMI DÉVÉ

same could well be said about France as 
a whole. In fact, it’s the unified efforts, the 
common message that impress when you 
consider the country as a major associa-
tion destination. France’s offer for profes-
sional meetings is very diversified: more 
than 2,000 event infrastructures with a 
capacity of more than 200 persons make 
it rank one of the first European countries 
in numbers of infrastructure and a leading 
global player in terms of international con-
gresses. There are also close to 700,000 
rooms in about 18,500 hotels spread out 
all over the territory. In the latest ICCA 
rankings, French cities that made the Top 
100 of leading European destinations for 
conventions include Paris, Marseille, Lille 
Toulouse, Lyon, Nantes Nice, Montpell-
ier, Bordeaux and Strasbourg.

As planning an event in France is pretty 
much everyone’s dream, thanks to the 
famous French know-how, whether in 
the culinary capital of Lyon, the viniferous 
centre of Avignon or the world-famous 
French Riviera, new projects that have 
been developed show that national and 
local actors alike are very much moti-
vated and engaged to work together. One 
is in fact witnessing how fast the business 

events sector is getting more professional 
and organised. For example, new desti-
nations, such as Nancy and Tours have 
recently formed convention bureaus and 
are now in the minds of associations.

With a 150-year-old track record of organ-
ising major events in all areas of endeav-
ours, from culture to sports, from aca-
demia to economy, France has definitely 
looked at the bigger picture and realised 
that those, just like the Olympics or even 
the Ryder Cup, are more relevant than 
they have ever been. They represent the 
very confidence in our futures that we 
need to pull us through challenging times. 
They’re expressions of multi-cultural unity, 
open-mindedness, acceptance and coop-
eration. Their successful delivery has the 
power to re-invent the image of a coun-
try, accelerate and transform cities at a 
record-breaking pace.

More information  
www.meeting.france.fr  \   
Gisele.Jamin@atout-france.fr 
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Research & Development  
in Hauts-de-France

With a network of eight major association 
destinations, from Lille to Amiens, from 
Dunkirk to Arras, Hauts-de-France defi-
nitely plays along the big champions of the 
meetings industry. Offering a wide range of 
facilities for congresses for up to 4,000 peo-
ple, it boasts all the knowledge and expertise 
you might expect to find in major cities and 
regions, along with several competitive clus-
ters of world fame. It is these very specialised 
fields you, as European and international 
associations, can connect with.

With a seemingly unstoppable globalisation, 
France is facing increasingly rapid economic 
changes, to which it has efficiently adapted. 
The reinforcement of its many competitive-
ness clusters, is testament to the country’s 
commitment to research and innovation to 
remain competitive. In this context, Hauts-
de-France differentiates itself as it has trans-
formed from a post-industrial region to a 
very dynamic destination, with a number of 
centres of excellence, ranging from intelligent 
transport and materials to textile innovation, 
from commerce and distribution to health, 
from fishing resources to environment.

In fact, the Hauts-de-France region is com-
mitted to an ambitious and innovative policy: 
the Third Industrial Revolution (TIR).  Initi-
ated in 2013 and following the model of the 
American activist Jeremy Rifkin, this process 
is at the meeting point of the energy transi-
tion, digital revolution and new economic 
models. 

Supporting its members’ national and inter-
national efforts in three areas of excellence – 
energetic autonomy, with the Energeia clus-
ter, digital uses, with the ADN cluster, and 
eHealth, with the le Bloc cluster – the Amiens 
Cluster Association structures, for instance, a 
network of companies, research laboratories, 
training organisations and institutions in 
several fields of expertise. Over the last few 
years, Amiens, in fact, has turned into the 
R&D capital of energy storage, sitting at the 
heart of a great European project to support 
the creation of the battery of the future.

If Lille is known as a historical and cultural 
destination offering a large range of meeting 
facilities, it also captivates with its creativity 
and vitality. As a knowledge hub, it boasts 
seven sites of excellence and six clusters: 
I-Trans, for the railway industry, sustainable 

multimodal and urban transportation sys-
tems, Up-Tex which works on innovative 
textile, NSL, designed to stimulate and sup-
port collaborative research between private 
companies and academic laboratories in pro-
jects at the crossroads of nutrition, health and 
longevity, Matikem, for all  materials related 
to domestics use and, last but not least, Pole 
Team² , a cluster for environmental technol-
ogies and circular economy.

And, as Rob Davidson, Managing Director 
of MICE Knowledge, added: “Hauts-d-France 

is packed with refreshing novelty value for jaded 

participants. You'll not only find that you save 

on travelling time and costs, but you'll also find 

a warm welcome and efficient partners who will 

make your event memorable, for all the right 

reasons.’’

More information  
www.hautsdefranceconvention.com/en  \   
valerie.lefebvre@hautsdefranceconvention.com 
Amiens 
www.amiens-tourisme.com  \   
c.odent@amiens-metropole.com 
Lille Convention Bureau 
www.lille-meeting.com  \  mc.vidal@lilletourism.com 

© MARKUS SPISKE
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GRIMALDI  FORUM MONACO

Caring for Health  
in Nantes

Through its dynamic economy and attrac-
tiveness for companies, Nantes Métropole 
has established itself as the leading economic 
centre in France's Great West. The health 
sector is one of the priority areas for Nantes' 
economic growth and, in this context, La Cité 
Nantes Congress Centre has been instrumen-
tal in getting the destination on the map, 
hosting numerous major medical congresses, 
like the FIAPAC Conference in September 
2018.

Over the last decades, Nantes and its sur-
rounding region have witnessed an exponen-
tial growth in both the number of companies 
created and in laboratories and researchers. 
Thanks to an ambitious scheme designed to 
make the destination a leading one in terms 
of R&D, many research organisations, such 
as INSERM, CNRS, INRA or IFREMER, 
and innovative businesses have made Nantes 
their home, and transformed it into an undis-
putable player in the health field.

As a tool for economic development, La Cité 
Nantes Congress Centre contributes to the 
national and international outreach of the 

sectors of excellence in the region. It has 
developed close ties with regional competi-
tive clusters and unveiled a strategy to host 
events related to what it is good at, namely 
life sciences, to mention only but one. This 
excellence has led La Cité win the bid for the 
next congress of the International Federation 
of Professional Abortion and Contraception 
Associates (FIAPAC).

Professor Philippe David, Conference Chair 
and Gynecology and Obstetrics surgeon at the 
Clinique Jules Verne, explains : “In September, 

over two days, the care provision of abortion and 

contraception will be re-explored and discussed, a 

little more than 40 years after the adoption of the 

Veil law. The aim of the conference is to facili-

tate and trigger professional reflections, with an 

ethical view of woman health, and the control of 

reproductive life and sexuality. Nantes is the ideal 

place to do that, as it boasts a very dynamic and 

engaged community in the field, as well deeply 

involved citizens and local authorities. ”

When asked about La Cité itself, Professor 
David says the venue has shown its ability to 
host major conferences in the past, and the 

know-how of its teams is no secret. “La Cité 

Congress Centre is located in the heart of Nantes, 

opposite the high-speed train station, only two 

hours from Paris, and at walking distance from 

most hotels. So accessibility is good, even for the 

participants who will come from far. But what 

matters to me the most is the people working 

there. There has been a close relationship that 

has developed between myself and La Cité over 

the years; we initiatied and won the bid for the 

FIAPAC Conference together. I know we can trust 

them, and they surely can deliver. ” he says. “Alto-

gether, Nantes is a very attractive place.”

It comes hardly as a surprise, then, that La 
Cité recently won the hosting of another 
major health-related event. The Congress 
of the International Society For The Study 
of Fatty Acids and Lipids will take place in 
2022, with an expected attendance of 700 
participants.

More information  
sandrine.chauve@lacite-nantes.fr   \   
lacite-nantes.com 

 ©  L A  CITÉ  NANTES  CONGRESS  CENTRE
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Emerging &  
Cybersafe Rennes

Rennes might not be on every association’s 
mind, but this is certainly due to change 
thanks to a few interesting infrastructure 
developments the capital of Britanny in 
France is currently undergoing. Building on 
these projects, Rennes has also emerged as a 
hub in a number of sectors, ranging from dig-
ital technology, health, agri-food, the envi-
ronment and automated production, with a 
number of ground-breaking achievements 
attracting the attention of associations.

Only an hour and half from Paris by high-
speed train, Rennes, the capital of Brittany, 
is situated at the heart of a dual carriageway 
network linking Brittany to the French cap-
ital and Normandy and to the areas south of 
the Loire divide. A vibrant yet quite relaxed 
city, Rennes is also the place to enjoy some 
Breton culture and medieval heritage. Pleas-
ant parks and gardens, as well as a delightful 
old town with restored streets and squares, 
colourful traditional timber-framed houses, 
outstanding buildings by famous architects 
and one of the biggest outdoor markets in 
France, complete the picture.

On the academic side, with engineering 
schools (INSA Rennes, Bretagne Telecom, 
Centrale Supelec…), the European Grad-
uate School of Art in Brittany, Sciences 
Po, a business school and two universities, 
Rennes attracts young people from around 
the world – there are about 66,000 students 
in the city. A hub of excellence with four of 
Brittany's certified business clusters – the 
internationally renowned Images et Réseaux 
and Mer Bretagne clusters, as well as Valo-
rial (foods for the future) and ID4car (the 
name is self-explanatory!) – Rennes boasts 
an interesting ecosystem that fuels high-level 
research and innovation. 

Perhaps lesser known is the city’s excellence 
in cybersecurity, a field which might well 
embody Britanny’s leadership, and a gov-
ernment priority. Its vocation is to draw 
together the expertise from across the region, 
from an education, research and technology 
point of view, in all fields of technical exper-
tise such as cryptology, micro-electronics, 
equipment, industrial systems, soft and hard-
ware. The cluster works in close relation with 
the French Defence department, and training 

establishments like Saint-Cyr Coëtquidan are 
able to support it directly, while 75 leading 
businesses such as Thales or Orange work 
in the field as well. There are also SMEs 
delivering technological solutions covering 
the whole cyber security value chain, and 13 
academic research teams working in cyber 
security, including seven working in cyber-
defence, like IRISA, a joint research centre 
for informatics, or Lab-STICC, an IT lab, to 
name only but two.

Rennes has also been in the news lately with 
the brand-new Couvent des Jacobins Con-
vention Centre. Boasting two auditoria for 
up to 1,000 people, 4,000 sqm of exhibition 
space and 25 meeting rooms, it is housed in 
a former convent, making it really one-of-a-
kind. With 4,000 hotel rooms, 2,100 of which 
are in the city centre, a stone's throw from 
the Couvent, Rennes might well be your next 
event destination.

More information  
www.centre-congres-rennes.fr/en /   \   
couvent@destinationrennes.com

COUVENT DES  JACOBINS  CONVENTION CENTRE © JF  MOLLIERE
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Monaco Helps  
You Comply

Recent years have seen increased regulation 
from government bodies within Europe, and 
from the industry regulators implementing 
more stringent codes and guidelines pertain-
ing to the interactions between the pharma-
ceutical and medical-device industries and 
healthcare professionals. These factors have 
had direct impact on medical associations and 
their meetings activities. In this context, the 
Government of Monaco, together with all 
the key players in the business events indus-
try, have converged towards the values of 
transparency expected in this sector.

With 530 healthcare professionals, Monaco 
has always aimed to achieve a high level of 
medical excellence and is renowned for the 
quality of its facilities in several fields, ranging 
from cardiology and gynaecology to emer-
gency medicine and medical biology. In the 
fight against cancer, the Centre Hospitalier 
Princesse Grace has been standing out for 
many years. The range of disciplines availa-
ble on site, collaboration with societies and 
links with various companies and industries 

has allowed many patients to access the most 
innovative strategies. 

Monaco as a whole boasts a very dynamic 
healthcare cluster. If the Scientific Centre 
of Monaco (CSM), a public establishment 
founded by Prince Rainier III in 1960, is 
well known, the Monaco Cardio-Thoracic 
Center (CCM) gathers experts in diagnostic 
and interventional cardiology, anaesthesi-
ology and thoracic and cardiovascular sur-
gery, while the Monaco Institute of Sports 
Medicine and Surgery (IM2S) is dedicated to 
surgical osteo-articular treatments. Recently, 
the emphasis has also been put on clinical 
research, as the Principality strongly believes 
the management of diseases is optimal wher-
ever clinical research is associated with care. 

In this ever-changing world, Monaco, which 
boasts a strong track record of welcoming 
medical conferences, can provide a full range 
of support to organisations wishing to hold 
their next event in the Principality. As a desti-
nation, Monaco can help you ensure that the 
overall medical ethics are always respected 
and that regulations are duly followed. In 

Monaco, simply put, compliance will be the 
key word that is going to be applied to every 
aspect of your event, especially according to 
the guidelines of MedTech Europe, which is 
committed to a high level of ethical business 
practices and which advises on how to collab-
orate ethically.

Catherine Decuyper, CEO, Conference Man-
ager with EuroMediCom, who organises 
the Aesthetic & Anti-Aging World Con-
gress every April since 2005, puts it like this: 
“Choosing Monaco as a venue for the Anti-Aging 

World Congress was one of the keys to its success. 

Monaco is an exceptional destination on many 

counts: superbly located and with a climate that 

is mild almost all year round. Monaco Tour-

ist and Convention Authority is a real partner, 

keen to offer help and advice at all stages and 

the Grimaldi Forum Monaco is a perfect congress 

centre. ”

More information  
lpapouchado@gouv.mc  \   
www.monaconventionbureau.com 
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As one witnesses the rapid advances in digitization and automation, 
the changes in mobility, the various progress in medicine, the demo-
graphic evolution, or the emergence of cleantech, these very disruptive 
forces create new needs, products, markets and industries and drive 
innovations of all sorts. 

Innovation Park Zurich will address these needs and act as a bridge 
between the city’s world-class universities and leading experience-rich 
corporations. This new platform for research and development in one 
of the most dynamic cities in Switzerland will help maintain Zurich’s 
position as a global innovative and economic leader.

Working in close proximity to internationally renowned universities 
(ETH Zurich, University of Zurich), Innovation Park Zurich will be 
home to highly qualified talents. With value chains already in place 
in various clusters, it will be provide a business-friendly environment 
in a region known for its political stability and quality of life. Easily 
accessible thanks to excellent infrastructure and an international trans-
portation network, it will boast some highly advanced technology and 
sector clusters, and is set to welcome global corporate leaders.

CREATING SPACE FOR NEW IDEAS

Innovation Park Zurich aims to facilitate the transfer of research into 
marketable products and services. The park is focused on thematic 
areas that address current megatrends and that offer substantial poten-
tial for development. There are plans to set up a hub for robotics and 
mobility, a space hub and a block chain hub called ‘Trust Square’.

Innovation Park Zurich 
Connects Great Minds

In the north of Zurich, a new innovation park has started to grow. The unique 
site, aptly named Innovation Park Zurich, will serve as an incubator for the 

ideas and events of the future. 

Words Rémi Dévé, with Convention Bureau Zürich Tourism

More info about the Park: 
Stiftung Innovationspark Zurich \ T. +41 43 259 49 10 \  
zurich@switzerland-innovation.com

More info on planning innovative meetings in Zurich: 
Convention Bureau Zürich Tourism \ congress@zuerich.com 

More info on Switzerland as a convention destination:
T. +32 (0)2 345 83 57 \ myriam.winnepenninckx@switzerland.com 

The establishment of a centre for advanced manufacturing technology 
in the medium term is also being explored. The park will act as a mag-
net for new research projects and thereby support the local economy, 
create new jobs and further enhance the already strong appeal of the 
Zurich region.

WATCHING IT GROW

A pavilion will mark the park’s first tangible presence on the site. It will 
house an exhibition, meeting rooms and the administrative offices of 
the Stiftung Innovationspark Zurich. Offices, laboratories and work-
shops will also be created with open, transparent floor plans and shared 
testing facilities and meeting points. There are plans to offer additional 
space in new buildings from approximately 2020 on that will meet the 
specific needs of the residents.
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MARTA CABRÉ BERTRAND JOEHR
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Mathias Posch
President & Partner / IAPCO President
International Conference Services,  
Vancouver, Canada 

I would start with the benefit for asso-
ciations of receiving the collective 

knowledge and experience from running sev-
eral meetings in various fields and being able to 
learn from best practices and easily benchmark 
your conference against another one.  Addi-
tionally associations – naturally – have a much 
different focus than the logistics and strategies 
around a conference. Therefore by hiring a 
PCO, they will benefit from the network and 
collective industry knowledge of a company 
that focuses 100% of their time on these things.

A stronger focus on year round 
learning would be one of the greatest 

trends. We are not just planning a conference 
as a singular event anymore but as part of a 
greater learning and education strategy. With 
the decline of sponsor-paid participation, we 
can also see a stronger focus on value propo-
sition, sometimes declining registration fees as 
well as a development to more “regional” rather 
than international conferences in many fields. 
But to add a personal opinion and prediction 
to this: the need for international exchange 
remains strong and we see new and emerg-
ing ‘powerhouses’ for some industries and 
scientific fields popping up around the globe. 
I therefore believe in the power of interna-
tional meetings and their ongoing endurance.  
In addition, I think we are finally in a crea-
tive era where more and more associations 
are questioning their conference models and 

willing to try out new things. There is a strong 
focus on catering to new delegate needs and 
that is really affecting conference programmes. 

The IAPCO Certification is a very 
important part of our maturing pro-

cess as an industry. As a profession without 
a specific “academic path” or defined indus-
try code, some PCOs felt there was a vacuum 
that had to be filled. IAPCO’s certification was 
started to set criteria for a quality PCO that 
allows clients and industry partners to easily 
identify those who run meetings at a certain 
standard/quality level. In addition, it allows 
PCOs to benchmark themselves against these 
criteria, work towards them or work to main-
tain their qualification. It is still the only indus-
try standard for companies in our field and it 
is constantly being updated to comply with 
changes.

THE VOICE OF IAPCO

The Added Values of PCOs

The Annual Meeting of the International Association of Professional Congress Organizers in 
Tokyo last February was the occasion for Boardroom to gain deeper insights into what PCOs in 

general could offer associations. In order for you to understand in turn, we asked four of them, all 
located in four different corners of the world, the following questions:  

1 ) What is, according to you, the added value for an association to work with a PCO?  
2) What are the latest trends you have experienced regarding association conferences/meetings? 

 3) What does it mean to you and to your clients to be IAPCO certified?  
Here are their answers. 

 
Verbatim Rémi Dévé

THE VOICE OF…

1  – 

2  – 

3 – 
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Marta Cabré
Team Leader, Atlanta Travel & Corporate Events 
Consultants, Barcelona, Spain 

Simply put, a PCO can be more of a 
partner of an association, and not just 

a mere supplier, offering expertise and know-
how for the organisation of a conference. It 
usually has an excellent knowledge of the busi-
ness tourism market and its actors, and can 
provide several services, from advice, man-
agement and co-ordination of administrative 
and operational aspects of the event, budgetary 
monitoring, etc. , while bringing its knowledge 
of new trends. In addition, it can provide rel-
evant and updated information on rules and 

regulations impacting the sector an association 
is working in and that the association itself 
wouldn't have necessarily easy access to.

Nowadays, delegates tend to regis-
ter to conferences quite late, which 

means less room to manoeuver in terms of 
budget, services bookings, etc. and requires 
much more negotiating skills with suppli-
ers. Compliance rules are also becoming 
quite complex, and, as a consequence, we are 
required to be very knowledgeable regarding 
all things contractual and legal, which we are 
increasingly recognised for. Online efforts, 
through all channels available, are also highly 
valued, especially when it comes to engaging 

a specific audience: communication before, 
during and after a conference is key, with all 
stakeholders. It’s actually not just about the 
conference itself, but the commitment is more 
on year-round learning, and, as PCOs, we are 
gradually including in the process. Last but not 
least, conference sessions must be inclusive of 
everyone, highly comprehensive, with a strong 

focus on visuals and interaction.

 To sum it up, it means that associa-
tions have some guidance in a field with 

thousands of players – many of them actually 
not qualified to run meetings. The IAPCO cer-
tification is, in this respect, an important qual-
ifier and guidance for the industry.

1  – 

1  – 

1  – 

2  – 

2  – 

2  – 

3  – 

3  – 

3  – 

Bertrand Joehr 
Managing Director  
Symporg SA, Geneva, Switzerland 

A congress is a very complex event. 
Lots of our clients have of course par-

ticipated to congresses, but being a participant 
or an organiser are two different things. You 
don’t look at the same details when you are 
on one side or the other. PCOs are specialists, 
we know what details to focus on, which ideas 
work and which don’t, what technical aspects 
are crucial, how much the participants drink, 
eat, the time needed to fill-in a 1,500 -seat ple-
nary room, etc. Our clients know what topics 
they have to deal with, which keynote speakers 
have to be invited… we take care of the rest.

We not only know how to organ-
ise a congress in a flawless manner, 

but also that our clients’ time is precious and 
that our role is to reduce their workload to a 

minimum. Our job is to coordinate as many 
aspects as possible and let the clients focus on 
the scientific part of the congress. 

The last five years we have seen an increase in 
the use of mobile applications and other tech-
nologies, especially in the audiovisual field, 
with livestreaming, VOD, and virtual reality, 
though the latter is still in its infancy. This 
has helped reduce the environmental impact 
of conferences, it’s improved the participants’ 
experience with easy access to the programme 
and all relevant documents, while the network-
ing experience has been enhanced, as delegates 
can now connect before, during and after the 
event.

It is not always easy to change the habits of 
participants who attended many congresses in 
the past, and the implementation of these new 
technologies can be pretty slow in the congress 
industry compared to other sectors. But I have 
also noticed that we don’t have to convince our 

clients to integrate digital solutions into their 
congress anymore, they now ask for it!

It is very important to me for two rea-
sons. First, it is an acknowledgement 

from peers that we are doing a good job and 
that the clients can trust us not only because 
well tell them so, but because we have been 
assessed and that other professionals can con-
firm that we are doing a good job.

Secondly, IAPCO members are part of a great 
network that we can use if we need to operate 
abroad. It’s a great support system that allows 
us to state with confidence that we are able to 
operate all over the world.

We have been IAPCO members for a few 
months only and I don’t have yet received any 
feedback from our current clients or potential 
clients about it. But I am pretty sure that it is 
an added value that will comfort them, should 
they choose to work with us. 

Kayo Nomura 
Chief International Relations Executive  
Congress Corporation, Tokyo, Japan 

Should they choose to work with a 
PCO, associations will be able to con-

centrate on their core businesses, ie the overall 
management of their organisation, while the 
PCO will take care of the logistical aspects of 
their conferences/meetings. Associations will 
also benefit from some valuable input from 
PCOs, such as how to use new and afforda-
ble technology or what the latest trends in 

conference organisation are. Additionally, in 
Japan specifically where cultural differences 
and business practices can be so great, PCOs 
can act as facilitators/coordinators between 
international and domestic/national associa-
tions. In many cases, Japanese medical associa-
tions have a large number of domestic/national 
association members, and international asso-
ciations organising a conference in Japan can 
expect a larger attendance than usual.

They are threefold: association 
conferences make sure they have 

sections/specific presentations open to the 

general public; there are more interdisciplinary 
meetings, especially in the medical and engi-
neering fields; there is a strong emphasis on 
sustainability in general.

Being IAPCO certified is sometimes 
a prerequisite to responding to an 

RFP. A lot of associations see, and rightly so, 
this certification as a proof of quality. In many 
cases, this has even become one of the chief 
factors for us to win bids. Associations choos-
ing a IAPCO certified PCO are sure to get the 
same level of service and excellence, no matter 
where they organise their events.

THE VOICE OF…
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THE VOICE OF…

THE VOICE OF AIPC

Embracing  
the Customer Journey

These days convention centres need to put a major effort into staying ahead 
of the competition by understanding who their customers are and what’s 

important to them. At Melbourne Convention and Exhibition Centre (MCEC), 
that has meant a specific initiative focusing on the Customer Journey that we 
undertook two years ago - a piece of work that provides insights that impact 

customer-facing businesses and member-based associations.

Words Peter King

MCEC had built a thorough three-year 
plan encompassing all parts of our business, 
resulting in a detailed series of goals, objec-
tives and delivery strategies designed to help 
MCEC remain ahead of its competition. This 
is nothing different from what most busi-
nesses do these days. However, in our view, 
one critical element was missing - MCEC’s 
customers, and among them, associations. 

This needed to change. We felt we needed to 
become completely customer centric, with 
the needs and expectations of our customers 
driving every decision we made. This proved 
to be the most important decision we have 
made and has transformed our entire busi-
ness – our relationships, our understanding 
and our structure, including even our event 
delivery model.

The Customer Journey project had a very 
clear scope and sequence, which was:

 ¬ To accurately define our key customers

 ¬  To outline their needs, desires and influ-
ences with respect to events – effectively 
humanising them and providing consist-
ency across the business

 ¬  Mapping how they currently make deci-
sions and interact with MCEC

 ¬  Using those maps to identify clear oppor-
tunities to improve the customer experi-
ence, be that through service, communi-
cations, content, food and beverage etc. 

Ultimately, we wanted to deconstruct our 
customers and their needs with precision, so 
we could determine the best way of satisfy-
ing their requirements. Faced with these four 
challenges, we took the following steps: we 
first crafted a set of seven customer personas 
to create a common language and customer 
objectives within the business. We then 
mapped the various journeys taken by our 
customers in their interactions with us. And 
finally we identified ideas for improving their 
respective customer experiences.

Each of these steps included a series of 
detailed actions. As a result, we reorganised 
our structure to ensure we provided assis-
tance and support to customers at critical 
times in their particular journey with us.

Of course, the Customer Journey project is 
an ongoing one. We recently announced the 
launch of our customer portal, myMCEC, 

which is a direct result of our Customer 
Journey work and aims to ensure customers 
continue to find it easy to do business with 
MCEC. We are also soon to commence stage 
two of our Customer Journey understand-
ing, as we all know our customer and visitor 
expectations are evolving very quickly. We 
have to reset our teams, continue to challenge 
them and improve our delivery performance 
every year.

Standing still is not an option – and by basing 
our evolving structure and practices on very 
specific customer –  and association –  per-
spectives we are ensuring that changes will 
work to their greatest advantage.

In addition to his role as a Member of the AIPC 
Board of Directors, Peter King is Chief Executive at 
the Melbourne Convention and Exhibition Cen-
tre. \  AIPC represents a global network of over 
185 leading centres in 60 countries with the active 
involvement of more than 900 management-level 
professionals worldwide.   
marianne.de.raay@aipc.org  \  www.aipc.org

MEDIA PARTNER
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‘An investment in knowledge pays the best interest’, Benjamin Franklin once said. To which one 
could add: if you invest in the people and make them knowledgeable, then great things will happen. 
In this context, Australia is no stranger to success. It has world-class expertise in a wide variety 
of sectors, ranging from food to agribusiness, and its leaders in health and science, financial and 
professional services, resources and energy, and infrastructure, are of global renown. The country’s 
capabilities in these sectors are one of the many reasons associations choose Australia to host their 
events. Boardroom took a deep dive into Australian knowledge and met with three of its leaders. 

VERBATIM RÉMI DÉVÉ
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The Knowledge  
is in the People

BOARDROOM’S ‘KNOWLEDGE IN THE COUNTRY’ 
SERIES TAKES A DEEP JOURNALISTIC DIVE INTO 
DESTINATIONS AS KNOWLEDGE HUBS AND 
THEIR ASSOCIATION APPEAL. 
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Marco Baccanti
Chief Executive,  
Health Industries South Australia, Adelaide

You’re at the helm of Health Industries South Aus-
tralia. Can you introduce them to our readers?

Health Industries South Australia is the government 
agency created to manage, accelerate and support 
a dynamic evolution that’s taking place in Adelaide, 

as the city becomes an international hub for life sciences R&D, 
clinical trials and manufacturing. The agency, staffed by business 
professionals, has had great success in attracting companies and 
investment to Adelaide from overseas and around Australia.

What kind of knowledge is there in Adelaide, especially in the 
medical field?

As the life sciences sector has evolved in Adelaide, so has the 
knowledge. This is mainly due to the critical mass of infrastruc-
ture that now exists in the city. Adelaide has large research 
institutions, such as the South Australian Health and Medical 
Research Institute and the Centre for Cancer Biology, as well 
as three world-class universities with a strong focus on life 
sciences. The city also has a network of hospitals which are very 
research-focused.

This has attracted international talent and fostered local research-
ers, creating knowledge and expertise across a broad range of 
medical fields, including the crucial areas of cardiology, oncol-
ogy and endocrinology.

You’re an Adelaide Ambassador. What are, according to you, 
the value of conferences for Adelaide in particular and Aus-
tralia in general?

The success of a medical conference and the benefit to its del-
egates is defined by its ability to help delegates to learn and to 
better stimulate the creative process behind innovation and 
scientific research. Medical conferences are often characterised 
by long and frequently uninspiring sequences of lectures with a 
mono-directional flow of information, this can be demanding on 
the attention ofdelegates which reduces its effectiveness.

The second important dimension is the peer-to-peer interaction 
during the events and networking time, however these moments 
can be spoiled if delegatesexperience excessive travel times, or 
when the venue, food or wine is not memorable.

 More recently, a third model of knowledge transfer has become 
increasingly important: delegates are offered not only lectures, 
but also hands-on workshops, in order to create an immersive 
and interactive experience.

DESTINATIONS \ QATARBOARDROOM KNOWLEDGE SERIES \ AUSTRALIA
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following elements: modern, large, well-equipped meet-
ing rooms in convention centres; university and research 
laboratories, where delegates can experience the practice 
of innovative experimental methodologies and the use 
of scientific equipment; hospitals where delegates can 
participate in innovative medical procedures and learn 
through real, hands-on, interactive practice; and venues 
where peer-to-peer interaction can occur in a natural and 
memorable way. Ideally, all of these elements should be 
ideally located in close proximity in order to reduce the 
transportation time.

This is the reason why Adelaide BioMed City, one of 
the largest clusters of life sciences infrastructure in the 
southern hemisphere, is an ideal destination. The Ade-
laide Convention Centre is modern and large enough to 
host international conferences, with the benefit of being 
within walking distance of one of the most modern hos-
pitals in the world (the new Royal Adelaide Hospital), and 
the medical research buildings of SAHMRI, University of 
Adelaide and University of South Australia. Within walk-
ing distance of the Centre, delegates can find the wide 
range of businesses, hotels, restaurants and entertainment 
that you would expect to find in a modern city; while for 
unforgettable moments, delegates can experience pristine 
beaches, wineries offering world-class wine and food, and 
famous Australian wildlife.

 

Jayashri Kulkarni 
Professor of Psychiatry and Director of 
Monash Alfred Psychiatry Research Centre 
(MAPrc), Melbourne 

Your research career in mental illnesses 
spans over decades. Can you tell us about 
your latest discoveries and the issues you 
are facing at the moment? 

I have worked in the area of Womens Men-
tal Health for decades now, trying to raise 
awareness that women experience mental 

illness differently to men and therefore need better, spe-
cifically tailored treatments. For example, drug doses are 
still based on male participants in trials, which often means 
that dose used in treating women are too high, leading to 
bad side effects.

I have been working on the impact of hormones such as 
estrogen, progesterone on the brain and hence expres-
sion of mental illness. Conditions such as peri menopause 
depression, postnatal depression, premenstrual depres-
sion are very real, serious entities and are often over-
looked or not treated appropriately. 

I am also currently involved in researching the impact of 
early life trauma on brain development, particularly in 
girls and young women who subsequently develop men-
tal ill health with self-harm, suicidality, mood disorder and 
other symptoms. The neuroscience of the connection 
between trauma and mental ill health is not well under-
stood and the severe impact of early or later life trauma is 
often underestimated.

I am also trying to improve safety for women inpatients 
in our mental health wards - and working on several pro-
jects to highlight the unacceptable situation of own being 
assaulted while in hospital and design wards with safety 
for all patients.

What are your hopes for the future?

Womens mental health is not well recognised at all as a 
special area in the medical field or key industries. I am 
hoping that the World Congress on Womens Mental 
Health in 2021 will assist in raising awareness about the 
special issues for women with mental illness.

You’re a Club Melbourne Ambassador. How do you see 
your role? What are, according to you, the value of 
conferences? 

As a Club Melbourne Ambassador, I see my role as fur-
thering knowledge in my field and translating this knowl-
edge into practice, by bringing relevant conferences to 
Melbourne. I am privileged to network with other Ambas-
sadors and staff of Club Melbourne - who provide expert 
insights into advances in many other fields, that I can learn 
from and utilise in my own work. 

Conferences are vital for Melbourne in the bridging of our 
globe through science, technology and the Arts - where 
experts from many countries come together in a relaxed 
setting to discuss the very latest advances and plan for 
future collaborations to solve pressing problems that are 
common to us all. Melbourne is beautiful, safe city and 
holding conferences here enables the exchange of ideas 
in a relaxed, comfortable setting. 
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I believe that Australian researchers 'punch well above 
their weight' and lead the way in many areas - so hold-
ing a conference in Melbourne allows us to showcase the 
excellent work being done by many inspirational Austral-
ian researchers - with a high concentration of experts liv-
ing here in Melbourne.

Rod McGeoch
International Company Director  
and Consultant

You’re a Board Member of Destina-
tion South Wales and Sydney is going 
to welcome SIBOS this year, as the 
bid was secured by BESydney. Can 
you tell us about Sydney’s financial 
services success? 

Sydney is today Australia’s financial 
services capital and it is by world standards a highly 
sophisticated financial market. Funds under management 
are of such significance today that they rank with Luxem-
bourg as second only to the United States and Germany 
in terms of the quantum of those funds. This has come 
about in part through the general rise of financial services 
in Australia, but in recent years, as a result of every worker 
and employee in Australia being required to deposit 9% 
of their wages and/or salaries in a superannuation fund for 
their retirement.

In terms of SIBOS making a decision to come to Australia, 
I was part of the presentation and it was easy for the 
organisers of the conference to understand the sophisti-
cation of financial services in Australia. Importantly, it was 
also critical that they accepted a number of assurances 
that the soon to be completed convention and exhibition 
facilities (which were being replaced), would be built on 
time in order that the SIBOS conference could proceed. 
No better example of the quality of the government of 
New South Wales, in terms of that assurance, needed to 
be given, than my own experiences in leading Sydney’s 
Bid for the 2000 Olympic Games. The Bid was won in 
1993 and all facilities were completed no later than 1999. 
The winning of those Games and the subsequent success 
of them gave Sydney a ‘seal of approval’ in all that it says 
it will do to meet any challenge.

Your career spans over decades at the forefront of busi-
ness, sports administration and the legal profession. 
What kind of knowledge is there in Sydney in those 
fields? 

Once again the levels of knowledge and expertise in 
those fields are first class. If you take the legal profession 
for example, the great law firms of the USA and the UK 
soon realised that unless they associated with Australian 
companies, which are as good as any in the world, there 
was no chance of success for them. Hence in recent times 
we have seen mergers as the only way international firms 
have been able to succeed.

If one takes sports administration the world knows of the 
extraordinary success that Australia enjoys, relative to its 
size, in a whole range of international sports. Our sports 
are strongly supported and sponsored by many of our 
large companies and the secret to successful sponsorship 
is to only sponsor organisations that have professional 
administrations. I could name you twenty odd sports 
in Australia whose levels of administration would be the 
equal of any in the world and the fact that one has hosted 
a Cricket World Cup, a Rugby World Cup, a Summer 
Olympic Games (twice) really puts sports administration 
credentials beyond question.

You’re a Business Events Sydney Ambassador. What 
are, according to you, the value of conferences for Syd-
ney in particular and Australia in general?

Conferences are an extremely important part of the 
tourism industry in Australia. Tourism ranks in the top 
five drivers of the Australian economy along with min-
ing, agriculture, services, etc. Tourism is a very significant 
employer of our people. It is well known that a delegate 
to a conference spends up to two or three times more 
than an ordinary tourist. Obviously the tourism and hos-
pitality sector of a substantial international city like Syd-
ney seeks to execute on a range of strategies that keeps 
our hotels busy and our restaurants thriving seven days a 
week, let alone all the wonderful attractions that tourists 
can enjoy. Conferences are an important part of making 
that strategy a reality, it is as simple as that.

For more information on business events in Australia:
Simon Gidman \  Business Events Manager, UK/ Europe   
T: +44 207 438 4633  \  sgidman@tourism.australia.com    
www.australia.com/businessevents
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Known for its beaches, theme parks, vibrant 
nightlife and proximity to more than 100,000 
hectares of rainforest, ‘the Goldie’, as it affec-
tionately sometimes referred to, abounds 
with outdoor activities. Little wonder then 
Gold Coast, the city, has been chosen as the 
host of the 2018 Commonwealth Games. But, 
thanks to some highly skilled professionals, 
the area also excels in health and medical 
research, environmental science and creative 
industries.

An integrated centre for learning and inno-
vation, the Gold Coast Health & Knowl-
edge Precinct (GCHKP) is testament to the 
Gold Coast becoming a knowledge hub, as 
it emerges as a global business location for 
high-tech industry development, research 
collaboration and jobs of the future. Home 

Golden Knowledge  
in the Gold Coast

Gold Coast. Just the name conjures up images of splendid beaches and beautiful 
sunsets. Stretching out over the southeast coast of Queensland,  

it might well be the ultimate city and beach combination. But in exact opposition 
to the leisure image it evokes, it also is a place where associations meet up.  

The city itself has been steadily working on the development of its attractiveness 
and it is surely paying off. 

 
Words Rémi Dévé

to the Menzies Health Institute Queensland 
(MenziesHIQ) and Griffith University, co-lo-
cated with major university, private and pub-
lic hospitals, the GCHKP will host the Gold 
Coast 2018 Commonwealth Games Athletes 
Village.

With a unique combination of expertise, 
infrastructure, land and lifestyle spreading 
over nine hectares of prime greenfield land, 
the GCHKP is set to employ over 26,000 
people. The precinct already boasts more 
than 1,000 researchers and 2,000 research 
students and is home to the flagship Institute 
for Glycomics, where a team led by Professor 
Michael Good AO is currently conducting the 
world’s first human trials for a blood-stage 
whole parasite vaccine against malaria.

If successful, the vaccine could save close to 
a million lives a year, most of them children. 
The work can only be done thanks to Pro-
fessor von Itzstein, himself a Griffith alumni 
University, who founded the Institute in 2000 
in a demountable building when the Universi-
ty’s Gold Coast campus was still in its infancy. 
Now a flagship research centre for Australia, 
it receives dozens of enquiries a month from 
some of the world’s top scientists, many want-
ing to relocate to the Gold Coast to work with 
the Griffith University team.

When asked about the value of conferences 
Professor von Itzstein comments: “Global col-

laboration is essential to achieving our vision to 

bring forward novel drugs and vaccines to the 

community. Hosting a conference in Australia not 

only presents our researchers and students with 
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WE ARE the

We are 5-star venues, seamless accessibility and endless 
accommodation options with free smiles. From our sun-
kissed location to our internationally-acclaimed hotels, our 
beachside city is the perfect destination to inspire fresh 
ideas and connections to last a lifetime. Brimming with 
spirit and an infectious energy, Australia’s Gold Coast offers 
world-class conferencing and down-to-earth hospitality. 

goldcoastbusinessevents.com

ultimate boardroom

opportunities for collaboration with leading sci-

entists around the world; but also showcases our 

research internationally.  Australia’s Gold Coast 

was the perfect location for the Sialoglyco Sympo-

sium we hosted because it’s not only home to our 

Institute for Glycomics, Griffith University, but 

also provides a beautiful environment in which  

to meet. ”

Gold Coast  
Fast Facts

 ¬  6,000-people capacity, 22 meeting rooms 
and 10,000 sqm of exhibition space at Gold 
Coast Convention and Exhibition Centre 
(GCCEC) 

 ¬  A total of 42,000 accommodation rooms 

 ¬  2 major international airports: Gold Coast 
Airport and Brisbane Airport

 ¬  Key industry sectors: Health & Science, Film, 
Environmental Sustainability, Creative Indus-
tries, Sport, Digital Industries & ICT, Tourism

Another Gold Coast’s champion is Professor 
Emeritus Ljubo Vlacic, a member of Griffith 
University’s School of Engineering. With a 
life-long interest in the areas of control sys-
tems, decision theory, intelligent control and 
computer & systems engineering and the 
industrial application of these methodologies, 
his career has included a number of posi-
tions with both industry and academia. He 
is a strong advocate of intelligent transport 
systems that can create innovative solutions 
that will respond to today’s transportation 
challenges.

As a true ambassador to Gold Coast’s business 
events industry, Ljubo is quite enthusiastic 
when it comes to supporting the organisation 
of conferences in the city. He has provided 
insight on various associations, and has been 
instrumental in broadening Gold Coast’s 
influence and attractiveness, leading bids and 
chairing conferences. Events that Ljubo has 
brought to the Gold Coast include Kes Inter-
national, the Asian Control Conference 2017, 
the Australian Control Conference 2015, 

along two symposium organised by the Inter-
national Federation for Automatic Control.

“The Gold Coast offers something unique to inter-

national delegates. It has professional venues and 

a wide variety of accommodation available but is 

within walking distance to a superb coastline, with 

beautiful beaches just a block away. The diverse 

range of experiences delegates can readily access 

is one of the city’s strongest assets, natural wilder-

ness, local cuisine and cultural experiences as well 

as the enviable climate to deliver a memorable con-

ference experience. The city is easily accessible and 

compact enabling delegates to readily experience 

the Australian lifestyle. The Gold Coast has also 

gained a reputation internationally for world class 

hospitality, with delegates always commenting 

on the warm welcome they receive from locals.”  
he says.

More information
GoldCoastBusinessEvents.com

DESTINATIONS / AUSTRALIA 
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Set along the Darwin Harbour showing off 
picturesque views of the Darwin Waterfront 
Precinct, the Darwin Convention Centre 
plays host to 1,200 delegate conferences, 
high-profile business summits, exhibitions 
and events each year. While its central loca-
tion is one draw, Darwin’s wealth of knowl-
edge and world-leading expertise in fields like 
oil and gas, mining, renewable energy, inter-
national education, health, tropical knowl-
edge, and agribusiness are what really sets this 
destination apart, allowing delegates to visit 
research centres and industry sites, in addi-
tion to offering insightful speakers at events. 

LEADING THE WAY

The Territory is currently leading the way in 
energy development and mineral exploration, 
with underground basins storing significant 
reserves of oil and gas that could provide 
enough energy to power Australia for 200 

Darwin 
Gateway to Australian 

Innovation 

The Northern Territory’s capital of Darwin is a vibrant, multicultural city. While 
the city is distinctly Australian and offers an array of colourful culture and cuisine 

—in addition to serving as the gateway to the Australian Outback—it’s easy to 
mistake one of the street markets for a scene straight out of Asia. Just a four-hour 
flight from Singapore, Darwin features the closest Australian convention centre to 

Southeast Asia, which not only adds a strong Asian influence in everything, but 
also makes for the perfect meeting point for delegates.  

Words Lane Nieset

Details  
on Darwin

 ¬  Home to the 22,900-sqm Darwin 
Convention Centre 

 ¬  1,200-seat auditorium, plus 7 concurrent 
meeting spaces

 ¬  Four column-free halls offering a total of 
4,000 sqm of exhibition space 

 ¬  Just over two-hour drive from the 
World-Heritage listed Kakadu National 
Park. 

 ¬  Darwin International Airport lies 15 
minutes away from the city centre

 ¬  Over 4,000 hotel rooms, more than half 
of which are within 2 km of the centre

years. In 2010, the southern hemisphere’s 
first-ever helium production plant—and one 
of only 15 in the world—opened in Darwin, 
and later this year, the 622-km Northern Gas 
Pipeline will connect the Northern Territory 
to the national gas grid as the €500 million 
project wraps up. As the Northern Territory 
continues to grow in the sector of energy 
security (with a goal of generating 50 percent 
of its electricity from renewable resources by 
2030), Darwin is attracting a number of lead-
ing oil and gas conferences, with the Aus-
tralian Pipelines and Gas Association Con-
ference and Exhibition returning this year to 
celebrate the association’s 50th anniversary. 

In addition, international education is one 
of the Territory’s largest exports, with hun-
dreds of students from Asia studying at facil-
ities like Charles Darwin University, ranked 
in the top 2 percent in the world by Times 
Higher Education and top 50 universities 

in the world under 50 years old. One of the 
university’s major strengths, tropical health 
and research, is a sector that highly impacts 
surrounding regions, as research on public 
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health issues and diseases like malaria have 
saved thousands of lives in the Asia-Pacific 
region, which is home to 40 percent of the 
world’s population. 

With centres like the Menzies School of 
Health Research, known around the globe 
for its work in indigenous health and trop-
ical diseases, and specialists researching 
everything from cutting-edge tropical medi-
cine to climate change and geographic infor-
mation systems, Darwin offers delegates an 
intriguing look into some of the dynamic 
research driving progress in these scientific 
sectors.    

SCIENTIFIC SUCCESS IN THE CITY

In the Northern Territory, you’ll find the 
highest rates of chronic and end-stage kidney 
disease in the world, an issue that is almost 
exclusively among Indigenous Territorians. 
As a way to shine a spotlight on this growing 

issue and come together to offer a wealth of 
potential solutions, the Australian & New 
Zealand Society of Nephrology (ANZSN) 
hosted its Annual Scientific Meeting (ASM) 
in Darwin last September. Over 400 delegates 
from all Australian states and territories, as 
well as New Zealand, the United States, 
Switzerland, the UK, Canada, Japan, Singa-
pore and Saudi Arabia, convened for the 53rd 
annual meeting at the Darwin Convention 
Centre. 

Nephrologists, senior scientists, trainees, 
research assistants and a number of other 
health professionals came together for the 
five-day event to hear from a wide range of 
speakers (including internationally renowned 
specialists from the U.S. and Canada) on the 
latest advances in nephrology and clinical 
care. While Update Courses were staged at 
the Darwin Convention Centre in the days 
leading up to the event, a conjoint Indigenous 

More information 

sales@darwinconvention.com.au  \   
www.darwinconventioncentre.com.au

Patients’ Voices Symposium was held in Dar-
win at the same time as the ASM—a first for a 
kidney disease conference in Australasia. 

According to Dr. Paul Lawton from Darwin’s 
Menzies School of Health Research, ASM not 
only empowered patients from across north-
ern and central Australia, the conference had 
another significant outcome: the creation of a 
written and videoed report. This report was 
sent to federal government politicians and 
bureaucrats in order to raise awareness for 
increased support for provision services for 
indigenous Australians with kidney disease 
living in remote locales. 

DESTINATIONS / AUSTRALIA 
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Brisbane Researcher Sniffs  
out the Cure for Spinal Injuries  

Through his work proving that cells within the nose can help regenerate the 
spinal cord, Brisbane scientist and 2017 Australian of the Year Alan Mackay-Sim 
has provided hope for the 12,000 people in Australia living with spinal injuries. 

His pioneering research, described as the scientific equivalent of landing on the 
moon, centres around the cells within the nose that give us our sense of smell.

AL AN MACKAY-S IM
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In 2002, after decades of research, Profes-
sor Mackay-Sim proved that the spinal cord 
could be safely regenerated thanks to the cells 
in our nose (autologous olfactory ensheathing 
cells). “We take these olfactory ensheathing cells 

and grow them in a dish for a month or six weeks 

until we have enough of them and then inject them 

into the spinal cord of the patient around the area 

of injury,” Prof Mackay-Sim said.

In 2002, along with his colleagues, Prof 
Mackay-Sim set up the National Centre for 
Adult Stem Cell Research within the Griffith 
Institute for Drug Discovery, where he has 
continued research since retiring in 2015. It 
was his job that first lured him to the city, but 
it is Griffith University, the facilities available 
to him, his team and the city itself, that has 
kept him here for more than three decades. 

“You can do biology here in Brisbane that you 

can’t do anywhere else in Australia because of 

the superior facilities we have,” he said. “That is 

really bringing a boom to our stem cell research 

and drug discovery.”

CATALYST FOR DEVELOPMENTS

Prof Mackay-Sim’s work has been the catalyst 
for some amazing developments in the field 
of injury recovery and will soon be taken a 
step further thanks to $5 million Queensland 
Government investment in a pre-clinical 
trial that aims to produce a 3D biodegradable 
nerve cell bridge for transplanting to repair 
injured spinal cords. 

The Griffith University trial, led by fellow 
researcher Dr James St John and overseen 
by Prof Mackay-Sim, is expected to start in 
2020 and is the next stage in the research he 
kick-started throughout his inspiring career. 
A career devoted to changing the lives of so 
many people for the better. “When I was fin-

ishing school I was heavily interested in biology 

and physiology and the brain. I decided that I 

wanted to become a researcher because I wanted to 

discover stuff and make an impact on the world,” 
he said.

After decades learning to understand the 
cell biology of nose tissue, Prof Mackay-Sim 
completed the world’s first human clinical 
trial, proving it was safe and effective to use 
the cells from the nose to repair human spinal 
cord injuries. 

He refers to his breakthrough as “phase one” 
in a long journey to get from the lab and 
into clinical use. The next step was when a 
team from Cambridge University’s Stem Cell 
Institute applied this concept to cure spinal 
injury in dogs. Then, in 2014, British/Polish 
researchers successfully treated a patient with 
chronic spinal injury and he regained motor 
and sensory function. 

GLOBAL LEADERS

The Griffith University pre-clinical trial is 
the next stage in the cutting-edge research in 
this area, positioning Queensland researchers 
as the global leaders in injury recovery medi-
cal research. Prof Mackay-Sim said the Grif-
fith team would prepare for the pre-clinical 
trial over the next few years by developing 
the cell cultures needed; looking for drug 
compounds that will stimulate their activi-
ties; engineering the nerve bridge; and work-
ing on rehabilitation for patients.

As well as spinal cord injury, Prof  
Mackay-Sim has focused on applying his 
research on nose cells to understand the bio-
logical causes of neurological diseases and 
trying to find drugs to treat those diseases. 
Specifically, Parkinson’s Disease, schizo-
phrenia, and hereditary spastic paraplegia. 
“We are actually going to be taking a drug for 

the rare neuro degenerative disease called heredi-

tary spastic paraplegia to clinical trial next year,” 
he said. “So in 10 years I am hoping that drug 

actually works in people and that it is improving 

their lives.”

Prof Mackay-Sim understands first-hand 
why it is so important to get new treatments 
from the lab to the patient as quickly as 
possible.

A few years ago the scientist was diagnosed 
with multiple myeloma and underwent his 
own stem cell transplant. “Being a stem cell 

researcher really helped me through this process, 

but the stem cells used in my treatment were stem 

cells from the body and not the same ones I work 

on,” he said. “I was certainly anxious about the 

treatment but my knowledge and discussions 

helped. It really hasn’t changed my view to my 

professional research.” 

While officially retired, Prof Mackay-Sim 
retains the title of Professor Emeritus, which 
means he still maintains a connection to 
Griffith University and the work he has pio-
neered for so many years. 

In light of the contribution he has made to 
medical research in the country throughout 
his career, he was named as Australian of the 
Year in 2017 and says he intends to use this 
position to promote science and stem educa-
tion to young children and their families.

“Our new jobs are going to come out of science and 

technology and our ethical debates about a lot of 

new technologies or the effect of climate change, 

they will all need some kind of basic science,” he 
said. “I think having a scientist as Australian of 

the Year is great because it really ups the street 

cred among school kids that science is cool and I’m 

really pleased that there are people relating to the 

science message.”

“Brisbane is a city where government, business and academia work in a  
unified approach to deliver conferences and events worthy of the world stage.”

Brisbane Lord Mayor Graham Quirk 

More on Brisbane as a convention 
destination 

www.choosebrisbane.com.au  

DESTINATIONS / AUSTRALIA 
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Associations  
Get More Choice  
in Brisbane
Brisbane Convention & Exhibition Centre (BCEC) has joined forces with 
Rydges Hotel South Bank opening up new opportunities for smaller 
and medium sized conferences wanting a convention centre experi-
ence but with the added convenience of a single point of contact for 
both accommodation and conference facilities.

This new partnership between the two brought about the South Bank 
Conferences initiative, offering associations a one stop shop approach. 
The high quality conference facilities and the newly revisited hotel ser-
vices will be combined with the security of the long experience of BCEC 
to provide both organisers and delegates greater choice and more 
options for the smaller and medium conference market.

BCEC General Manager, Bob O’Keeffe says: “Reflective of BCEC’s previ-
ous successful partnership model collaborating with business, the arts, 
education and research, this initiative is pivotal to developing innovative 
solutions targeting the specific conference needs of clients."

For more information 
southbankconferences.com

Meet the Boardroom team  
at IMEX Frankfurt 

15-17 May 2018

Stand G655
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The Brisbane Convention & Exhibition Centre in Brisbane,  
Australia is currently rated the World’s Best.

But what many people don’t realise is that the centre’s unique South Bank location is just as impressive as our venue.

• Cultural and entertainment precinct with galleries, performing arts and museums

• Famous for riverside views, swimming lagoons and parklands

• Countless bars, cafes and restaurants loved by locals and visitors alike

•  Direct airport access and located amongst multiple universities  
and research centres

Discover how Brisbane and South Bank will take your event to the next level. E:  sales@bcec.com.au

W: www.bcec.com.au

NEXT LEVEL LOCATION
NEXT LEVEL VENUE

Owned by South Bank Corporation. Proudly managed by AEG Ogden.
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VISIT AUSTRALIA.COM/BUSINESSEVENTS
AND DISCOVER WHY THERE’S NOTHING LIKE AUSTRALIA FOR BUSINESS EVENTS. 

Big landscapes 
Inspire big thinking
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