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Reading Paper Magazines
in the Digital Age

There has been a lot of research on this. But a definite consensus has yet to be reached. Studies have
indeed produced diverse results: if some concluded
that people read less comprehensively on screens
than on paper, others have found few significant
differences. The most recent surveys suggest that
although most people still prefer paper—especially
when reading intensively—attitudes are changing as
technology improves.
Now if we turn to experiments, polls and consumer
reports, it seems modern screens often prevent people from navigating long texts in a satisfying way,
thus inhibiting reading comprehension. Compared
with paper, screens may also seem to make it a little harder to remember what we read when we are

done. There is even a parallel line of research which
found that, whether they realize it or not, many people approach computers, tablets and smartphones
with a state of mind less conducive to learning than
the one they bring to paper.
Given the vision and the mission that we set for
Boardroom, and the constant focus on education
that goes along with it, we would not dare go digital. The issues and challenges you face as association
professionals are too important for them to be just
briefly read about on a tablet or a smartphone. We
believe you need time to process and reflect on the
information we give you.
A paper magazine provides you with two important
aspects of reading: serendipity and a sense of control.
You can flip to a previous section of an article when
you feel your understanding has been impaired; you
can quickly scan ahead on a whim; you can even
highlight with chemical ink, easily write note to
yourself in the margins as well as deform the paper
however you choose. With this edition’s main topic
– finance – being so multi-faceted, we invite you to
just do so!

Founder & Chief Editor
Let me add, Rémi, that we might even be considered as a slow journalism magazine, as it is all about « greater
depth, accuracy and perspective », to paraphrase the words of Matthew Lee, associate editor at Delayed Gratification. In this regard, we dare to say that our goal is to offer our readers articles that will inspire them because
of their constant relevance. We know that we are working in the right direction: our partner PCMA, who we
always like to reflect with, already wants to strenghten our relationship. More on this very soon.

Founder & Managing Partner
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It’s been an on-going debate. How exactly does the
technology we use to read change the way we read?
Does our understanding of what we read differ if
we read on screens or on paper? Or is reading on
screens relevant just to the younger generation? As
technology improves, new and more mobile ways of
reading see the light of day—but are we still reading
as attentively and thoroughly?

BOARDROOM
ADVISORY BOARD
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Boardroom aims to cover a wide spectrum of issues of interest to
European and international 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 – they will decide, for instance,
what the main theme of the June issue will be.

Silke Schlinnertz

Mohamed Mezghani

Giuseppe Marletta

Grégoire Pavillon

Head of Operations & Events,
Euroheat & Power

Deputy Secretary General, UITP :
Advancing Public Transport

Association Manager,
International Association of
Young Lawyers (AIJA)

Executive Director, European
Association for the Study of the
Liver (EASL)

Silke was appointed to the role
of Head of Operations in January 2014, having previously
occupied the position of Communications and Events Manager at Euroheat & Power. She
is in charge of the oversight and
management of the Euroheat &
Power office, events organisation and relations with Euroheat
& Power members and partners.
Silke joined Euroheat & Power
in March 2011 from Colloquium
Brussels, an international Events
agency. Silke possesses more
than 10 years of experience in
strategic marketing and event
organisation.

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 carried out several technical
assistance and training projects
in Africa and the Middle-East.
He established UITP Office
for the Middle-East and North
Africa in Dubai. Moreover, he
has been responsible for the
management of several events
in multiple locations worldwide
including the UITP World Congress and Exhibition.

Giuseppe is the Head of the
Secretariat, facilitating good
governance, supporting 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.
Giuseppe is a member of ESAE,
European Society of Association Executives, and ASAE,
American Society of Association
Executives.

Grégoire joined the non-forprofit sector over 10 years ago
when he started working for
a PCO in Geneva. He started
his professional career as a chef
and completed a Bachelor and
Masters Degree at the Ecole
Hôtelière in Lausanne. He also
holds a Master of Advanced
Studies in Non for profit Management. Grégoire is a member
of the EASL Governing Board
and volunteer at the position of
Secretary at the Swiss Foundation against Liver Cancer as well
as the Board of the AC Forum.
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Academy for Eating Disorders (AED)
Helping members make great decisions
Elissa Matulis Myers, Executive Director of the Academy for Eating Disorders, took
contact with us when she got the second issue of Boardroom. With all the nice
things she had to say about the content and the look of the magazine, which
we will humbly not express here, we could not but ask her how she relates to
the topics we deal with in Boardroom. Elissa explains here how the Academy
operates and what her life as an association executive is like.
08 \ BOARDROOM MAGAZINE

Interview Rémi Dévé

How did the Academy come about?
The Academy for Eating Disorders (AED) began in 1993 with a meeting organized by Craig Johnson, PhD, in Tulsa, Oklahoma. Thirty-three clinicians and researchers met to discuss concerns about the
deleterious effects of managed care and other insurance practices on
providing quality treatment for patients with eating disorders.
This group saw the need for an organization of eating disorders professionals that embodied excellence in education, treatment and research
that could advocate for patients with eating disorders, provide professional training and development and, in general, represent the field of
eating disorders. The AED was formed to meet these goals and today,
the AED includes over 1,600 professionals – physicians, psychiatrists,
psychologists, and academic researchers from 42 countries around the
world.
Our vision is truly global access to knowledge, research and best treatment practice for those suffering from eating disorders. Our mission is
to raise awareness of this serious disease, and to facilitate the sharing
of empirically based experience and research on how to diagnose and
treat eating disorders. A major focus of our work remains to provide
platforms for the exchange of scientific information between members,
but over the years we have recognized the need to share that insight
and knowledge with all front line health professionals – nutritionists,
dieticians, obstetricians, school nurses, and more!

It’s an academy - any special meaning to that?
By definition, an academy is “a society or institution of distinguished
scholars, artists, or scientists, that aims to promote and maintain standards in its particular field.” That describes AED perfectly. There are
quite a few associations around the world that represent local groups of
ED professionals; patients; patient’s families; related disciplines. AED
uniquely stands as the global home of the distinguished scholars and
practitioners in this field.

As an association executive director, what are your typical
days like?
As Executive Director, I am responsible for ensuring that the myriad of
administrative details of the Academy – conference registration, membership development, database, financial management; committee
support; conference abstract management, and so much more. I have
a small but mighty staff that ensures that we are supporting the AED
infrastructure. But equally important, I have the privilege of serving as
a “communications channel” for AED. I spend a significant portion of
every day listening to AED members and the communities they serve;
to our elected board members and our committee chairs. Listening to
regulatory and legislative officials who impact the work our members
do; listening to health insurance funders, leaders of other fields that
have overlapping interests – listening, and then, incorporating what I

hear into suggested strategic direction for the board, communicating a
synthesis of what I hear back to those audiences.
Like all associations, AED is a learning, growing, evolving community,
and I spend a lot of my time helping the leaders develop and prioritize
their strategic directions, and helping the committees and staff focus
their activity around those strategic priorities.
And, of course, it takes resources – human and fiscal – to keep “the
machine” running. I am constantly scanning the horizon for opportunities to increase the funds available to us through grants, sponsorships, and member fee-for-service activities, while at the same time
carefully controlling our expenditures to ensure we are getting the
most impact from resources.
We liberally offer scholarships and grants to support students and professionals from lower income underserved parts of the world. We are
working to put in place a “missionary” program where we will send
highly experienced and expert professionals from parts of the world
where ED is a recognized discipline – Europe, Australia, the United
States – to provide intensive week-long clinics for health care professionals in parts of the world where there is less ED expertise in the
medical community – villages in India, parts of Eastern Europe, Africa,
Latin America.

ASSOCIATION INTERVIEW
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Being an association executive is not so much
a job as it is a mission – to really make a difference
for the community you serve, you must be ready
to act when opportunities arise.
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YOUR NEXT CONGRESS VENUE

IN THE HEART OF EUROPE
At the foot of Belgium’s symbol building,
The Atomium
15 minutes from International Airport
Plenary room for up to 9.500 participants
Two auditoria (1.860 and 400 seats)
Many break out rooms
Large catering / reception / exhibition spaces
Event Hall and prestigious areas

www.brussels-expo.com/en/eventvenues

Can you tell us about the events you organize?
We have an annual conference, the International Conference on Eating Disorders. This year – our 24th anniversary – we meet in Prague
from June 7-10 for an intensive week of meetings, 73 workshops, and
seminars and poster presentations, a major keynote address, and four
general plenary sessions. We began last year to do simultaneous translation throughout the conference, and are exploring ways to create satellite conferences around the content offered.
The AED headquarters staff does most the management of the meeting
– from promotion, staging and registration to on-site management.
But when we are in a city – like Prague – where there isn’t a lot of local
expertise on the staff, we hire a local PCO to help us offer the delegates
the best that the city has to offer in between the hard work of the educational programming. For example, on the final night we are hosting
our closing event at St. Agnes Convent, the oldest Gothic building in
Bohemia. That exciting opportunity was suggested by our PCO.

The theme of this issue of Boardroom is Finance or How to
diversify your sources of revenue - in what way(s) do you
relate to that?
The average professional society derives about 30% of its revenue from
dues, about 40% from conferences and educational programs, 13%
from publications, and the remainder from fundraising, investments,
royalties, and grants. Keeping a balance in your revenue streams is critical to avoid a major disruption in one of the sources – an economic
downturn that temporarily hurts the ability of members to pay; the loss
of a major grant; a natural or political disaster that disrupts a meeting.
It’s also really important to build up a reserve – a hedge against the
unexpected revenue interruption that allows the association to keep
operating just when members need it most!

How do you see the future of the Academy?
I am optimistic about the growth of our global community – our
upcoming conference has delegates from more than 40 countries representing Western and Eastern Europe, Asia, Australia, North and South
America, and Africa. Currently 28 % of our members are from outside of the US. Technology is allowing us to communicate and deliver
services to our members throughout the world – monthly webinars,
publications, conferences – but there is still nothing like a real face-toface meeting, so we are exploring the development of smaller annual
regional conferences in addition to our major international one. And
as awareness of this devastating disease grows, we see increased opportunities to facilitate the provision of competent medical help in every
corner of the world. I also hope to see us expand our publishing activities beyond our International Journal on Eating Disorders, and our
quarterly Newsletter.

Any advice you’d like to give your association peers that are
reading this interview?
Being an association executive is not so much a job as it is a mission –
to really make a difference for the community you serve, you must be
ready to act when opportunities arise. With an international community, that means being ready literally 24-7.
When you are giving your all, working long hours, pouring your passion into the organization, it’s easy to forget that it’s not your association – it belongs to the members. You can lead, advise, coach, persuade,
but ultimately, your first and foremost job is to help your members
make great decisions, and then support them in the execution of their
ideas. You are not likely to get rich in this profession – unless you count
your riches be measuring your contribution to your community and
the world – and if so, the rewards can be enormous.
And I might add that whatever your personal politics might be, as executives of global associations we have to fight to preserve the ability of
our members around the world to participate in a free exchange of
experience and expertise, unencumbered by borders, visa restrictions,
or other barriers.

ASSOCIATION INTERVIEW
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I would be remiss if I didn’t include in this description a brief word
on why the treatment of ED is important. It’s an equal-opportunity
disease that affects 6-8% of the world population – individuals of every
age, every gender, every economic segment. And Eating Disorders
have the highest mortality rate of any mental illness. 20% of people suffering from anorexia will prematurely die from complications
related to their eating disorder, including suicide and heart problems.

12 \ BOARDROOM MAGAZINE

HOW TO DIVERSIFY YOUR REVENUE STREAMS
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Meeting members’ needs and their organization’s financial stability:
this is what many association leaders are always working on,
especially at times when the economy seems to be quite volatile.
Well-managed, private companies are constantly expanding their
product offerings, adding sales and marketing infrastructure, and
looking for ways to increase revenue from existing sources, while
at the same time seeking new customers. It is safe to say that
associations have to think the same way.
Words Rémi Dévé

By definition, associations earn most of their
revenues from yearly membership fees and
from services sold to members, starting with
congresses, seminars and other events. In
other words, the budget of an association
depends heavily, not to say exclusively, on
members. Therefore, it is preferable to diversify
alternative sources of revenues.
Membership dues are well and good, but
sometimes they aren’t enough. It’s impossible
to get things done without alternative association revenue sources - the ongoing financial
health of your organization is at stake. Our
partner PCMA has, for instance, a 7,000-member base, but they reach an audience of 50,000
– they call them their ‘customers’ – with their
events. Few non-profit organizations live off
the interest of a large endowment or have
guaranteed sustainable multiyear revenues

from any source. Thus, diversifying revenue
streams is all about reducing risk and making
your organisation durable. Medical associations, with their specific regulations and need
for compliance, are a particular case.
Of course, it can depend on how stable or how
diversified your sector is. If you rely on membership fees and if all your companies are solar
panel manufacturers and that there is a crisis,
then you are at risk as they may cancel their
membership. Carlos Lee, Director General of
the European Photonics Industry Consortium
(EPIC), argues : « It depends on how crucial it is
to be a member of the association, and, in some
cases, to be honest, it’s really not a priority. At
EPIC, our association is so broad in applications
(medical, communication, energy, manufacturing) and we have so many members (300
across 30 countries) that it’s highly unlikely, if we

continue to do a good job, that they would all
suddenly cancel. Nevertheless, I try to increase
revenue from European funded projects, sponsorship, and events. But I would like 60-80% of
revenue to always be from membership so that
we keep focusing on delivering value to our
members. »
Mohamed Mezghani, Deputy Secretary General, International Association of Public Transport (UITP), puts it like this: « Associations must
be sustainable. In this regard, they have to challenge the status quo and find new approaches
to make their life more comfortable. Associations can suffer from competition of other associations targeting the same members or other
organisations developing similar services (e.g.
event organisers). Therefore, it is important that
they innovate, create new services, strengthen
relationships with members, become more

HOW TO DIVERSIFY YOUR REVENUE STREAMS
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Few non-profit organizations live off the interest of a large
endowment or have guaranteed sustainable multiyear
revenues from any source. Diversifying revenue streams is all
about reducing risk and making your organisation durable.

efficient, etc. Adapting their business model is
part of the approach. First, it means optimising the operating expenses by becoming more
productive and improving the allocation of
internal resources. Then, it’s about diversifying
revenues streams beyond membership-based
incomes. The main difference with commercial
businesses is that associations pursue clear
missions and any new activities must comply
with these missions which are the raison d’être
of the association. »
If relying solely on membership dues to grow
an organization will have limited impact, an
organization that identifies creative ways
to change its business model will often be
rewarded with a significant impact on their
bottom line. According to Alexandra Snelgrove,
Senior Director, Social Impact at LIFT Philanthropy Partners, in Growing Associations
Through Non-Dues Revenue, « one strategy
currently being used by an increasing number
of associations is non-dues revenue. Non-dues
revenue, or NDR, is any revenue generated by an
association from a source other than membership fees. Non-dues revenue activities encompass a broad variety of products and services,
ranging from training to accreditation to sponsorship and advertising. »
There are actually a lot of case studies of innovative non-dues revenue to be found the world
over. For instance, a shared services program

was developed by the North Carolina Bar Association: in addition to leasing space to legal
professionals, the association sells back-office services such as IT, human resources,
and accounting. As for the British Association
of Dermatologists, they maintain a Clinical
Advisory Unit to support their members on a
number of issues, including service issues and
changes on National Health Service reforms.
Social media can also provide opportunities.
The Society of Corporate Compliance and Ethics and the Health Care Compliance Association, for example, have set up a social network
for their members that provides information
sharing and network opportunities - the associations earn money from advertisements on
that very network.
Sponsorship in general is also an option. But
it can be looked for beyond the traditional
framework. It can be about seeking financial
support from partners with whom an association shares the same values. In that particular
case, it could even take the form of a long-term
partnership. As Frédéric Destrebecq, Executive
Director of the European Brain Council, argues:
« It all comes down to strategic repositioning of
your organisation, sometimes even a refocus of
its strategic mission – why are you in business
originally? By asking yourself that question, you
can find partners outside your traditional realm

maybe but that might advocate similar missions and have the same vision as you. »
As Kai Troll, Head of Development, International Sport and Culture Association, observed
at the European Association Summit in Brussels in May, it’s all about building sustainable
funding models, sometimes based on partnerships that make you independent from specific
industries and enable you to invest in mission
driven projects and initiatives. And the more
pillars your funding model will have, the more
sustainable in the long term your association
will be.
But as Alexandra Snelgrove observes: « A common myth is that non-dues revenue is just about
increasing revenue and diversifying income
sources. However, successful non-dues revenue activities are those that create additional
benefits for members. It’s not just about adding
value for the organizations; it’s also about adding value for members. » And as Silke Schlinnertz, Head of Operations & Events, Euroheat &
Power, says: « If association leaders must think
like businessmen, the end result of their efforts
differ. Most of us work for not-for-profit organizations but they are also not-for-loss: in comparison to a company, all is fine if we make zero
profit at the end of the year. Associations don’t
redistribute profits to shareholders. Any financial surplus will actually benefit your members »

2
1
UITP’S PEER REVIEW

It is a service by which a member
benefits from the expertise and
know-how of other members
having experienced similar situations or projects. The role of
the association is to mobilise the
resources and expertise and put
it at the disposal of the member.
One of UITP’s important products
in the race for diversification are
also third-party funded projects.

TAILOR-MADE SERVICES
TO YOUR MEMBERS

In a service-driven society, some
members can expect the same
from the association they belong
to. Provide them with a range of
personalised and/or purchasable
services they can choose from.
For instance, at a congress, give
them the possibility to attend only
this or that session, to attend this
or that part of the exhibition. But
as Silke Schlinnertz points out,
« This requires a lot of thinking and
analysis beforehands and then
a lot of logistics on the ground.
Revenue diversification requires a
long-term strategy that includes
planning, ongoing cultivation and
plenty of patience. Make sure your
board and leadership understand
the importance of this. »

3
ENGAGE YOUR MEMBERS
OR POTENTIAL MEMBERS BY
PROVIDING A CAREER CENTRE

At your career centre, you not
only offer job openings in your
supported industry, but you also
provide industry news, articles,
blog posts, educational videos,
and more. Taking this approach,
you’re more likely to draw in
potential association members,
and you can even charge for premium content, thereby generating additional revenue.

HOW TO DIVERSIFY YOUR REVENUE STREAMS
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3 Creative Ways to Diversify
Your Revenue Portfolio

How One-of-a-Kind
Experiences Can Leverage
Sponsorships
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For some organizations, sponsorship activation at face-to-face meetings
can feel like a real snooze: Hang a banner with a logo, and hope attendees
remember the name. But that’s changing, the Convene editors write, as
companies find ways to create custom experiences at live events that help
them stand out from the crowd.

The online mattress company, Casper
encouraged actual snoozing at Airbnb Open,
held in Los Angeles last November. Attendees
scheduled nap time in the “Snooze Room,” a
traveling double-wide storage unit outfitted
with two beds, along with oversized alarm
clocks and curtains to block out the California sun. While the area was ideal for the festival — Airbnb hosts can receive a discount
on a new Casper mattress and bedding — any
kind of face-to-face event could use a Snooze
Room to help sleep-deprived attendees rest
and recharge.
Casper also created a memorable live experience at the 2017 South by Southwest Festival
(SXSW) in Austin, Texas, an event where
attendees can easily get overwhelmed with
marketing messages. Each year, brands ranging technology to alcohol companies take
over downtown Austin, offering invitations
to attendees to don virtual-reality goggles,
have their fortunes told, take cycling classes,
and more.
Casper stood out in this crowded field by
partnering with the mobile app One:Night,

Casper and One:Night offered some SXSW
attendees rooms at the historic Austin Motel
for just $99 per night from March 10–14. It’s
notoriously challenging to find reasonably
priced hotel rooms during SXSW, so $99
was a steal. Guests slept on — you guessed it
— Casper mattresses, but they also received
some extra perks: a Tesla car and driver to
chauffer any trips while they were in town,
and an invitation to a special evening curated
by organizers of the Future of StoryTelling
conference. When guests were ready to call
it a night, they could request a bedtime story,
read by “a real-life mom.”
The Austin Motel is not a big property, so
what about all those attendees who were too
late to secure the $99 deal? One:Night and
Casper also offered free 45-minute appointments in “Refresh Rooms” that gave people
opportunities to take a nap and a shower
— both of which are necessities during long
days of moving between sessions, parties, and
showcases.
As event organizers look for opportunities to
help their sponsors create more meaningful
connections with attendees, the activation
offers a valuable lesson in being different.
Many sponsors at SXSW look for ways to
be louder than their competitors. They want
to get more people to their stage or party, so
they offer more bands, more drinks, more of
basically everything. One:Night and Casper
are checking the party off the to-do list for
brands at SXSW with an opening night kickoff with a free bar, virtual-reality installations,
and a DJ set, but otherwise, the partnership
offers SXSW attendees a rare combination
during the festival: peace and quiet.

Peace and quiet are, of course, not the only
thing that attendees crave at conferences —
they are also looking for experiences tailored
to their own tastes. At SXSW Interactive last
year, IBM, working with George P. Johnson
Experience Marketing Agency (GPJ created an immersive environment inside the
5,000-square-foot steakhouse a block away
from the Austin Convention Center. For
five days, it was renamed the IBM Cognitive Lab, a place where visitors could interact with robots and technology driven by
IBM's supercomputer, Watson, in a variety
of micro-environments that specifically did
not include demos or presentations.
The buildout of the space took a full week,
and was designed to guide attendees on a
personalized journey that began with the five
questions they were asked upon arrival about
their preferences and current mood. The
resulting data was then encoded in an RFID
tag, which visitors could tap at various points
in the lab to initiate personalized experiences — virtual-reality spinning, a live-action
mural, personalized tacos created by "Chef
Watson," and the buzziest experience of all,
drinks at the Cognitive Cocktail Bar.
There, bartenders with tablets would read
the RFID data encoded in a guest's wristband
and then choose one of 15 mixed drinks,
based their customer's preferences, mood,
and energy level. For instance, if a visitor had
reported that they felt "beachy" upon arrival,
they would be given a refreshing, fruity
drink. "We wanted them to come through and feel
like they interacted with Watson in a significant
way,” Benhalim said.
The night before the IBM Cognitive Lab
opened, Ishraq "Ish" Benhalim, director of
content creation for GPJ, was worried that
SXSW attendees might not show up to the

lab. As it turned out, the IBM Cognitive Lab
became one of the three most-trending places
on social media during SXSW 2016, and the
line to get in grew longer each day. The bartenders were slammed: the Cognitive Cocktail Bar served 6,497 drinks over five days. In
fact, the bar's popularity threatened to bankrupt the experiment early, so Benhalim and
her team adjusted the API in real time to “tap
people out” at two drinks over the course of
the festival.
All told, 8,514 tag- and sensor-laden registrants were able to experience Chef Watson's
tacos, games of "Rock, Paper, Scissors" with a
robot named Marvin, mind-controlled BB-8
droids, developer games, and personalized
cocktails inside the steakhouse-slash-lab.
The event showed how personality insights,
predictive analytics, sensors, and the Internet
of Things can drive an unforgettable event.
For Benhalim, it was also an example of how
data can be used wisely to drive experiences,
rather than just sales or marketing. "When you
set up these types of engagements, you cannot just
take, take, take, from your audience," she said.

One of the main areas of Boardroom is Education. We are happy
to confirm that the collaboration
with CONVENE, the PCMA magazine, is going smoothly and about
to be strengthened even. Stay put
for more news soon! CONVENE is
largely distributed in the North
America and Boardroom all over
Europe.

HOW TO DIVERSIFY YOUR REVENUE STREAMS
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which helps travelers find last-minute hotel
rooms, to create an unlikely combination: a
bed and a bedtime story.

Creative Membership and
Sponsorship Structures
Associations are changing. Traditional models formerly used to grow
membership in associations have become obsolete. Attracting professionals
to become a member means more than just having them fill out forms, pay
an annual membership fee and receive a monthly journal.
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Words Patrizia Semprebene Buongiorno, AIM Group International

Transformation in the world today is coming from all directions, we
are looking at disruption in many sectors, from the effects of the sharing economy to the far-reaching changes in technologies. No business
or organisation will be exempt. In this fast and ever changing environment, associations will need to redefine “membership” if they want to
be competitive and shift from a closed membership model to an open
professional community.

and programmes offered, they are no less a member and feel part of the
community. This model summarises members' behaviour in a phrase,
"levels of engagement". Associations who have adopted new membership structures say they did it not only from necessity but to make them
more relevant and valuable. This process is not implemented over
night. It takes time but by offering new options they provide flexibility
and stay competitive in an increasingly tight market.

More and more we see associations making an effort to be more relevant to their members. The value of associations is today defined more
by the stakeholder than by the organisation. This is the reason associations are now offering “levels” of membership, a kind of à la carte
option that serves different needs varying from full service to being
able to pick and choose those products/services they need. The menu
list is long and includes congress participation, traditional training,
certification, participation at special members’ interest groups, digital
membership, on-line education, and more. This catalogue of options
allows each member to play their role within the association according
to time, money, interests and professional age. The golden rule of any
association is to understand what your members need and how to meet
those needs.

The same approach must be taken with association sponsors and corporate partners by offering customised corporate services aligned with
the company’s needs. Sponsorships can introduce new audiences to
your organisation, particularly if you choose your sponsorship partners carefully. While traditional packages have value, there are ways
to creatively add value. And if we think of the opportunities of the
sharing economy and technology, changes mean more opportunities
for new types of sponsors.

Some may be interested in becoming directly involved in governance
while others will pick and choose their activities. Yes, the core of the
association remains those all-important full voting members, who pay
for the full package of services and contribute to strategies and leadership. While the others may choose to benefit from selected services

For example, we can work jointly with sponsors for digital marketing
opportunities, developing illuminated smart walls, more social media
interaction, game lounges to facilitate networking, mindful community building and the creative development of matching opportunities. We have evolved from the days when sponsors and event hosts
were content to plaster logos on advertising and banners. Certainly,
signage is still very important – the second largest sponsor “wants”
branded items according to one survey – but experiential marketing
and expanding digital platforms are increasingly providing a more
innovative approach.

Both corporate brands and PCOs are getting creative by elevating a
sponsors’ return on investment and building truly symbiotic, long-lasting partnerships. They are increasing sponsors’ engagement by working to optimise interaction with attendees even before the event begins
and right through event registration. This can take the form of a contest to show how sponsors back a winner. Awards and competitions
can be the highest profile features of an annual event, generating the
most excitement, and providing long-term returns through media
coverage.
Another creative practice is to allow sponsors direct access to attendees. It could be a product launch, and opportunity to collect data on
attendees or times for a face-to-face encounter, interactive connection
is of considerable value to all concerned. Sponsors love exclusivity. If
the association's values are aligned with this strategy, proposing collaborations that extend beyond an annual event will offer long-term
investments.
And, sponsors love the younger generation. They will be the members
and leaders of tomorrow’s association. More and more we can assist
by providing specific programmes within the association congress that
are dedicated to younger participants like designating younger member meeting corners, collecting their ideas, and sponsoring contests,
awards, and specific training/sessions.

sponsorships. Remember, the association should understand what
their members need and how to meet those needs.
In conclusion, both creative membership structures and relationships
with sponsors can provide revenue sources that open up the world for
everyone. By doing so, we can create excellent opportunities to pull
more members into events, to ensure financial success and to attract
corporate revenue to the association. Take the challenge and start
thinking differently about what it means to be a member of a community of professionals; think more broadly about how technology can
add value. New strategies for growth are how we stay vibrant and alive
with the 21st century.

Patrizia Semprebene Buongiorno is Vice President of AIM Group International. AIM
Group, an IAPCO member, is one of the world leaders in the organisation of events
and conferences. IAPCO represents 117 professional organisers, meeting planners and
managers of international and national congresses, conventions and special events,
from 41 countries.
info@iapco.org \ www.iapco.org

Come up with your own unique suggestions to make sure the
organization’s goals and values are represented through any offered
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Both creative membership structures and relationships
with sponsors can provide revenue sources that open
up the world for everyone.

Centres and Association
Partnerships in Washington DC

Words Greg O’Dell, President and CEO, Walter E. Washington Convention Center and Events DC

© MAX OSTROZHINSKIY
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Both centres and event organizers have a shared stake in a successful
outcome for any given event since whatever satisfies attendees is the best
guarantee for future participation. Working together – using a centre’s unique
knowledge of what works best in their facilities combined with the organizers
in-depth understanding of what their delegates most want and need – is
the best way to achieve this, but requires a commitment by both parties to
cooperation and keeping an open mind to a range of possibilities.

ENHANCING THE ATTENDEE
EXPERIENCE IN DC

The Center has partnered with the Restaurant Association of Metropolitan Washington (RAMW) since 2012. RAMW uses
our annual investment to enhance its local
marketing spending and to develop select
national promotions showcasing District restaurants and the District’s growing culinary
experiences to national media, entrepreneurs
and event organizers.
RAMW creates customized marketing campaigns for citywide and major Center events
and promotes these events to its member restaurants, encouraging them to offer event-related discounts, incentive and welcoming
opportunities. This gives event patrons a
wider selection of restaurant options. This
is a member benefit for RAMW members,
driving thousands of new patrons looking for
memorable dining experiences to restaurants
throughout the city each week. The promotions particularly benefit newer, smaller restaurants with limited promotional budgets.
RAMW also provides the Center with
enhanced client hospitality opportunities
during quarterly Chef’s Table food showcase
events.
The Center hosts RAMW’s annual awards
gala to showcase our venue and food offerings to the restaurant community; Events DC
is designated as the gala’s primary sponsor.
RAMW’s promotion of the District as a significant culinary destination creates a unique
value proposition for leisure, business and

convention travelers, as well as increasing
the city’s appeal to tour operators, business
developers and event organizers. It also significantly expands its member restaurants’
customer base at no additional marketing
cost to its members through advance alerts
of the convention business opportunities,
creating a significant and valuable member
benefit.
GROWING THE AUTO SHOW’S IMPACT
IN DC

With the Center growing its citywide convention and trade show business to fill hotels’
mid-winter need periods, it had become
increasingly challenging to host a building-wide event over consistent dates during
the winter season. This was the case until the
Center repositioned the Washington Area
New Car Dealer Association’s (WANADA)
Washington Auto Show dates for early
2012, repositioning the show dates from the
December-January dates it had held since
1983 to early February.
Prior to the partnership, the Auto Show was
perceived strictly as a gate show without
consistent or reliable tracking of its impact
on hotel room nights or restaurant visits.
Additionally, the Auto Show faced challenges
to grow the auto manufacturers’ participation without a consistent show schedule that
accommodated the transfer of major exhibits
around established major United States auto
show dates.
The partnership has resulted in the following
changes to the basic Auto Show package:
¬¬ An enhanced pre-show program, in
cooperation with the Society of Automotive
Engineers, that present technical product
development and legislative tracks for dealers, as well as for Congressional and federal
government attendees looking to meet with
manufacturers’ representatives.
¬¬ An expanded preview night program
featuring luxury and lifestyle vehicles geared
towards high-end buyers.

¬¬ The Auto Show has engaged a thirdparty housing vendor to coordinate and
manage all show-related lodging, credibly
establishing the Auto Show’s value to the
local hotel community.
For its part WANADA has assisted the Center
to refine its Auto Show crowd management
program to allow 100% screening of all bags
brought into the facility through three main
show entrances; significantly improve queue
management, so that guests may quickly be
brought into the building; improve ticket
sales processing through enabled card readers
and scanners with the majority of ticket sales
driven online rather than on-site.
These optimizations have contributed to
the growth of the Auto Show, which brings
thousands of regional guests downtown and
generates significant and consistent operating revenue for the Convention Center.
Simultaneously, the Auto Show demonstrates its benefits to the local hospitality
community and increase sits value to buyers
in new markets and member dealers with the
new show programs.
With these and other event and marketing partnerships with local organizations,
the Center builds revenue opportunities by
enhancing the overall event experience, creating a successful and sustainable model for
the future.

In addition to his role as AIPC Board Member,
Greg O’Dell is President and CEO at Walter E.
Washington Convention Center and Events DC.
AIPC, the International Association of Convention
Centres, represents a global network of over 180
leading centres in 57 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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I can best illustrate this via a specific example
drawn from our own experiences at Events
DC, which hosts hundreds of events annually in its venues, including the Walter E.
Washington Convention Center. Over the
years, the Center has established itself as a
strong partner and resource for associations
looking to increase attendance and enhance
the overall event experience in Washington,
DC – all while building innovative revenue
opportunities.
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Association Salary Survey
A Report
Operating in Brussels for more than 10 years placing many candidates in
public affairs, communication and association leadership positions,
Ellwood Atfield has launched a new 28-page report on remuneration within
European associations. Through regular contacts with clients and candidates
they have amassed considerable data on compensation packages in
Brussels, across sectors and seniority levels. The core of this salary report
is based on an in-depth survey we finalized in 2017 of over 200 senior
association secretariat staff.
Words Mark Dober, Senior Director, Ellwood Atfield

HOW HAPPY ARE YOU IN YOUR CURRENT ROLE
AT YOUR EUROPEAN ASSOCIATION?
Very happy
28%
Happy
44%
Ok
25%
Unhappy
3%
Very Unhappy
0%

EU-focused associations are big business.
According to the Federation of European
and International Associations (FAIB) there
are 2,265 associations based in and around
Brussels, which have a total estimated annual
income of €2.9 billion, and employ 13,400
people. These include professional associations representing specific professions;
important Non-Governmental Organisations; and some 1,600 European trade associations representing business sectors.
The key finding of our previous remuneration analysis was that salaries in Brussels vary
enormously. Again we found this to be the
case with associations, across all levels of seniority. There are a number of new elements
presented here, including job satisfaction.
Notably, according to our 2017 study of senior staff in Brussels-based European associations, almost three-quarters reported being
happy or very happy in their jobs. There
are many reasons and interesting personal

Overall European association salaries are
considerably higher than those found in the
general Belgian economy, reflecting the premium paid for European affairs positions,
which attract high calibre staff from around
the European Union. Although association
staff are relatively well paid they are also
highly taxed; data from the Organisation for
Economic Co-operation and Development
shows that Belgium has the highest income
taxes in the developed world. Belgian taxation partly explains why associations do not
tend to have a strong bonus culture. According to our research almost half of secretariat
staff receive no bonus whatsoever, and only
about 15% receive more than a 10% annual
bonus. However, there are a number of perks
and benefits available to association staff in
Belgium, which are less common elsewhere.
For instance, cars In Belgium with the free
use of fuel are fairly common for senior
staff due to their relatively favourable tax
treatment.
While some Brussels Director General (DG)
salaries may seem high, they are not the highest in the world. On a recent visit to meet
our Washington DC headhunter associates
at Lochlin Partners we discovered that the
average DG/CEO of a US trade association
earns in excess of US $650,000. Indeed, the
US Chamber of Commerce CEO earns more
than US $6 million in base salary and bonus
per year. DGs can also earn very high salaries in other European jurisdictions where
we operate especially when running international associations in Geneva. In the UK,
Ellwood Atfield recently partnered with the
Trade Association Forum to survey salaries
from 102 trade associations that together
employ 1,530 staff. According to the research
UK DGs typically earn £73,000 to £124,000

ANNUAL BONUS AS % OF GROSS ANNUAL SALARY
0%
49%
1% - 3%
15%
4% - 7%
10%
8% - 11%
13%
12% - 15%
6%

25 \ J U LY 2017

examples behind this data. In our one-to-one
interviews we do find tremendous satisfaction amongst association leaders which is
often explained by a strong sense of freedom
to operate, and long term thinking, especially
compared to corporate environments.

16% - 18%
1%
19% - 22%
3%
More than 23%
3%

with a number earning up to £332,000 per
annum excluding bonus. The detailed report
is available on request.
ASSOCIATION LEADERS

Whether salaried or independent the DG of
a European association statistically speaking
on average earns €144,550 income per year.
Around one-quarter of DGs are employed as
independent contractors, with the rest operating as salaried employees of the association.

Although around half of independent DGs
earn €120,000 up to €210,000, over 40%
of Independent DGs we surveyed earn
€210,000 – €350,000 per annum, with a
fortunate few earning more than €350,000.
Of the salaried employee DGs, just over a
quarter earn less than €100,000, almost 40%
earn €100,000 – €160,000, and just over 30%
earn €160,000 to €300,000 with only a very
few earning higher amounts. Salaried DGs
enjoy the highest amounts of benefits with
the majority having meal vouchers, group

HOW TO DIVERSIFY YOUR REVENUE STREAMS

pension plans, smartphones, private healthcare, car leases and petrol cards.
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According to our research, the majority of
heads of policy or public affairs in trade associations are highly experienced, with almost
70% having between 10 and 20 years’ work
experience since leaving university. Around
85% are salaried employees and 15% are
self-employed. Almost two-thirds of Heads
of Policy earn under €100,000, while only
around one-fifth earn €120,000 to €200,000,
with a fortunate few earning higher amounts
normally as independents.
According to our research, 85% of policy
officers in trade associations have less than
10 years’ work experience, and nearly all are
salaried employees. The vast majority of policy officers or public affairs managers earn
less than €80,000 per annum. The average
salary for this category is around €45,000
with around 40% earning less than €40,000
per annum.

PERKS AND BENEFITS OF EUROPEAN
ASSOCIATION STAFF
Meal Vouchers (cheque repas)
81%
Group pension plan paid for by the association
72%
Smartphone paid for by your employer
68%
Mobile phone bill paid fully
66%
Private healthcare plan paid by association (E.G DKV)
60%
Public transport allowance
43%

COMMUNICATION ROLES

Interestingly, around two-thirds of heads of
communications are women, and the majority are highly experienced with over 15 years’
of work experience. Around 70% earn less
than €100,000 as a gross salary, and only 20%
earn more than €120,000.

Car lease paid by your association

Communication managers are less experienced, with around three quarters having
less than 14 years’ of experience. Salaries are
much lower, with the vast majority earning
less than €70,000 per annum. The overall
average salary for communications managers
is around €55,000.

Petrol card

In our experience, money is only one part of
overall job satisfaction, it is also about having positive colleagues and bosses, work/life
balance, job autonomy, career development
opportunities, job security, and possibly even
a higher purpose to what you do. European
association jobs typically tick many of these
boxes.

38%
Eco Vouchers
38%

32%
Representation allowance of €151 - €300 per month
21%
Representation allowance (I.E. lump sum exempt from taxes)
of less than €150 per month
19%
Representation allowance of more then €300 per month
9%

Is Finance Culturally Neutral?
When you’re in business like you and me, money and finance are intertwined.
But how different cultures look at money and finance, what they do with it,
what they are willing to do to get more of it etc. is not culturally neutral.

The topics surrounding this issue of Boardroom are related to finance, but also a lot to
innovation and partnership, which, in turn
and more often than not, are also related to
cultural differences.
You might have heard of the quote “Innovate
or Die”. This somewhat Darwinistic approach
to business says the one who survives is the
one who innovates the best and the earliest.
Innovation as such is not culturally neutral.
It is closely related to the fourth primary
dimension of culture called ‘predictability’.
To simplify, predictability expresses the need
for rules, structure, formality, and also the
amount of innovation in a society. There are
high and low scoring cultures on this dimension. To give some examples:
¬¬ Belgium: 89
¬¬ Germany: 69
¬¬ Netherlands: 50
¬¬ United States: 46
¬¬ China: 25
Any score with a difference of 10 points
or more would be considered significant.
Something you would notice and experience
as being different. But what is the link to
finance?
Again: it all has to do with innovation.
High(er) scoring countries, like Belgium and
Germany in this example, will not adopt new
things, new innovations as fast as low(er)
scoring countries. An example of this is the
adaptation of social media as a means to communicate with members and clients. Belgium

has been lagging the Netherlands by about 3
to 5 years when it comes to mainstream social
media integration.
I’m not saying that high scoring countries
can’t innovate. It’s just that testing and adoption of innovative concepts is something that
is often better done in low(er) scoring countries than in high(er) scoring countries.
Partnerships, which are engaged in to make
one party win and to make the other party
win, are not culturally neutral either. Consider these two possibilities:
¬¬ Transaction-based partnerships
¬¬ Relation-based partnerships
Transaction-based partnerships are found
in individualistic cultures, or cultures where
one is more loyal to oneself rather than to the
group or the partnership. On the other side
of the spectrum is the relation-based partnership which is a close expression of more
collectivistic cultures.
With this explanation, we’re looking at the
cultural dimension ’loyalty’. Examples of
high, individualistic cultures are:

Here again, anything more than 10 points
difference is significant. In other words, Chinese are much more relationship-oriented
than task or transaction oriented compared
to the US. What does this mean for you when
it comes to partnering up? Well, higher scoring countries will focus more on the transaction that is on the negotiation table then they
would invest in relationship building. The
other way around for Brazil and China.
However, if you’re an American organization
and you’re looking for a partner in Brazil, it
makes sense to go for the long term. This
means you will benefit from investing in the
relationship which, in the long run, will yield
to a win-win business success for both of you.
I had to become a bit technical in this article.
I think it is better to give you some context
than simply tell you how it is. This doesn’t
mean that what I wrote here will always
work. But in most cases, it will. Hopefully it
has given you some food for thought when
you’re looking at the financial position of
your organization and how to best approach
this in the future.

¬¬ USA: 90
¬¬ Netherlands: 81
¬¬ Belgium: 77
¬¬ Germany: 67
Examples of low(er) scoring countries are:
¬¬ India: 48
¬¬ Brazil: 38

Want to better understand different cultures and
learn how to work with them? Get in touch with
Chris at culturematters.com or write hil an email
at chris.smit@culturematters.com.

¬¬ China: 28
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Words Chris Smit
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FIRST ANNOUNCEMENT
With an increasing number of international associations
showing interest in the growth opportunities in the United
Arab Emirates and the wider Middle East, we are proud to
announce the inaugural Dubai Association Conference
taking place 11th – 12th December 2017 at the
Dubai World Trade Centre.
Under the theme of ‘Building a Community’ the conference
is a platform to gain insights from international and regional
experts on the latest trends in areas such as membership,
online communities, restructuring education, volunteerism and
governance, and to network with like-minded professionals.
In association with:

The event is organised by the Dubai Association Centre –
a joint initiative of the Dubai Chamber of Commerce and
Industry, in collaboration with the Dubai Department of Tourism
and Commerce Marketing and Dubai World Trade Centre.
The conference welcomes professionals from regional and
international associations, government representatives,
university faculties and students as well as other professionals
with an interest in developing associations.
To find out more and register:
www.dubaiassociationconference.com

What to Expect From Dubai
Association Conference
Held 11-12 December 2017, at the Dubai World Trade Centre, the Dubai
Association Conference, the first of its kind in the region, aims to reinforce the
crucial role associations play in Dubai’s socio-economic development and its
transition to a knowledge-based economy.

Under the theme of ‘Building a Community’, the Dubai Association Conference is
designed to cater to an increasing number
of associations that are looking to expand
within the Middle East, and the growing
industries across disciplines from technology and healthcare to education and finance.
This will be achieved by connecting industry professionals, facilitating discussions and
networking and knowledge sharing, as international and regional experts will touch upon
the latest trends in areas such as membership,
online communities, restructuring education,
volunteerism and governance, among others.
Over the course of two days, the conference
will go beyond traditional methods of education to focus largely on collaboration and
engagement within key industries across the
region. It will also facilitate engaging and
thought-provoking sessions that offer an
exclusive opportunity for key opinion leaders and association executives to engage in
discussions aimed to explore and nurturing
new partnerships and relevant opportunities
arising between associations, government,

academia, and the private sector. The event’s
strategic partners will include PCMA, ASAE,
ICCA, The Global Association Hubs Partnership and MCI.
Issam Kazim, Chief Executive Officer of
Dubai Corporation for Tourism and Commerce Marketing (DCTCM), said: “It is undeniable that trade and professional associations
play a key role in driving social integration,
competitiveness, and knowledge sharing, and
therefore support in the development of a knowledge economy. As associations look to expand
their footprint around the world, our aim is for
Dubai to be at the top of their list. We are confident that the Dubai Association Conference will
greatly support our efforts in welcoming more
associations to Dubai, offering an opportunity
to experience first-hand the emirate’s innovative
and cutting-edge knowledge and expertise that is
available for each to tap into.”
Hassan Al Hashemi, Member of the Executive Committee of DAC and Vice President
of International Relations, Dubai Chamber,
continued: “The Conference will strengthen
the emirate’s position as the leading centre for

professional associations in the Middle East and
North Africa region. It will serve as an ideal platform for attracting associations from around the
world to Dubai, which will ultimately improve
the competitiveness of its business community,
and contribute toward the emirate’s transition to
a knowledge-based economy.”
Associations looking to the Middle-East can
be registered at the Dubai Association Centre
(DAC), which has already achieved considerable progress since it was launched. Established in response to the surge in the demand
for association engagement in the UAE and
the Middle East, the DAC offers assistance
for the establishment of non-profit, apolitical, and non-religious professional associations and trade bodies in the Emirate of
Dubai. Its main objective is to become a platform for dialogue and education for associations interested in exploring opportunities
in the Middle East Region and to ultimately
contribute to building an association community that drives the knowledge economy
in the United Arab Emirates and the wider
Arabian Peninsula.
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Words Rémi Dévé

Stronger Together
5th PCAAE Associations Summit
Supported by Boardroom, the Philippine Council of Associations
and Association Executives (PCAAE) will hold its 5th Associations Summit
(AS5) at the Philippine International Convention Center (PICC) in Manila
on November 22-23, 2017.
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Words Octavio ‘Bobby’ Peralta, CEO & Founder, PCAAE

The Associations Summit organized by
the Philippine Council of Associations and
Association Executives, an annual learning,
networking and B2B gathering for associations and other membership organizations,
started in November 2013 and has since been
the “must attend” event for association board
members, executives, and professionals. It is
the only convention in the Philippines that
provides delegates with association-focused
practical educational tracks, unique meetand-greet sessions, and business cooperation opportunities, all amidst a friendly and
engaging environment.
This year, PCAAE adopted the theme,
Stronger Together, to highlight the role
of associations in nation-building and to
emphasize that by working together, associations can have a more meaningful and lasting
impact on the national economy as well as on
strengthening capacities at the community
and personal levels.
The AS5 is expected to draw more than 200
association professionals from the country

and abroad. The two-day summit will feature local and international speakers who
will share best practices in association governance, leadership, and management as
well as showcase outstanding initiatives in
community, business, and human capital
development.
The programme agenda has been developed
to feature two main focuses of an association’s “strength”. The first part will spotlight the key contributions of associations in
national development efforts, i.e., economic
impact, human capital, and community service. Fifteen different associations and member-based organizations in three separate
panel discussions will share their work and
advocacies on national development. The
second part will feature thought leaders who
will share their insights on how to make associations even stronger in building a performing board, in strengthening executive leadership, in recruiting, retaining and engaging
members, and in generating revenues for
sustainability.

Two other new features of the programme
include a session called, “Marketplace”, where
association suppliers and service providers
“compete” for the delegates time and attention to showcase their product offerings in
providing solutions, enhancing efficiencies,
and increasing revenues. There is also a session for millennials as well as breakout learning sessions on crowdsourcing, lobbying,
events management, and building trust in the
context of board-CEO relationship.
The event will also be an occasion to honour
in a gala dinner the outstanding associations
and association leaders who have made an
impact in national sustainable development
through the ANG SUSI Awards. ANG SUSI literally meaning “the key” in English - stands
for “Associations nurture National Growth
through Social Unity and Sustainability Innovations”. The awards come in two categories:
individual and institutional. Under the individual awards are the “Association Executive of the Year” and the “Association Board
Member of the Year” while the institutional

Participating PCAAE members will earn continuing education points that could lead to
earning the title, Certified Professional Association Executive (CPAE). Suppliers to associations can also take advantage of the B2B
opportunities at the AS5 table top exhibition.
Supporting the event are the three PCAAE
founding institutions, the Tourism Promotions Board Philippines (TPB), the PICC, the
Association of Development Financing Institutions in Asia and the Pacific (ADFIAP),
the umbrella organization of development
financing institutions in the region.

Information & Contact
inquiries@adfiap.org \ www.pcaae.org
or www.facebook.com/pcaae.
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“Outstanding Project Awards” are given in
six categories, i.e., for environmental impact,
people empowerment, community service,
industry development, technology innovation, and change catalyst role.

More about PCAAE
PCAAE is dubbed the “association of and for associations” as it is the country’s
first and only organization that caters to the needs of professional associations
and association managers. Since it was formed almost four years ago, the number of association professional members has increased to 270 representing 170
associations and other membership organizations all over the country. PCAAE
also initiated the founding of and currently serves as the interim secretariat of the
Asia-Pacific Federation of Association Organizations (APFAO), a regional network of
national membership organizations of associations (www.apfao.org).
“Through AS5, we hope to help associations know what’s out there in terms of peer
best practices as well as for them to think strategically about their future in terms of
increasing their sources of revenue, enhancing their profile, and fulfilling their missions. We also invite associations to seize the social and professional development
opportunities available from networking in an intimate setting with fellow members
of the association community,” said PCAAE volunteer CEO and founder, Octavio
‘Bobby’ Peralta.
Indeed, associations play a critical role in society and national growth. They enrich
lives through volunteerism, creating standards of safety and quality, specializing
expertise, and building citizenship with communities around the globe, they sustain competitiveness by committing resources to life-long learning, professional
development, mentoring and research, and they impact the economy through
industrial development, product and service innovation, and facilitating domestic
and international business.

EDUCATION IN THE BOARDROOM

The ‘Absorptive Capacity’ Theory
Innovate & Compete
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Professor Rhodri Thomas of Leeds Beckett University recently led a roundtable
for the Association of British Professional Conference Organisers (ABPCO) on
the theory of absorptive capacity. Heather Lishman, Association Director of
ABPCO explains some of the key outcomes below.

The term ‘absorptive capacity’ is used to
identify an organisation’s ability to assimilate, transform, and apply valuable external
knowledge. The theory has steadily grown in
popularity and the term has been used widely
at the organisational level to analyse innovation processes and the effect of organisational
learning on the creation of sustainable competitive advantage. Absorptive capacity goes
far beyond knowing the obvious things about
the micro climate in which a company operates. Instead it takes a macro look at a business and its competitive position. It appreciates all the factors that can affect change both
for better or worse and allows an organisation to truly understand its market position.
An organisation with high absorptive capacity is one with an outward-looking business
strategy where staff, and especially managers,
are encouraged to be ‘boundary spanners’ i.e.
they gather knowledge from many different
types of sources and not just the obvious. It
has a pulse on what is happening in the market-place, and is able to utilise this broader
insight to keep ahead of the competition.

Ultimately, it puts a business on the front-foot
and equips them with the knowledge that will
help them to understand their place in the
competitive landscape, and to see opportunities in the political, economic, social, technological, environmental and legal factors that
affect their business environment.

network, the more trust you will have and
the more useful your data will be. Through
shared information and trust, individuals stay
ahead of the curve rather than simply reacting, which when combined with a strong
sense and understanding of absorptive capacity creates a truly innovative way of thinking.

For professional conference organisers and
associations, it is imperative that they keep
bang up to date with innovations and engagement strategies. Not only will they be able
to utilise this knowledge within their own
organisations, but they can apply it when
they are organising conferences. It is vital in
the world of meetings that the event attendees acquire relevant knowledge and take this
learning back to utilise effectively within
their own environments, thus ensuring that
they generate a return on investment for
their time spent at meetings.

Staying up to date is critical for long-term
survival as it can reinforce, complement or
refocus the knowledge base. As professional
leaders in their field, all professional conference organisers have an active role to play
in bridging connections between acquired
knowledge and generating innovation and
competitive advantage – absorptive capacity
is just one of many tools to help achieve this.

Research has shown that the ability to establish relevant networks and gather and use
information is closely tied with an organisation’s ability to innovate and to remain competitive. The more familiar you are with your

The Association of British Professional Conference
Organisers (ABPCO) is a dedicated industry
association representing professional conference
organisers. www.abpco.org / hello@abpco.org

28 - 30 November 2017
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Have You Met
IMEX America?
Coming up on seven years, the biggest meetings industry
trade show in the US has been the go-to, year-round
source for planners coast-to-coast and around the globe.
Join us—in person—to connect with your community’s
contacts, trends and suppliers. Register now!
THE

pulse

OF THE MEETINGS INDUSTRY.

IMEXAMERICA.COM

#IMEX17

Purposeful Association Meetings
at IMEX America

Association buyers can now register for
IMEX America, which includes many firsttime exhibitors from across the world, the
US and from all sectors of the meetings and
events industry. They will be among over
3,200 organisations exhibiting at the show
this year.

keynote, Janet Sperstad, at IMEX in Frankfurt recently, “Purposeful Meetings is a conversation, not a trend”. As a buzzword, ‘Purposeful
Meetings’ means the intentional delivery of
deeper meaning, insight and value for attendees as well as tangible business growth for the
planner or client.

New booths include many North American
destinations, namely Austin Convention &
Visitors Bureau, Boston Convention Marketing Center, COMO Hotels New York,
Visit Dana Point, Viking Cruises and Planet
Hollywood. Among other exhibitors new to
IMEX America are Memorable Costa Rica
and Velas Resorts, with Abu Dhabi Tourism
& Culture Authority returning to the show.

Alongside general education are specific
learning and networking features designed
for particular groups of meetings industry
professionals. The new Association Leadership Forum (formerly Association Focus) is
aimed at those working at leadership level
within associations. A staple of IMEX America’s knowledge sharing, the Executive Meeting Forum, will once again gather director,
senior manager, and VP level inhouse executives for exclusive education, networking
and discussions. PCMA Business School will
deliver MBA-level education from academic
leaders at top universities.

Association planners will also be able to
enhance their industry knowledge as part of
IMEX America’s renowned education program, beginning with Smart Monday, powered by MPI, on 9 October.
The final IMEX America education program (published in August) will highlight
aspects of Purposeful Meetings, IMEX’s
Talking Point for 2017. As described by

At IMEX America 2016, the show’s APEX/
ASTM score increased for the 5th consecutive
year and now stands at 90 per cent of level
1 standards. Energy use per participant was
down by 13 per cent and there was an 18

per cent decrease in total carbon emissions.
IMEX America 2017 is set to do even better.
Meanwhile at the IMEX Group’s UK offices
recycling saved the equivalent of 34 trees and
5,790kg of CO2 in 2016. IMEX Group is also
sponsoring Positive Impact's campaign to tell
the story of the power of events during the
United Nations International Year of Sustainable Tourism 2017.
Again, in her Purposeful Meetings research
keynote, Janet Sperstad pointed out that,
"Nature is a tonic for humans. Even a picture
of nature revives a tired mind. The experience
of nature doesn’t have to be real for it to have a
calming, relaxing effect on us." She talked very
passionately about meeting planners needing
to encourage and allow their attendees to
connect with elements of nature, describing
them as "analogue moments in a digital world".

Associations can register online via
www.imexamerica.com/register
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With ‘boost business’, ‘increase knowledge’ and ‘expand network’ often
featuring at the top of many planners’ to-do lists, IMEX America offers
the opportunity to do all of this and more under one roof. Association
professionals can meet and do business with destinations and venues from
across the world at the show which takes place 10 – 12 October in Las Vegas,
preceded by Smart Monday, powered by MPI, 9 October.

Brisbane Vascular Research
Leads the World in Innovation

CLAIRE RICKARD
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A Brisbane based research group in Australia has challenged a
50-year tradition in healthcare, saving hospitals around the world
millions of dollars and improving the comfort of countless patients.

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

AVATAR studies of more than 4000 patients
found that leaving a functioning catheter in
place until it was no longer required did not
lead to infection or other complications. The
findings mean hundreds of millions of dollars
saved in purchasing new catheters, as well as
savings in staff hours, less medical waste and
millions of patients being spared an unnecessary and often painful procedure.

Professor Rickard, who has been at the helm
of the Griffith University based AVATAR
group for the past decade, said this was just
one of hundreds of research projects the
group had conducted, with the aim of finding
the best and most proven way of doing things
in the vascular access field.

Since the largest study was published in 2011,
health bodies around the world - including
the UK’s National Health Service, the US
Government’s Centres for Disease Control
and the Infusion Nursing Society Standards
of Practice - have changed or are changing
their guidelines to reflect the study findings.

“There are many practices in hospitals that have
become routine over time, but often not because
they are necessarily the best way of doing something,” she said. “We know that 90 per cent of
patients in a hospital have a peripheral catheter
but the policies around them aren’t necessarily
made by people right there at the bedside.”

While it is perhaps AVATAR’s best-known
research project, it certainly isn’t the only one,
with the group of more than 100 researchers
working on up to 80 projects at any time.

“This study challenged a 50-year tradition in
healthcare. It was thought that small peripheral
catheters in the arm veins needed to be taken
out every 72 hours to prevent infection and vein
irritation, even if they were still comfortable and
had no complications,” continued Prof Rickard,
who is also a Fellow of the Australian Academy of Health and Medical Sciences.

The Griffith University team, based in Brisbane is also looking to change the way catheters are monitored across the world with
the development of a standard monitoring
tool to replace the current 71 unvalidated
tools that currently exist worldwide. This
will give healthcare providers valuable data
and benchmarks around catheter failure and
other issues.
Infusion tubing is another current area of
study for AVATAR which has recently

completed a trial of 2500 patients to see how
long infusion tubing (the tubes used to get
fluid from its bag to the catheter and into the
vein) can be used.
Dressings are also on the project list with
AVATAR testing whether it’s better to use
an antiseptic dressing as opposed to a standard plain dressing. Also, whether there is
a dressing that more successfully secures a
catheter to the skin, instead of using the current approach of dressings plus additional
tapes and devices.
Professor Rickard said Brisbane was a prime
location for the AVATAR team, because it
was big enough to have a strong and knowledgeable industry of experts to collaborate
with on research projects, as well as access to
the most modern scientific equipment.
“Brisbane is a really good-sized city to research
from and live in. We have a lot of big healthcare
systems and lots of diversity but it isn’t so big that
it’s locked down in some of the traditions of older
cities,” she said. “Brisbane is such a young international city; we’re close to Asia; and there is just
so much growth in this area.”

More on Brisbane as a convention destination on
www.choosebrisbane.com.au
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Led by Professor Claire Rickard, Brisbane’s
Alliance for Vascular Access Teaching and
Research (AVATAR), the largest vascular
access research group in the world, discovered that the common practice of removing
patient’s peripheral catheter every three days
is unnecessary. A peripheral catheter is a
small, flexible tube placed in a vein to administer medication or fluids or to draw blood.
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SONGDO

Becoming Smart in Korea
In South Korea, Incheon is best known as the location of Incheon
International Airport and Incheon Port. But what kind of a city is it really?
If Seoul is already a destination of choice for international associations, as
the latest ICCA and UIA statistics reveal, Incheon is also a serious contender.
As I discovered on the occasion of a trip organised by the Korea Tourism
Organization to Seoul, PyeongChang… and Incheon, the latter has a
very promising future, which is currently in progress. Thanks to all the
incentives coming from the Incheon Free Economic Zone (IFEZ), the Songdo
International Business District, constructed on a new embankment
on the Incheon waterfront, is a purpose-built ‘smart city’, designed for
efficiency and convenience.

Nowadays, cities are getting smart pretty
fast. In just the past few years, mayors and
other officials in cities across the globe have
begun to draw on the reams of data at their
disposal – about income, burglaries, traffic,
fires, illnesses, parking citations and more –
to tackle many of the problems of urban life.
Whether it’s making it easier for residents to
commute, safer for inhabitants in their own
home or giving smoke alarms to the households that are most likely to suffer fatal fires,
big-data technologies are beginning to transform the way cities work.
A smart city is usually being driven by emerging technologies and trends such as automation, machine learning and the internet of
things (IoT). The push to create smart cities
is also being spurred on by environmental
concerns such as using energy efficiently and
social concerns such as citizen safety.
‘U-CITY’,
A SMART AND INTELLIGENT CITY

Theoretically, any area of city management can be incorporated into a smart city

initiative, including such things as water
usage, infrastructure design, emergency
response or the optimisation of public transport by making supply meet user demand.
Overall, the overarching aim of a smart city is
to enhance the quality of living for its citizens
through smart technology.
Initiated in 2013, IFEZ – for Incheon Free
Economic Zone – consists of three large-scale
developments – Songdo (an international
business district, with a focus on research,
education, bio-tech, and conferencing),
Yeongjong (an aviation and logistics hub,
with a focus on tourism), and Cheongna
(finance, component manufacturing, robotics, shopping and tourism), much of it built
on reclaimed land.
When you study urban literature a bit,
Songdo is best known as a model smart
city, or what they have termed ‘U-City’, an
intelligent city that utilizes ubiquitous computing to manage urban infrastructures and
city services. As such, it’s part of a huge economic development initiative aimed to driving domestic growth and establishing South

Korea as a North East Asian hub for particular industries and thus consolidating its position as a key player in the global economy.
SELF-SUFFICIENT CREATURE

My visit to Songdo has really been an eyeopener. First because it’s an obvious testament of the Korean move towards sustainable growth. If 40 percent of the city
is dedicated to outdoor spaces, it offers its
inhabitants green space for leisure, something they might have difficult access to in
other parts of the country. The district has
indeed been heavily promoting its 16 miles
of bicycle lanes, its central park, modeled on
the Central Park in New York, and its waterways. Songdo is completely geared towards
protecting the environment; even the water
pipes are designed to prevent clean water,
suitable for human consumption, from being
used in showers and toilets, while all of the
embankment’s water goes through a sophisticated recycling system.
Songdo has also been the first district in
Korea to receive the Leadership in Energy

DESTINATIONS \ KOREA
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Words Rémi Dévé

And because the district was built from
scratch, urban planners were able to invest
heavily in technologies that have yet to debut
in conventional cities. Take Songdo’s smart
rubbish disposal system for instance. You
will never see any rubbish trucks roaming
the streets, as all household and office waste
is sucked through a network of underground
tubes to vast sorting facilities. The aim is to
eventually convert all this sorted and treated
waste into energy for the community!
Seen from this perspective, the focus on creating a smart city is an implementation strategy designed to attract investment capital,
anchor tenants, and global workers, with a

side benefit of creating a potential exportable model of development. As such, Songdo
has attracted 4 international universities
on the Songdo Global University Campus
(State University of New York Korea, George
Mason University Korea, Ghent University
Global Campus, and the University of Utah
Asia Campus) and 14 international organizations, including branches of the United
Nations. The plan for IFAZ is that by 2030
the number of foreign invested companies
will have reached 150, the number of international organizations 150, the number of
international universities 10, and the population will have grown to 536,000, of which
60,000 will be international residents.
NEW CITIES SUMMIT

It makes sense for Songdo to have co-hosted
The New Cities Summit in June with The
New Cities Foundation. This non-profit
organization established in 2010 cultivates
global networks among cities and various
groups in order to make cities more inclusive, connected, healthy and vibrant. Under
the theme, “Thriving Cities - The Building

Blocks of Urban Wellbeing,” the event is
the leading global conference on the future
of cities, bringing together 800 CEOs, policymakers and entrepreneurs from over 50
countries. It was held at Songdo ConvensiA,
the premier conference venue of the city.
Lee Young-geun, the commissioner of IFEZ,
said: « Built by filling the wetlands, IFEZ represents the frontier spirit that made a new city out
of nothing. Thus, it was a perfect place to host The
New Cities Summit, which presented innovative
city models and offered insight into policies and
technologies. This event will establish a platform
for various businesses to cooperate and lead the
smart city market. As society enters the era of
the fourth industrial revolution, we expect that
information and communication technology will
become a core part of our lives. This makes IFEZ
a very promising project for future economic
development. »

More information on Korea as a convention
destination: www.koreaconvention.org

T R I B OW L , C E N T R A L PA R K , S O N G D O

42 \ BOARDROOM MAGAZINE

and Environmental Design (LEED) accreditation, meaning the entire development
adheres to the strictest environmental standards for energy consumption and waste.
Overall, it’s a self-sufficient eco-system, a living creature of its own. Sensors monitoring
and regulating everything from temperature
to energy consumption and traffic are part
of the city’s infrastructure, while residents
can interact on a one-to-one basis, thanks to
smart grids and meters.
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When you study urban literature a bit, Songdo is best known
as a model smart city, or what they have termed ‘U-City’, an
intelligent city that utilizes ubiquitous computing to manage
urban infrastructures and city services.

Support from Korea to Associations
The Korean economy is driven by the manufacturing and
exports including ships, automobiles, mobile phones, PCs, TVs,
and other electronics to countries all around the world. Korea
has enjoyed rapid economic growth thanks in large part to its
export-focused strategy. The nation boasts today the 15th largest economy in the world. Recently, Korean dramas and movies
are also widely exported thanks to the popularity of Korean pop
culture. K-pop stars are also active on the world stage.
At the Korea MICE Expo (KME), the nation’s leading business
events trade show, which took place at Songo ConvensiA midJune, I had the opportunity to discover the Korea MICE Bureau’s
expanded support program for meetings in 2017. All the more
reasons for associations whose vision and mission are aligned
to Korea’s industries and knowledge to consider the destination
for theit next conference.
The range of support programs on offer falls into a range of
categories, the eligibility for which is determined by an event’s
size and duration. For events running at least three days and
with either more than 100 overseas attendees or 50 attendees

in total if organized by an international body, items include a
complimentary banquet for delegates, cultural programs and
tours, performances, and high-quality Korean souvenirs. More
information about the expanded support is available at the
Korea MICE Bureau’s website www.koreaconvention.org/eng/
proposal
Worth noting is also that Seoul offers subvention to support
international conferences that meet certain criteria. These
events are divided into three categories: the meetings organized or sponsored by international organizations, associations
and societies that last at least 3 days in Seoul, with at least 300
participants with 30 percent of the participants from countries
other than the host country and at least 5 nationalities represented; the meetings not organized or sponsored by international organizations, associations and societies that last at least
2 days in Seoul, with at least 150 participants from countries
other than the host country. Meetings of at least 50 participants
from countries other than the host country may also apply for
support consideration that is subject to review and approval.
More information on www.miceseoul.com.
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Monaco
A Luxury Destination
Proving Its Smarts

Words Samantha Shankman
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A multicultural destination with an impressive reputation that offers
associations prestige alongsi-de impeccable hotels, eco-friendly facilities,
and unbeatable views, Monaco is working to over-come the challenges that
its posh status poses.

A thriving medical centre is not what most people think of when
Monaco comes to mind, but of the destination’s 40 associative
congresses each year, about 50 percent are from the medical field.

There are 5,000 booming businesses with
workers from more than 120 nationalities.
There’s the large financial service industry
of 91 companies, more than 530 healthcare
professionals and 14 professors and rewarded
specialists, and 123 telecommunications
companies. The country has also prioritized
the environment since 2006 and worked
diligently to decrease waste and energy consumption while supporting organic and local
food projects.
The principality of just two square kilometers
offers discerning associations to take over
the small country for several days. There are
2,500 rooms all within three- and four-star
properties mostly run by Société des Bains
de Mer as well as more hotels in the 2- and
3-star category just beyond the border. The
high-tech, eco-certified convention centre
The Grimaldi Forum Monaco boasts 35,000
square meters of floor space and 4G connectivity throughout.
Despite these impressive facilities, topnotch service, and impressive backdrop, the
Monaco Convention Bureau faces several
challenges in attracting associations to its
metropolitan city.

“The brand helps at first and then hurts immediately after -- especially for associations,” explained Sandrine Camia, director of the Monaco
Convention Bureau, in a recent conversation
with Boardroom. “The power of the Monaco
brand is that people know what we’re talking
about when we introduce the destination. Then
there is the problem of perception and that it what
we have to shift.”
Rather than solely sing the praises of Monaco’s five-star service, the CVB is working to
reposition the destination as an “intellectual
capital”. “We are not only promoting facilities
for hosting international conventions. We’re also
highlighting our assets that strengthen our legitimacy for hosting those events,” explains Camia.
The Monaco Convention Bureau is primarily
focused on the medial, financial and IT sectors. A thriving medical centre is not what
most people think of when Monaco comes to
mind, but of the destination’s 40 associative
congresses each year, about 50 percent are
from the medical field.
For example, the Osteology Foundation — a
non-profit science-based forum that promotes research on oral tissue regeneration
— hosted its International Symposium in
Monaco in April 2016. This was the third
time that the event was hosted here following successful congresses in 2013 and 2007.
The 2016 event was again celebrated as a
huge success with 2,311 participants from 67
countries.

“Excellence is what Monaco does best,” Professor
Nadir Saoudi, head of service at the Hospital Center of Monaco, said when asked
what Monaco has to offer international
associations.
This pride in Monaco’s intellectual offerings
is continued in other sectors.
Anthony Torriani, CEO of Monaco Asset
Management, explained the financial industry’s enthusiasm for new congresses: “The
financial services sector organizes three or four
major international conferences in Monaco and
this attracts counterparts who would not otherwise visit Monaco. We are constantly involved in
trying to bring new conferences to Monaco for
that reason.”
The perception of high prices is part of what
scares off some associations. “We are affordable and much more than people think,” says
Camia. She compares Monaco to a package
which can be wrapped different depending
on who the client is. She maintains that the
product of Monaco remains the same, but
how you present it changes.
While Monaco will not shed its glamorous reputation for a more scholarly status
any time soon, it is making certain that forward-thinking associations from medical,
financial and IT sectors are aware that a
home awaits them on the Mediterranean.
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Most people who hear Monaco immediately
think royalty, fame, Michelin star restaurants
and unattainable luxury. What many people
don’t know about is the intellectual capital
thriving alongside picturesque Mediterranean vistas.

Leaving a Legacy in Prague
The 55th Annual Conference of the Particle Therapy Cooperative Group
(PTCOG 55) held during 23 – 28 May 2016 and with more than 1200 delegates,
confirmed that particle therapy is gaining ground all over the world. On this
occasion, Prague as an association destination was put in the spotlight, and
rightly so.

A growing number of proton centres and
patients undergoing the treatment contributes substantially to both the improvements
in the clinical experience and the public
awareness. When the Particle Therapy
Co-Operative Group (PTCOG) decided to
take their Annual Conference to Prague,
they knew it was the right fit, as Prague is
the proud host of the Proton Therapy Center
(PTC), the only facility of this type in Central
and Eastern Europe.
Since the start of clinical operation in December 2012, the Proton Therapy Center has
treated patients from all over Europe, in particular patients with brain tumours, prostate
cancer, lung cancer, pancreatic cancer, eyes
tumours, as well as tumours of the spine. The
advantage of proton therapy is its accuracy
and superior dose distribution capabilities, as
well as shorter treatment times, and less damage to healthy tissue - greatly reducing short
and long-term side effects after treatment.

When asked about he sees the importance of
conferences like PTCOG 55 for the attractiveness of a city like Prague, MUDr. Jiří
Kubeš, Ph.D. Medical Director at the Proton
Therapy Center, who serves as an ambassador at Prague Convention Bureau, puts it like
this: “PTCOG participants are among the most
prominent professionals in radiation oncology, as
proton centres are usually part of the world's best
cancer treatment centres. They are really opinion
leaders and makers and when these people see that
Prague has both the knowledge and high-quality
infrastructure, they can spread the word afterwards and tell the world how good we are. Of
course, the fact that PTCOG chose Prague for
their Annual Conference is a great award for us,
a true recognition of the work done at PTC and
great support for proton radiotherapy throughout
the region.”
He continues: “On a more personal side, I think
it’s important for a destination like Prague to have
ambassadors, who can spread the reputation of

not only the city, but also the nation. In connection
to the PTCOG congress, the Czech Republic has
certainly introduced itself not only as a country
with wonderful history and culture, but also as a
place of top science and medicine.”
During the conference, there were also heated
debates on the subject on reimbursement
of treatments from public health insurance.
This actually lead to a positive outcome as the
wave of interest in particle therapy induced
by the event helped the the Proton Therapy
Center reach a final agreement with a number of insurers – a legacy that will benefit the
local communities on the long-term. Also,
thanks to the conference, proton therapy
received some well-deserved wider recognition across the Czech oncology community.

More on Prague as an association destination
on www.pragueconvention.cz

The Particle Therapy Co-Operative Group (PTCOG), founded in 1985, is a non-profit worldwide organization uniting both scientists
and professionals interested in proton, light ion and heavy charged particle radiotherapy. The ultimate goal of the PTCOG is to improve
cancer treatment so that it meets the highest possible standards in radiation therapy.
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L I G H T B U L B M I A M I M A R K E T TA

Sporting events are a fast-growing,
specialized meetings-industry segment,
catering to diverse audiences with
distinct needs.

Gold Coast
Assets Packaged in A Name
Reading the name “Gold Coast” will most likely conjure up images of splendid
beaches and beautiful sunsets in your mind. But contrary to the leisure
image it may evoke, it also is a place where good business is done. The city
Gold Coast, south of Brisbane, capital of Queensland in Australia, has been
steadily working on the development of its attractiveness to associations and
it is paying off.

With its assets already nicely packaged in its
name, Gold Coast has carefully analysed what
kind of business events they could attract.
They have found that quite many sport
related conferences could have an interest,
and this specific segment is definitely on the
rise, as a kind of positive spin-off for business
events. Given the fact that the city will host
the 2018 Commonwealth Games, which,
as the third biggest multi-sporting event in
the world, will follow the Olympics, this has
proven to be indeed a good direction.
A quick look in the the database of Boardroom gives a long list of sport related associations that might be interested to organise
their event(s) in the Gold Coast. The Association of Applied Sport Psychology, the
international Surf Lifesaving Association, the
Military Sports Council, World Anti-Doping
Agency… the list goes on and on.
If the Games will boost some much-needed
infrastructure development, the city is also

investing in the upgrading and the redeveloping of public spaces, including paving, the
enhancement of parklands with the incorporation of artwork, or the creation od recreational spaces and pavilions.
A brand-new Cultural Precinct is also
planned, with new visual and performing
arts facilities and an outdoor Artscape that
includes glass-walled education spaces and
creative writers’ hubs. Movie theatres and
galleries will also provide an array of dining/
events opportunities.
But not only sports related activities have
been developed in the last decades. Gold
Coast also has a health and knowledge precinct, an integrated centre for learning, innovation, knowledge creation. Among others
it incorporates the Griffith University Gold
Coast campus, Menzies Health Institute
Queensland (MHHIQ) and the Gold Coast
University Hospital. The Commonwealth
Games village for the athletes will be built in

this precinct and be converted into housing
facilities after the Games.
Some researchers in Gold Coast have already
achieved worldwide fame in their specific
fields of expertise. To name a few are Professor Mark von Itzstein who developed the
world’s first anti-influenza drug at the Institute for Glycomics, and Professor Michael
Good who is conducting the world’s first
human trials for a blood-stage whole parasite
vaccine against malaria.
Gold Coast is determined to continue this
path of development and its geographic position, close to the Asian market and backed up
by two international airfields, will definitely
give the city the possibility to spread out its
wings in an even greater manner.

More information on
www.destinationgoldcoast.com/business-events
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THE VOICE OF…

A pioneer in the way destinations approach associations, Lynda Cadieux,
Director, Meeting and Convention Sales, International Market, at Tourisme
Montréal, has a wealth of experience when it comes to the meetings industry.
To our knowledge, she was one of the first professionals to really grasp
how associations and destinations should work together. A woman of both
humility and determination, she is also an expert at appreciating what people
are really about. When she meets you, she usually understands in a heartbeat
how your mind works.
Words Rémi Dévé

When some destinations were still busy promoting their infrastructure, easy accessibility, and numerous hotel rooms, Lynda Cadieux
preferred to organise small workshops for associations and offer them
education to, in fine, make them understand how destinations and
planners could work together in a kind of win-win situation. She also
clearly got the importance of local champions and ambassadors for a
majority of international associations, and how this was key to win
association bids.
But, as she says, “what has changed are the challenges faced by associations:
membership retention, the pharma code, the increase in the number of meetings versus fewer sponsors, the power of regional/national congresses versus
international/world events. Therefore, associations’ expectations toward host
cities have increased. Added to this is the growing number of destinations
offering high-quality services to associations. The result is that, more and
more, associations will look for CVBs that can be potential partners who are
able to help them to access the local network. More than before, CVBs must
be pro active and collaborate more strategically with their local governments,
economic development agencies, academic and scientific institutions, as well as
with clusters of excellence in order to attract conventions.”
Lynda has always worked towards the alignment of conferences she
could attract to Montreal and the city’s clusters (whether economic,
scientific, cultural, etc.). It requires a lot of knowledge and networking
obviously. What piece of advice would she give the younger generation who has just started working in CVBs and who are in charge of

the association market? “My advice would be, first, know your city, and
really understand it: its strengths, the key players and so on. Then, develop
your local network, be curious, go out and learn. Don’t think of yourself as a
salesperson but rather as a facilitator, a connector, a partner. Be passionate;
invest time in your relationships with your champions and associations. Be
generous. It really pays off” she says.
Current events, and what is happening in the US, could, in other news,
impact the business events industry in Canada in general and in Montréal in particular. Has the Trump Travel Ban had, indeed any effect
yet? “A lot of international travellers are unclear about how this policy will
affect them and, as a result, American CVBs will have to address this uncertainty, which may be perceived as a barrier for both planners and delegates. In
this sense, yes, it will benefit Canada and Montréal, given that, while we take
border security issues very seriously, travellers do not face this kind of obstacle
when coming to Canada for meeting.” Lynda argues.
As her career in the meetings industry will soon come to an end, Lynda’s professionalism and friendliness will undoubtedly be missed. As a
true perfectionist, she is “proud of what we have achieved as a team. Year
after year, organizations who have held their events in Montréal are giving
us very high marks for our services and, for many years now, we have ranked
first or in the top three cities in North America for hosting international association events. These are Team Montréal’s successes and I am proud to have
had the privilege of being part of this team for all these years.”
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Lynda Cadieux
Be a Facilitator, a Partner

ASSOCIATIONS!
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