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There are a ton of offerings out there designed 
solely to make you better association professionals. 
It’s simple: you could go to places around the globe 
and attend all kinds of events, from trade shows with 
academic programmes to workshops organised by 
destinations wanting to play host to your next event.

But how to choose among the plethora of invitations 
you receive weekly, if not daily, in your inbox? How 
to make sure that the time spent outside of the office 
is worthwhile? Well, this is a tricky question and I 
know for a fact that quality of information is unfor-
tunately not always a given. 

At Boardroom, we look at some of these topics from 
a content perspective. We look at the subjects that 
will be touched upon, the formats of the sessions, 
the networking opportunities, so you can make an 
informed, fact-based decision. We share informa-
tion about the larger, well-known gatherings of 
association professionals and the emerging, more 
obscure ones. As we aim to be ‘the best resource for 
associations,’ it’s the least we can do.

This question is purely rhetorical. Education has 
become a business – not that ‘business’ is a bad word. 
It is just that schools, universities and institutes – and 
for what is of interest to us here, conferences – have 
become such commercial enterprises that everything 
is measured in terms of profit. 

While talking to association professionals, it seems 
that there is an increasing number of private players 
entering not only the conference industry, but also 
the association world — no matter the area of exper-
tise. Competition used to come solely from other 
associations, but now it also stems from corpora-
tions moving into key roles in the industry, which 
some see as a gold mine. 

That’s why associations have to be agile organisa-
tions – active, quick to adapt to change, and business 
savvy – especially in this age of disruption. With the 
exponential rise of new technologies and globalisa-
tion impacting all sectors, it’s easy to get caught up 
by faster, more efficient, and more reactive movers.

Founder & Chief Editor

Has Education Turned 
into a Business?

And let me add to this, Rémi, that the ever-increasing education offerings provided by corporations in the 
association world can also have an impact on the finances of organisations. Companies who used to be faithful 
sponsors of association congresses are now being approached to become sponsors of privately-initiated events. 
This directly affects the association’s budget, as sponsors rarely have unlimited resources, the International 
Organisation for Public Transport (UITP) told me. A development to definitely keep in mind.

Founder & Managing Partner
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BOARDROOM 
ADVISORY BOARD

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
Head of Operations & Events, 

Euroheat & Power

Silke was appointed to the role 
of Head of Operations in Jan-
uary 2014, having previously 
occupied the position of Com-
munications and Events Man-
ager at Euroheat & Power. She 
is in charge of the oversight and 
management of the Euroheat & 
Power office, events organisa-
tion 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 Mezghani
Deputy Secretary General, UITP : 

Advancing Public Transport 

Mohamed worked at UITP as 
Senior Manager (1999-2001), 
Director Knowledge and Mem-
bership Services (2001-2006) 
and Senior Adviser to the Sec-
retary 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 Con-
gress and Exhibition.

Grégoire Pavillon
Executive Director, European 

Association for the Study of the 
Liver (EASL)

Grégoire joined the non-for-
profit 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 Man-
agement. Grégoire is a member 
of the EASL Governing Board 
and volunteer at the position of 
Secretary at the Swiss Founda-
tion against Liver Cancer as well 
as the Board of the AC Forum.

Giuseppe Marletta
Association Manager, 

International Association of 
Young Lawyers (AIJA)

Giuseppe is the Head of the 
Secretariat, facilitating good 
governance, supporting AIJA 
membership and communica-
tion strategies, over-seeing AIJA 
events. Prior to joining AIJA in 
2012, he managed several Euro-
pean 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 Associ-
ation Executives, and ASAE, 
American Society of Association 
Executives.
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European Calcified Tissue Society 
Building a Sustainable Future

Founded in 1963 with the aim of bringing together scientists and researchers 
in the field of calcified tissues to interact, learn from each other and create new 
alliances to advance research, the European Calcified Tissue Society (ECTS) has 

been acting as a forum to promote scientific excellence and education in the 
musculoskeletal field. Roberta Mugnai, Executive Director, who Boardroom met 
at the last European Association Summit, shares her insights as an association 

professional and explains how the organisation operates.

Interview Rémi Dévé

Can you briefly explain what ECTS is 
about?
With an Annual Congress, PhD Training 
Courses and many research funding instru-
ments, the European Calcified Tissue Society 
acts as a forum for the dissemination of scien-
tific excellence and education. ECTS repre-
sents today more than 600 members, includ-
ing basic researchers, clinicians, students and 
health allied professionals working in the 
musculoskeletal field. It has a network of over 
30 national and international societies.

Since its inception until the late nineties, 
our main activity was the organisation of a 
bi-annual congress. The society and congress 
were run by a number of volunteers. But at 
a certain point, we found ourselves with a 
desire to create a stronger community: the 
frequency of the congresses was increased - 
they became annual - and the first staff mem-
bers were hired. That’s when ECTS started 
to become a truly professional membership 
organisation.

Can you elaborate about the events 
you organise and how you relate to 
Education, the main theme of this 
edition of Boardroom? 
Like many learned societies, we organise a 
number of training courses and e-learning 
aimed to support all stages of career devel-
opment, from PhD Students to established 
clinicians and basic scientists.

Education is at the very heart of ECTS. In 
2016 we established the ECTS Academy, 
whose mission is to form a scientific network 
on musculoskeletal diseases to promote sci-
entific excellence and the training of young 
scientists and doctors in Europe. It works as 
a kind of spin-off society of ECTS whose 10 
members are elected for 5 years after a strict 
selection based on scientific excellence and 
cooperative engagement.  

The ECTS Academy organises a num-
ber of events and learning opportunities 
for the young generation. It is still rather 
new but since 2016 the ECTS Academy has 

successfully organised a number of activities, 
including special sessions during the ECTS 
Congress or quarterly webinars for instance, 
for what we call New Investigators to gain 
career advice, support and guidance by expe-
rienced professionals. This initiative is much 
more than a ‘school’ and prepares the next 
generation to truly become the new leaders 
of researchers in the musculoskeletal field.

Have you ever worked with a 
Professional Congress Organiser? How 
do you see the added value of it?
With the exception of the ECTS congress, 
all the activities that I just mentioned are 
organised in-house. We are a small team of 
four but the ECTS members are dedicated 
and committed to the ECTS mission and they 
take a large number of operational activities 
in their hands, which we are deeply grateful 
for. For the ECTS congress, we use the ser-
vices of a PCO, but we keep the leadership of 
the strategic decisions, scientific programme 
and relations with our corporate supporters. 
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Associations should not forget their vision and mission, but it 
is also important that the management gives a strategic look 

at its environment and build a competitive positioning.

The size of our congress doesn’t justify the 
hiring of dedicated congress staff and the hir-
ing of a PCO is the most appropriate solution 
for us at the moment. We selected our PCO 
very carefully based on a number of elements: 
first and foremost they needed to embrace 
our mission and vision and had to be ready to 
be a member of the ECTS family! Our PCO is 
now really part of the team. I believe collab-
oration and transparency are keys to success.

We always hear that revenue 
diversification is important for 
associations to be sustainable. How do 
you relate to that?
The Annual Congress is our main source of 
revenues. Profits made on this occasion are 
used to provide a major grant and award pro-
gramme for ECTS members including PhD 
studentships, Postdoctoral Fellowships and 
Career Establishment Awards. As required 
by our charitable status, profits are not accu-
mulated, but a reserve policy was established 
to ensure future stability.

About five to seven years ago, a number of 
financial, societal and policy regulations 
changed the way congresses were organised 
and sponsored, directly affecting ECTS, like 
many other medical societies. At the time, our 
financial resources decreased and a number 
of savings were made, impacting delegates 
and sponsors alike. That’s why in 2013 ECTS 
held its first strategic workshop to identify 
ways to be performant on the long-term.

Do that mean associations have to 
think like businesses and always adapt 
their business model(s) to be durable?
With the intense financial, regulatory and 
competitive pressures, it is key that asso-
ciations adopt the business practices of the 

corporate/for-profit sector. I joined ECTS in 
November 2015 coming from the biopharma  
industry and the Board of Directors gave 
me the clear objective that ECTS should 
remain a financially stable organisation. Of 
course, associations should not forget their 
vision and mission, but, in my opinion, it is 
important that the management also gives a 
strategic look at its environment and build a 
competitive positioning.

For small and medium-size associations, like 
ECTS, it is tempting to just decide on a num-
ber of nice ideas and launch them without 
considering the needs of its stakeholders, the 
resources available or the competitive envi-
ronment. Some simple steps can be taken to 
avoid that projects fail due to a lack of strate-
gic vision: you should listen to your members’ 
needs (and other stakeholders!) and remain 
relevant, make a SWOT analysis and prepare 
a short- and long-term budget, define a num-
ber of (achievable) activities that will help 
you create an impact, constantly monitor and 
measure that impact… and adapt as needed!

Any creative ways you have 
implemented yourself for revenue 
diversification?
In February 2016, we hosted a strategic 
workshop, which was followed up by a mem-
bers’ survey and competitive analysis. We 
were finally able to present a strategic plan, 
with four precise goals.

The first is to Increase Professional Excellence 

and Standards of Care in the musculoskeletal 
field. With such a strong value, we are in an 
optimal position to continue to advocate for 
the science and clinical research we are rep-
resenting. We are in the process of setting up 
a number of multi-stakeholder focus groups 

that will leverage from the learnings of the 
Annual Congress to continue to educate and 
advance research in the field. The idea is to 
build an educational/knowledge platform on 
a number of topical areas.

Even if the congress remains our main activ-
ity and source of revenue, we are building on 
it to create new values for our stakeholders. 
Fostering International Exchange is our second  
goal: for example, we have increased the 
collaboration with our corporate partners 
regarding our educational activities, built an 
East-Meets-West Programme, and invited 
EU Consortia working in the field of meta-
bolic bone diseases to connect. We also made 
use of innovation to provide new ways of 
networking, including a Congress App and 
increased social media activities.

The third goal is to Support Excellence in Edu-

cation. The ECTS Academy for New Inves-
tigators which I mentioned earlier is part of 
it, and we of course continue our training 
courses, and have also organised a number of 
webinars.

Goal 4 has all to do about Sustaining Mem-

bership Growth. All our initiatives would not 
have a meaning without creating an impact. 
We therefore increased and improved our 
communication to our members by redesign-
ing our website and extranet and setting up a 
monthly newsletter.

Currently, we are still in the launch process 
of a number of these initiatives, but feedback 
has been so far quite positive. In May 2017, 
we hosted our Annual Congress in Salzburg 
and it was great to see the impact created by a 
number of the actions described above, build-
ing a sense of family and close community.
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An ISTH Experience  
at Messe Berlin

You know what it’s like: as an association planner, you get invited to famtrips 
and all you see is hotels, meeting venues and food. This is done with no spirit 
more often than not unfortunately. Well, that was not the case at all in Berlin 

in July when Messe Berlin got representatives of 17 international congress 
industry associations to come and take a look behind the scenes  
at the World Congress of the International Society on Thrombosis  

and Haemostasis (ISTH).

Words Rémi Dévé

Messe Berlin Site Experience. That was the 
name of it and it says it all. Dr. Ralf Klein-
henz, senior vice president at Messe Ber-
lin, explained it this way: "Site visits are the 

old thinking. We wanted to offer a genuine site 

experience. By making convention organisers, 

our potential customers of the future, experience 

a behind-the-scene tour of a major international 

event held in the many rooms of the CityCube 

Berlin and the infrastructure on the grounds, 

they were able to gain a direct impression of the 

venue and what makes Messe Berlin and the city 

so attractive." 

This was the very first ISTH congress to 
be held in Germany after 63 years. Accord-
ing to Thomas Reiser, executive director of 
the ISTH, the CityCube Berlin is a beautiful 
and well-designed building and ideally met 
the special requirements of the event. "The 

CityCube Berlin and neighbouring exhibition 

grounds represented a modern and attractive 

venue and the team was highly professional, 

which enabled us to perfectly realise our plans and 

ideas." he said.

He also praised the work done by Ber-
lin-based PCO K.I.T. Group: "They belong to 

Messe Berlin, so they know both the city and the 

venue inside out. They took care of the registra-

tion, housing, social events, the whole exhibition 

execution and finanicial management, under our 

guidance and control and that worked very well. 

The clearly understood the needs and challenges 

of a Society like ISTH."

But what about the legacy that a congress 
like that wants to achieve? "The legacy that we 

want to leave behind is maybe less defined than 

others. We bring many physicians and scientists 

together so that they can exchange knowledge and 

best practice and take those back where they come 

from. We try to make the Congress very accessible. 

Germany is such an important scientific medical 

community and it was very smooth to achieve 

this. " Reiser explained.

Heike Mahmoud, Director Conventions of 
the visitBerlin Berlin Convention Office, 
added: "Berlin is known around the world as a 

centre for innovation and has a first-class net-

work of universities and research centres. This 

is particularly beneficial for meetings related to 

science and medicine. In addition, the city offers 

affordable accommodation compared to other cit-

ies and a wide range of cultural offerings. This 

unique blend is convincing an increasingly num-

ber of convention organisers."

More info: www.messe-berlin.de/guestevents 
www.citycube-berlin.de
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AIPC Annual Conference 
Lessons from a World City  

in the Making

Taking part in a congress whose delegates are actually the very people you 
deal with when you, as associations, organise yours is always eye-opening. 

And when that congress takes place in a destination that’s reinventing 
itself – and whose congress centre is part of that reinvention – you clearly 
understand how associations, venues and destinations can better work 

together to make the most of a conference.

Words Rémi Dévé

AIPC, the international association of congress centres, represents 
a global network of over 185 centres in 59 countries with the active 
involvement of more than 900 management-level professionals world-
wide. It encourages excellence in convention centre management, 
based on the diverse experience and expertise of its international 
representation. To do so, it is engaging in a variety of educational, 
research, networking and standards programs. Its Annual Congress 
is part of those efforts to bring excellence in all areas of centre man-
agement: 2017 saw more than 150 delegates converge to Sydney and 
its international convention centre to tackle the very broad theme of 
Transformation!

Competition and adaptation are the two top challenges facing centres 
worldwide today, and for most venues that means applying new models  
and refreshing established ones in a transformation process that 
involves both the destination and the centre itself. At the same time, 
this must be linked to the broader strategies and approaches of the city 
and country in which centres operate, in order to ensure consistency 
with overall destination priorities. 

In this regard, it made sense for the AIPC Annual Congress to kick-
start with a session on how cities that want to play a role on the world 
scene – like Sydney does – must have all their stakeholders, including 
convention centres, work together to achieve the same unified vision 
and achieve growth. This way, association events can be regarded as 

partaking of this growth. Sydney, a recognized destination, indeed 
chose to reconfigure itself based on a new vision for its economic 
future, based on a range of perspectives that re-imagined the role of 
the new convention centre in the context of economic sector advance-
ment, talent attraction and acquisition, academic leadership and an 
image consistent with all these goals.

As Michael Rose, Chairman of the Committee for Sydney, an inde-
pendent think tank and champion for the whole of the city, pointed 
out: " Convention centres are a platform for success in the business events 

economy, have to play a role of a facilitator, and sometimes even of an accel-

erator, of knowledge and are hence a crucial partner in the way a city thinks 

about itself. "

Of course, I was particularly interested in a session called ‘Client Per-
spective’. After all, how associations and congress venues can work 
better together? What’s the overall experience of clients when it comes 
to convention centres around the world? Jan Tonkin, Managing Direc-
tor of the Conference Company, which, among other things, offer con-
vention services to associations, and Sven Bossu, Head of the Society 
for Worldwide Interbank Financial Telecommunication (SWIFT), 
who organises Sibos, the only global conference on financial services 
out there, shared their perspectives on change and evolution in the 
industry.
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Jan Tonkin explained how key client groups are re-shaping event for-
mats, centre expectations and traditional business practices. She sum-
marised her experience this way: " Clients – including associations – and 

centres alike must demonstrate their open-mindedness, flexibility and for-

ward-thinkingness. The trend is to experiment with meeting environments, 

designing ‘nooks and crannies’ possibilities or better interactive learning expe-

riences. Security concerns are also dramatically on the rise, and collaborative 

planning in the matter is absolutely key. "

Sven Bossu explained: " Our last conference, which took place in Geneva, 

was completely reshaped. After having around 13 forums the previous year, 

we restructured and reformed the programme into four streams. Sibos is all 

about financial compliance, all about anti-money laundering, and all about 

cybersecurity, amongst other things. The goal is to bring people together and 

make them think about how to solve common challenges and that is what 

we’ve always tried to do with an event like ours. If convention centres under-

stand what we want to achieve and they can be part of it, then it’s win-win 

situation. "

Other sessions explored areas of immediate centre concern including 
the growing spectre of cybersecurity, and the opportunities associ-
ated with the rise of a powerful Asian industry. At the same time, the 
broader value of business events in general and association conferences 
in particular was touched upon, in a session led by some researchers 
from the University of Technology Sydney, who reported on the key 

benefits of such events beyond tourism. This is done within the frame-
work of a global Case Study Program initiated on the behalf of the Joint 
Meetings Industry Council, which the readers of Boardroom must be 
familiar with by now.

Fifteen AIPC members also competed for the AIPC Innovation Award 
that recognizes innovative projects or initiatives in the true sense of 
the word; that is, the development of a new, more creative or more 
effective approach to any aspect of convention centre management, 
operations or marketing. Winners of the Award were the Palais des 
Congrès de Montréal for the “Urban Agriculture Lab”, a green roof-
top development created by the centre to explore green inner-city 
opportunities and the Cairns Convention Centre for their innovative 
response to the question “What to do with an old roof”.

The General Assembly which closes the Annual Conference elected a 
new Board of Directors, including Aloysius Arlando, CEO of the Sin-
gapore EXPO Convention and Exhibition Centre, and former AIPC 
Vice President as President, Greg O’Dell, CEO of the Walter E. Wash-
ington Convention Centre in Washington DC, USA as Vice President. 
The 2019 AIPC Conference will take place at the Flanders Meeting & 
Convention Center Antwerp in Belgium.
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THE IMPORTANCE OF EDUCATION

When conventional 
educational curricula don’t 
deliver anymore, associations 
can provide industry-specific 
bodies of knowledge. 
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THE IMPORTANCE OF EDUCATION

When conventional 
educational curricula don’t 
deliver anymore, associations 
can provide industry-specific 
bodies of knowledge. 



©
 E

U
G

E
N

IO
 M

A
Z

Z
O

N
E



1
7

 
\

 
S

E
P

T
E

M
B

E
R

 
2

0
1

7

THE IMPORTANCE OF EDUCATION

THE IMPORTANCE  
OF EDUCATION

Education gives us the skills to survive as adults in the world. It is the 
process of acquiring knowledge, skills, values, beliefs and habits. Its 
methods can include storytelling, discussion, teaching, training and 
directed research. Education is important in nearly every type of 

job, and in many cases, it makes the difference between being able 
to perform a job in the most accurate manner and being unable to 
perform a job at all. That’s also when associations can come in and 

make a difference.

Words Rémi Dévé

In addition to providing a unified voice to the 
industry, field or sector they represent, associ-
ations are here to help you further your career 
and usually provide a wide range of education 
opprtunities. Most of them organise a lot of 
events all through the year that allow you to 
connect with your peers, share ideas, ask for 
advice, volunteer to be a speaker or become 
a member of a committee. Since most asso-
ciations have national or local conferences, 
you can participate and have the opportunity 
to hear about the last trends in your career, 
learn best practices, discover key achievers 
in your sector and meet and brainstorm with 
others who are also looking to share and 
learn information. In this regard, associations 
can help build a vast network of professional 
relationships.

Furthermore, most associations provide an 
enormous amount of access to resource infor-
mation such as white papers, case studies, arti-
cles and books written by experts in your field 
of interest. Also, major journal, magazine and 
newsletter access is usually provided as a part 
of your membership privileges. 

Zhanna Kovalchuk, Executive Director of 
the European Society of Sports Traumatol-
ogy, Knee Surgery and Arthroscopy (EKKSA), 
recently explained to Boardroom how they 
conducted a survey among their members, 
which confirmed networking (advancing their 
careers through useful contacts), information 
(about advances and opportunities in their 
field) and, of course education, as the primary 
reasons for joining EKKSA. “But we cater for 40+ 
countries, in Europe and Eurasia, each with their 
own culture, governmental policy, and medical 
tradition. So there might be considerable varia-
tion among our members and the reasons they 
join. Given this, our task is simple: we must try 
and bring them all up to their best level, and do 
it with diplomacy and care for national pride 
and traditions. We also manage to embrace 
national associations (ESSKA currently has 38 
affiliates) and do so without neglecting each 
and eveyone’s differences. So you can say, we 
not only provide education, but also a means to 
unification.” Zhanna says.

Kai Troll, Head of Development & Strategic 
Properties at the International Sport And 

Culture Association (ISCA) and Chairman & 
Director of the Best Buddies Europe Middle 
East & Africa Foundation, goes one step fur-
ther and wonders if association stakeholders 
at large know and understand who and why 
associations do educate. “Whether industry or 
non-industry funded association, education is 
always an important part of what we do. Ideally, 
an association has created its stakeholder map 
and fully understands who the stakeholders are 
that should be educated in order to maximize 
outreach and impact. Often, associations must 
become better in communicating what ‘prob-
lem’ they and their members actually try so 
solve.” he says.

RAISON D’ÊTRE

Education might well be the very raison d’être 
of most associations. In fact, you could argue 
that what is perhaps even more important 
today is that organisations create standards, 
define boundaries between professional 
spheres, and identify competencies needed 
in the employment world and the job mar-
ket. They offer a wide range of educational 
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programmes designed to meet the needs that 
perhaps more traditional institutions don’t 
provide anymore and foster social connec-
tions and professional opportunity through 
networking. When conventional educational 
curricula don’t deliver anymore, associations, 
on a national, regional or international level, 
provide industry-specific bodies of knowledge. 
Where diplomas don’t really say anything 
about an individual’s special competencies, 
they can design credible credentials and cer-
tifications that will fill the gap. 

This is what Elizabeth Weaver Engel, chief strat-
egist for Spark Consulting, and Shelly Alcorn, 
principal for Alcorn Associates Management 
Consulting, write in The Association Role in 
the New Education Paradigm : “Because we 
focus our programs on meeting member needs, 
there’s an immense amount of variation in what 
we provide, from informal ‘knowledge-sharing 
opportunities’ to formal credentialing pro-
grams designed to meet regulatory or licensing 
requirements and everything in between. In 
short, what we’ve been doing, by necessity or 
instinct, is patching over the cracks in the foun-
dation of classical formal education itself. Those 
cracks are becoming increasingly hard to hide, 
and the changes and disruptions we’ve noted 
above present a tremendous opportunity for 
associations to create permanent, life-chang-
ing value for our audiences, if we can rise to the 
occasion.”

ASSOCIATION MANAGEMENT

There is a potential for associations to become 
even more important players in the personal 
and professional lives of their members. If 
they – as one commonly says –  represent 
every industry and profession out there, they 
will continue to do so for new emerging pro-
fessions, while others will disappear due to 
automation.

But, as Damian Hutt, Executive Director of The 
Association of Association Executives (AAE), 
argues associations should not just focus on 
informing themselves on sectorial issues. It is 
in fact crucial that they encourage and directly 
support the continuing education of their 

employees in the various disciplines required 
to manage an association. “It is the applica-
tion of best and new practices learnt from one’s 
peers and other experts that strengthens and 
grows an association. From developing lead-
ership skills to learning practical methods and 
processes, educating association executives 
improves an organisation's effect in its sector, 
raises its value to members, can improve rev-
enue and increases staff professionalism and 
performance. Through constant education, 
associations future-proof their organisation 
and demonstrate to employees that they are 
valued, thus improving loyalty and staff reten-
tion.” Damian says.

Kai Troll also believes that keeping your staff 
engaged and educated on association man-
agement-related topics is of paramount impor-
tance but is hardly a priority for most organisa-
tions. “In general, associations regardless what 
geographical reach or size aren't very good at 
providing further education, in an academical 
and non-academical sense, to their staff.” he 
argues “But there is a lot of training and educa-
tion in association management out there that 
leaders can choose from. One issue but also 
key question is: 'where do I go to get the best 
possible training and education that is suitable 
and relevant for me to an affordable price for 
my association?’ In most cases, people look for 

training and education opportunities related to 
their current responsibility and works in current 
association or of that of association in general. 
Association, event or project management 
in specific is one, but I wouldn't necessarily 
restrict it to 'association' related management 
but really look at it as 'business management'. 
Personally, I would very much recommend that 
people join non-industry related training or 
education courses not necessarily related to the 
association or meeting industry. That should 
help to bring fresh thinking into the work place.”

Even if keeping up-to-date with develop-
ments in association management might 
be time-consuming, it can help you remain 
relevant and fulfill the association’s role as 
a thought leader in its sector. These devel-
opments to look out for can indeed cover a 
wide spectrum, from technology and video 
to events and marketing, from communica-
tions and digital publishing to social media 
and logistics, from education and eLearning 
to recruitment and retention, just to name a 
few. But, as Damian Hutt concludes: “Learn-
ing from others who have done this, what they 
did well, what they would have done differently 
and which partners they worked with, and then 
learning about more detailed processes from 
experts, is essential to adopting new methods 
that improve efficiency.”

Engel and Alcorn’s tips 
Associations willing take the next step in the educational spectrum should:

¬¬ �Clearly define educational competencies needed, including soft skills

¬¬ �Clearly define career pathways

¬¬ �Consider alternative delivery methods and new technologies

¬¬ �Offer micro-credentialing and badging

¬¬ �Offer blended learning environments

¬¬ �Professionalize content development and delivery

¬¬ �Provide quality certification programs

¬¬ �Create effective alliances

Source: http://getmespark.com/wp-content/uploads/NewEdParadigm.pdf



Everything that makes Ottawa Canada’s best place 
to live* also makes it a great place for your delegates 
to meet. Its vibrant arts and cultural scene, its national 
sites and attractions, awesome events and festivals, 
scenic beauty and outdoor adventure are all things your 
delegates can look forward to and experience. And, 
we’re also home to the award-winning Shaw Centre, a
wide range of hotel options, and a superb international
airport just 15 minutes from downtown. Find out more 
by visiting us online.

CANADA’S BEST 
PLACE TO LIVE
IS A GREAT PLACE 
TO MEET

WWW.OTTAWATOURISM.CASHAW-CENTRE.COM

* Canada’s Best Places to Live 2017 MoneySense; Canada’s Best Places to Live 2017, Macleans; Deutsche Bank 2017 Quality of Life rankings. 
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Going-the-Distance Learning

Michelle Russell, Editor in Chief of Convene, the PCMA magazine, asks 
learning expert Will Thalheimer about conference-education strategies that 

connect content acquisition to execution.

©
 M

IK
E

 W
IL

S
O

N



2
1

 
\

 
S

E
P

T
E

M
B

E
R

 
2

0
1

7

THE IMPORTANCE OF EDUCATION

The more insights that brain-science and 
cognition research uncover about how we 
apply what we learn, the less it seems that the 
traditional conference education program 
is up to the task. Sure, your attendees can 
choose from numerous education sessions 
along multiple tracks over several days of a 
jam-packed agenda. But all too often, what-
ever great ideas they gather on site — about 
how to do their jobs differently and more 
effectively — slip through the cracks once 
they’re back in the day-to-day office grind.

“It’s that linkage back to the workplace that I worry 

about the most,” said Will Thalheimer, Ph.D., 
whose Boston-based firm, Work-Learning 
Research, focuses on the connection between 
learning and performance. “I go to conferences 

a lot. What doesn’t seem to be happening is sup-

porting people back at the workplace. We’ve all 

had the experience where we go to a conference 

and we’re excited… We’ve learned a whole bunch 

of things, because we’ve gone to many different 

sessions. Sometimes we’ve taken notes, and some-

times we look at them. Oftentimes we just go back 

to our chaotic world and our jobs. What we’ve 

learned in the sessions doesn’t translate back to 

our real on-the-job work. Some things we remem-

ber, but a lot’s lost.”

While meeting professionals may think 
they’re responsible only for creating a strong 
educational program — and how attendees 
make use of that is up to them — Thalheimer 
disagrees. “That’s all well and good,” he said, “but 

obviously, you want to make sure that your con-

ferences have actual value to people. If they don’t 

actually get something out of it, eventually that’s 

going to catch up to a conference organiser. [You 

want your participants to say,] ‘Hey, you know, 
I learned something at this conference, and 
now I’m putting it into practice at my work-
place, and it’s been very successful. I’m going 
back there next year, and I can also make the 
case to my senior management that looks at 
what I do based on attending that conference. 
In fact, I want to send my whole team.’”

First of all, how do you see education 
being delivered during meetings 
in terms of how well it supports 
retention?
Oftentimes our conference sessions aren’t 
designed with that in mind — conference 
presenters tend to default to wanting to cover 
a lot of material. They go shallow and not 
deep. When you go shallow, you can cover 
material, but what you can’t do is provide the 
kind of learning support that sets people up 
to remember when they get into particular 
situations on the job.

A lot of sessions these days 
incorporate small-group sharing. Does 
that help?
It’s a good thing up to a point, because it does 
get people linking their workplace with the 
things they’re learning, making a cognitive 
link. That helps support remembering. What 
would be better is to not just discuss it, but 

also make simulated decisions using scenar-
io-based questions, where they’re really prac-
ticing making the decisions that they learned, 
so that when they go to the workplace, 
they’re reminded.

We have this view of learning — that it’s 
information in/information out. Really, 
human beings don’t work that way. What 
happens is, you’re in a situation and the stim-
uli in that environment will remind you of 
things. When you go back to your workplace, 
it would be nice if the stimuli that you see 
there would remind you of what you learned 
in the conference. Now, for a speaker to set 
that up, they’d have to put people in situa-
tions and have them make decisions in those 
situations. That’s where scenario-based deci-
sions are good — some kinds of exercises are 
good. Discussions get you halfway there, but 
they don’t really set up the situation/action/
contingency the way it’s most effective.

Conference presenters should put people in 
realistic situations of some sort — whether it’s 
just to read a couple of paragraphs to get them 
thinking about a realistic situation, or devel-
oping a comprehensive exercise to put them 
in a situation, or even to present situations 
and have them talk about them in their table 
groups. The key thing is [to] get them think-
ing about that real-world situation. That way 
the contexts are aligned, so that when they go 
back to their workplace, the context itself will 
remind them of what they learned.

We have this view of learning — that it’s information in/ 
information out. Really, human beings don’t work that way.
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There is such a thing as a natural 
forgetting curve. How else can 
meeting organisers minimize that?
People learn something, and then there’s a 
threshold. Right after a conference, they’re 
likely to remember some of the stuff they 
learned, but pretty soon they’re going to slide 
down a forgetting curve. There are some 
links across that divide — things we know 
can support remembering, like giving people 
realistic practice and spacing repetitions [of 
what they learned] over time. What remind-
ers and re-enforcers can do is to keep people 
above that retrieval threshold. That makes 
it more likely that they’re going to use what 
they learned.

How can the once-a-year conference 
model help with that?
One obvious solution to this is not to do 
a one-time event or a yearly event, but to 
spread learning out over time. That doesn’t 
mean you don’t have a yearly event. What’s 
ideal is, you’ll have a yearly event and then 
you’ll reinforce it over time as they go back 
to the workplace. This can be very simple. 
It could be something as simple as periodic 
webinars, but it could be something more 
comprehensive, more sophisticated, as well.

I like to talk about the notion of subscription 
learning. Learners subscribe to a learning 
thread of small, short nuggets, and those are 
delivered over time. One of the reasons I got 
to thinking about this was the research on the 
spacing effect that’s in the learning research. 
It shows if you repeat things over time, peo-
ple remember them a lot better than if you 
scrunch those repetitions up all together.

I see real value in this for conference learn-
ing and a potential business opportunity 
as well, so you’re not only providing better 

learning or an additional stream of learning 
for your audience, but you’re also connecting 
with them throughout the year. That’s what 
marketers want to do — keep a good connec-
tion with people over time, so that they’re 
remembering and they are purchasing and 
feeling loyal.

You could get really sophisticated about this 
and say, “Okay, we’re going to have a subscrip-

tion-learning thread on Topic A, and we’re going 

to cover this for six months. And then we’re going 

to have one on this other specific topic.” You could 
have diagnostics that help people decide 
which threads they ought to belong to. You 
could have some community learning. You 
could add video to this. You could personalize 
it. The sky’s the limit.

The subscription-learning idea is fairly new 
— we’re trying to figure out what works and 
what doesn’t.  But I think some of the basic 
ideas of learning design and of human design 
in general are going to play out in this area 
— that people like connections, and they like 
to learn something new. They want it to be 
engaging, short, and easily digestible. They 
don’t want complex models or academic 
wording. They want things that resonate 
with them that they can use right away.

How do you see conferences doing a 
better job of extending learning in the 
future?
Number one, I think technology is going 
to get more involved. One of the things I 
noticed that some conferences are doing 
now is that participants [are automati-
cally checked in when they enter a session 
room]. That is a piece of intelligence that you 
could use for learning. If I know that these 
30 people were in my conference session, 
I could then provide them with additional 

reinforcements after the workshop, with that 
subscription-learning thread. I could follow 
up with them with diagnostics. I could see 
what obstacles they had when they tried to 
implement what I taught them.

One of the biggest problems we have in the 
conference world — and this was in my world 
as a trainer, too — is you go out there and 
you give people a great learning event, and 
you never see them again. That’s crazy, right? 
Because our learners are going to hit obsta-
cles. They’re going to have successes. It would 
be great if we as the learning facilitator knew 
what those successes were so we could build 
on those, and we knew what their obstacles 
were so that we could rebuild our learning 
design so they would be less likely to face 
those obstacles or they would know how to 
face those obstacles — and in a sort of mid-
stream course correction, if we knew what 
their obstacles were now, maybe we could 
provide some ways for them to get around 
them.

Also, it seems to me, in the conferences I 
go to, that the sessions are getting shorter 
and shorter. What that does is it helps the 
attendees sample what they want to go to. 
What it fails to do is to provide those learn-
ing supports to help people go deeper. I could 
imagine a hierarchical kind of design, where 
there are some short sessions that allow you 
to pick and choose where you want to go 
deeper. Then there are deeper sessions that 
follow, that help to give you those supports 
that help you remember, that help you take it 
back to your job.’
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Becoming Mindfeeders

As an association executive or meeting planner when was the last time you 
asked yourself: "how do your members feed their mind?"

Words Stephen Noble, Manager Asia Pacific, The Conference Company

In this fast moving world of content over-
load, there are more than 1.28bn global daily 
users on Facebook, 1mn global users on 
Instagram, 320mn monthly active users on 
Twitter, not to mention all the other digital 
and offline sources constantly feeding us with 
all sorts of information, everything from 
quirky pseudoscience ‘facts’ to inspirational 
quotes from the barrage of celebrity philoso-
phy wannabes. Then there is the plethora of 

actual educational material being made freely 
available on the web daily. So what role do 
associations play in this ever changing world 
of self improvement through education?

Over the past ten years, associations have 
evolved immensely: from being all about an 
‘annual meeting’, they have now become a 
real community hub providing a very spe-
cial opportunity to be the conduit that helps 

drive the personal evolution of their mem-
bers. Associations are well positioned to be 
a relevant source of education, especially 
with the rise of digital - they now have an 
opportunity to be content aggregators for 
their industry. A healthy membership thriv-
ing with industry experts, combined with the 
latest technology and the distribution to dis-
seminate the best content out to those willing 
to receive: the associations that successfully 
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THE IMPORTANCE OF EDUCATION

Associations must recognise the differing 
needs amongst its changing membership and 
ensure to meet all of those needs personally 
with relevance.

The digital age has made it a much harder 
proposition to draw millenials into mem-
bership so associations must work harder to 
prove their value and worth to this genera-
tion in order to continue to see the success 
of the past decade. One of the ways this can 
be done is through ensuring a truly person-
alised curated eduation program that is easy 
to access, available on the go and utilising the 
latest technology to ensure the experience 
is that of listening to an apple podcast on a 
smart phone at the gym or during their daily 
commute.

One of the digital issues associations need to 
consider is their own website as well as their 
conference sites. Ensure this reflects current 
technology, has all the social plugins, is fully 
mobile optimised and ranking on Google’s 
harsh and ever changing algorithms. Naviga-
tion must be intuitive, load times lightening 
fast and all the SEO optimisation in place to 
ensure the right audience are driven to the 
website and once there served with relevant, 
engaging content. There is a case for bring-
ing the conference website back to the main 
association website to maximise traffic rather 
than splitting off and rebuilding all the algo-
rithm optimisation every year at additional 
cost.

is the new nirvana of the association world 
and must be grasped in order to survive and 
thrive in these days of tougher competition 
and shrinking budgets.

WE ARE FAMILY

Being a member of an association creates 
credibility, networks, community, collabora-
tive working, and career paths. Associations 
provide a wonderful opportunity for collabo-
ration with complementary members work-
ing together to support each other. Exam-
ples can be found far and wide in the events 
industry where congress planners find local 
experts to assist when organising confer-
ences in regions they haven’t worked before. 
This brings many benefits for both organi-
sations and additional economic benefit to 
local communities where meetings are held. 
International associations can connect their 
members with regional and national chapters 
to facilitate collaboration and vice versa. 

TAILOR-MADE CONTENT

We are time poor and high maintenance, we 
need and want our content served up in bite 
sized, easily consumable and highly person-
alised packages. This is where associations 
truly can take the cake. With the highly 
detailed knowledge held on members, asso-
ciations can provide a filter, creating a cred-
ible and reliable source for tailored online 
experiences. 

With the advancement in technology dig-
ital platforms are able to support this expe-
rience. However, associations must be ready 
and equipped to take advantage of the auto-
mation age. There is additionally a genera-
tional issue to consider whereby some of the 
more mature members still hold loyalty to 
the association. However, the younger gen-
erations coming through are less inclined to 
simply join out of tradition or in the hope of 
making the right contacts for their career. 

This article was provided on behalf of the 
International Association of Professional Congress 
Organisers. IAPCO represents 117 companies 
comprised of professional congress organisers, 
meeting planners and managers of international 
and national congresses, conventions and special 
events from 41 countries.

info@iapco.org \ www.iapco.org

position themselves as the ‘go to’ provider of 
education and best practice will be those who 
thrive through the coming years.

CREATING NEURAL PATHWAYS

There are many different ways to educate 
oneself and consume information, both for-
mally and informally, online and offline. 
Education is formed by the people you lis-
ten to, the opinions you believe, the books 
and blogs you read, the videos you watch, 
plus all the information that you take in 
today. Education relates to all aspects of life 
- the diet you maintain, how you take care 
of your body, mindfulness, stress reduction. 
These holistic topics are just as important as 
gaining technical knowledge and advancing 
within your field of expertise. Associations 
have long provided evidence-based learning 
helping members to achieve CME and CPD 
credits. They have an opportunity to capture 
their audience and keep their attention while 
embracing the holistic topics to provide an 
integrated service towards education.

The annual event, once remininscent of a 
slightly dry piece of toast washed down with 
a lukewarm cup of tea, has now become a 
vibrant and thriving multiple-day experi-
ence full of not only the latest technologi-
cal advancements in the industry but all the 
additional bells and whistles designed to 
enthrall the delegates and keep their atten-
tion through the business part of the day. We 
are all time poor and if the association can 
assist with a holistic learning approach they 
can become so much more valuable than sim-
ply formal education credits.

Imagine a world where delegates flock to 
association events and remain buzzed and 
engaged throughout the experience. Where 
they come away with not only truly valua-
ble industry knowledge and contacts but also 
having learnt some interesting things that 
will help them in all areas of their lives. This 
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The first is that knowledge and the benefit 
of experience are probably the most valuable 
legacies we can pass on to those who will be 
following us into any discipline – and critical 
to delivering the kinds of specialized products 
and services that increasingly characterize a 
future workplace that may require skills not 
directly transferrable from other areas of 
employment. With a tight market for talent 
in many parts of the world today, employers 
often have to recruit from other specialties 
and then provide the additional required 
knowledge on-site. And while “on the job” 
experience will eventually provide a lot of 
what’s required, specialized training is a way 
to get new recruits up to speed more quickly. 

But in times when almost everything about 
the product is changing so quickly, educa-
tion is not just an investment in the future 
– it’s also about right now, and being able to 
put the very latest information, insights and 
strategies into immediate action. Even those 
with lots of experience in a particular busi-
ness regularly find themselves facing new 
challenges, as everything from client needs 
and business methods to new technology 
and customer expectations change on what 
seems to be a daily basis. Invariably, the best 
ideas for how to address these come from 
others in the industry who are having similar 
challenges, and educational programs are an 
effective way of facilitating an exchange of 
such information and insights.

Finally, it’s about reputation – and an ability 
to create a comfort level amongst clients who 
need the confidence that things are being 
done properly and professionally. Education 
is primarily about building the kinds of com-
petencies needed to demonstrate capability 
– and the more visible this capability is, the 
more likely it is to support being taken seri-
ously by other disciplines. In a world where 
“second best” gains little respect, an invest-
ment in good education can not only produce 
better results, but more visibly better results 
– and that is perhaps the most valuable com-
modity in the market today.

What is changing is delivery. This is a prod-
uct of technology and a matter of what is 
possible today that might not have been a 
few years ago - but it’s also about changing 
expectations around how information can 
and should be communicated by those on the 
receiving end. Online and remote learning, 
for example are very attractive in that they let 
students set their own pace and don’t require 
actual attendance in a central setting. At the 
same time, they enable participants to access 
speakers and resources that would be diffi-
cult if not impossible to bring together for a 
smaller group.

On the other hand, in a way, the method of 
delivery is in itself a part of the lesson, since 
it reflects on what we know about how to 
convey information most effectively and 
demonstrate the additional values – network 

development, for example – that reinforce 
the value of face to face encounters in vali-
dating both content and relationships. In 
the end - as with remote meetings gener-
ally - the most effective approach will likely 
be a combination of both, depending on the 
kinds of materials to be covered and the need 
for direct interaction as a component of the 
learning process.

The bottom line: training and education 
are both critical and evolving quickly. The 
challenge for everyone is not just to keep 
pace with current norms but to also prepare 
new arrivals for dealing with what may be a 
range of possibilities in the future. That is a 
more creative exercise than simply passing 
on existing information – but the only real-
istic approach to a world that is evolving as 
quickly as ours is today.

Education is Our Legacy  
for the Future

In a rapidly changing world with an increasingly uncertain future, education 
is probably the most important single thing any organisation does, and 

that importance just keeps growing. There are three reasons for this, Rod 
Cameron, Executive Director AIPC and JMIC writes.

MEDIA PARTNER

AIPC represents a global network of over 185 
leading centres in 59 countries with the active 
involvement of more than 900 management-level 
professionals worldwide.

marianne.de.raay@aipc.org \ www.aipc.org
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THE IMPORTANCE OF EDUCATION

Teach Me Something  
I Don’t Know

As you’ve come to get familiar with my topic on culture and cultural 
differences within the association community, my statement is: “nothing 
is culturally neutral”. So is the case with learning and education: different 

cultures learn and teach differently. Both formally and informally.  
Here are some examples.

Words Chris Smit

HOW DO WE LEARN?

Different cultures learn things differently 
than other cultures. For instance, Anglo-
Saxon cultures prefer to start their learning 
process or learning curve with a practical 
example, like a case study. These case studies  
(or stories or examples) lead to a practical 
framework, which could but not necessarily, 
lead to a theoretical framework.

The basic question that needs to be answered 
in Anglo-Saxon learning is: “Show me that it 

works and how I can use and benefit from it”. 
For the French (and the Belgians, Italians, 
and South Americans) this is not the way to 
do things. In those cultures, you start with a 
theoretical framework. From there you get to 
the practical parts.The American David Kolb 
has done some excellent research on this.

READING A CV CORRECTLY

Assessing whether you have the right can-
didate often starts with assessing someone’s 
CV. But those are also not culturally neutral.

An American assessing the CV of a German 
or Swede will often wonder if they found the 

right person in the first place. Reason being 
is that CV’s of Germans and Scandinavians 
are often relatively moderate but also very 
factual. If a Swede speaks only three words 
of French, his or her CV will read “Level of 

French: 3 words”. The American will wonder: 
is that all he or she can do? The answer is yes! 
And he/she can do it all!

Turn the tables and a Scandinavian HR man-
ager assessing the CV of an American will 
often think that he/she has Superman in 
front of him/her. This is because in the US 
you need to polish or brush up your CV sig-
nificantly to stand out in that market (read 
culture).

GIVING AND RECEIVING FEEDBACK

Question: what kind of feedback do you most 
often get from clients, peers, or managers? 
Most people will say negative feedback. But 
in most cultures, you will get a compliment 
or positive feedback every now and then 
when you’ve done something right.

Not in Scandinavian countries and the 
Netherlands. There, positive peer-to-peer 

assessment is seen as suspicious. “What do you 

want from me?” is often thought when receiv-
ing too explicit positive feedback. Hence 
the Nordic countries, and the Netherlands 
additionally, give positive feedback rather 
sparsely. Keep this in mind when giving 
peer-to-peer feedback.

PUTTING IT ALL TOGETHER

The topic of education across cultures is a 
very delicate one. Because if you don’t get 
it right people will recent the learning and 
hence will not learn or not accept what needs 
to be learned. Keep the above considerations 
in mind and you’re half way there.

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

Associations sustain 
competitiveness by 
committing resources to life-
long learning, professional 
development, mentoring 
and research.



EDUCATION IN THE BOARDROOM

Associations sustain 
competitiveness by 
committing resources to life-
long learning, professional 
development, mentoring 
and research.

2
9

 
\

 
S

E
P

T
E

M
B

E
R

 
2

0
1

7



3
0

 
\

 
B

O
A

R
D

R
O

O
M

 
M

A
G

A
Z

IN
E

Combining business talk with culture.
Enjoying perfect harmony

#ViennaNow vienna.convention.at

©
W

ie
nT

ou
ris

m
us

/L
. B

ec
k(

l.)
/H

of
bu

rg
 V

ie
nn

a/
M

. S
ei

dl
(r.

)



3
1

 
\

 
S

E
P

T
E

M
B

E
R

 
2

0
1

7

THE IMPORTANCE OF EDUCATIONEDUCATION AROUND THE WORLD

These sustainable development goals or 
SDGs, officially known as “Transforming 
our World: The 2030 Agenda for Sustainable 
Development”, is a set of 17 global goals with 
169 targets in between them. So, what do the 
SDGs got to do with associations? The short 
answer is that associations can help in fulfill-
ing the objectives of the SDGs. 

While associations are ‘non-state’ organi-
sations, they play a critical role in society. 
Among others, (a) they enrich lives through 
volunteerism, create standards of safety and 
quality, and build citizenship with com-
munities around the globe (b) they sustain 
competitiveness by committing resources 
to life-long learning, professional develop-
ment, mentoring and research and, (c) they 
impact the economy through industrial 
development, product and service innova-
tion, environmental protection, and domes-
tic and international business facilitation. In 
essence, they share their work and advocacies 
to nation-building.

Such is the experience of the Philippine 
Council of Associations and Association 

Executives (PCAAE), the “association of 
associations” in the country, which found out 
that there are already programs and activities 
in place that associations and other member-
ship organisations contribute to sustainable 
development. Among them are the winning 
association programs of PCAAE’s annual 
“Ang Susi” Awards.

Ang Susi (translation: The Key) whose 
acronym stands for “Associations nurture 
National Growth through Social Unity and 
Sustainability Innovations” honours the key 
role and contribution of associations and 
other membership organisations and their 
leaders in national sustainable development. 

This year’s “Ang Susi” awards 2017 will be 
presented in conjunction of the PCAAE 
Associations Summit 5 (AS5) slated for 
November 22 to 23, 2017 at the PICC in 
Manila. The two-day summit with the 
theme, “Stronger Together”, is expected to 
draw more than 200 association profession-
als here and abroad. Supporting the event are 
the Tourism Promotions Board Philippines, 
PICC, and the Association of Development 

Financing Institutions in Asia and the Pacific 
(ADFIAP).

Since it was formed almost four years ago, 
the number of PCAAE association and pro-
fessional members has increased to 270 rep-
resenting 170 associations and other mem-
bership organisations all over the country. 
PCAAE also initiated the founding of and 
currently serves as the interim secretariat of 
the Asia-Pacific Federation of Association 
Organisations (APFAO), a regional network 
of national membership organisations of 
associations.

PCAAE Associations Summit 
Philippine Associations 

Contribute to SDGs

On September 25, 2015, 193 member-states of the United Nations, including 
the Philippines, have committed to 17 “global goals” to achieve three 
extraordinary things in the next 15 years – end extreme poverty, fight 

inequality and injustice, and fix climate change.  

Words Octavio “Bobby” Peralta

Combining business talk with culture.
Enjoying perfect harmony

#ViennaNow vienna.convention.at
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Octavio “Bobby” Peralta is concurrently the sec-
retary-general of the Association of Development 
Financing Institutions in Asia and the Pacific  
(ADFIAP) and the CEO and founder of the 
Philippine Council of Associations and Associa-
tion Executives (PCAAE). PCAAE is holding the 
Associations Summit 5 (AS5) and the “Ang Susi” 
Awards 2017 on November 22 and 23, 2017 at 
the Philippine International Convention Center 
(PICC).

Email inquiries@adfiap.org for more details.



At the new IMEX America Association Leadership Forum,  
a free program presented by ASAE: The Center for  
Association Leadership, on October 9. 

Gain from an experience researched and designed exclusively for  
association leaders. Join your peers—membership directors, CEOs,  
presidents, board members and senior association management—
to address challenges and share inspiring successes. Carry on 
conversations at Association Evening. Stay for the trade show— 
three more days of contacts, trends and suppliers. Find out more  
at imexamerica.com/association-leadership-forum.

There will be even more association-focused sessions running 
throughout IMEX America starting on Smart Monday, and the  
networking gathering of Association Evening too—open to all  
association professionals. Don’t miss out!
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High-Level Learning for 
Association Professionals  
at IMEX America 2017

Association professionals are invited to set aside their daily to-do lists and 
focus on strategic development and sharing knowledge with their peers at 

IMEX America this year.

Designed exclusively for association leaders 
and aspiring association leaders from all cor-
ners of the world, the new IMEX Association 
Leadership Forum takes place the day before 
IMEX America in Las Vegas on Monday 
October 9. 

“In a rapidly evolving business environment, 

strong leadership and effective strategic planning 

has never been more important. Senior industry 

professionals within associations obviously occupy 

unique and powerful positions within the meet-

ings industry, and we know they value high qual-

ity opportunities to spend dedicated, focused time 

together,” explains Carina Bauer, CEO of the 
IMEX Group.

The education and networking program at 
the new Association Leadership Forum is 
open to those working at senior leadership 
level within associations and covers multiple 
challenges of association management and 
development. The free program is being cre-
ated in association with ASAE: The Center 
for Association Leadership. Through a mix 
of presentations, peer to peer discussions 
and an executive level panel, the Association 
Leadership Forum will address the high level 
strategic issues that currently challenge lead-
ership teams. 

There will also be a series of dedicated educa-
tion sessions for association meeting buyers 
and planners, curated by ICCA. Open to all, 
these will take place as part of Smart Mon-
day – the renowned day of complimentary, 
cutting-edge professional development pow-
ered by MPI. Association professionals will 
also be able to take part in Smart Monday’s 
wider education program which includes ses-
sions on purposeful meetings, latest industry 
trends and personal development.  

All association professionals can end their 
day and toast the start of IMEX America at 
Association Evening, taking place at The 
Venetian® | The Palazzo® Congress Center. 
“It’s always a lovely chance to unwind with peers, 

reconnect with old friends and forge new con-

nections. Our Association Evening is a great net-

working opportunity that really ‘starts the week 

strong’”, adds Carina.

In addition to this customised learning 
opportunity, Association professionals will 
also enjoy further business opportunities and 
education sessions during IMEX America 
which takes place October 10-12. 

There will be new exhibitors from across 
the US and around the world including 

Memorable Costa Rica, Boston Conven-
tion Marketing Center, COMO Hotels - 
New York, Abu Dhabi Tourism & Culture 
Authority, Global Incentive Management 
DMC, Viking Cruises, Live Nation Special 
Events and Hotel Xcaret Mexico.  In the Tech 
Pavilion EventsCase and CadmiumCD will 
also be at the show for the first time.

Exhibitors represent all areas of the indus-
try and those with expanded booths this 
year include the Bahamas, Hungary, Ireland, 
Accor, IHG, Sonesta Collection, Marriott 
International, Evenium, 3D Cruise Partners, 
Allied PRA, multiple exhibitors from Cali-
fornia (Long Beach, Anaheim, LA, Monte-
rey County & Santa Barbara), Nashville and 
Memphis, the Czech Tourist Authority and 
Visit England.

The new IMEX Association Leadership Forum 
takes place the day before IMEX America  
in Las Vegas on Monday October 9

www.imexamerica.com
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What to Expect  
from ibtm world

This year is a major milestone for ibtm events, as it is the 30th anniversary of 
ibtm world, taking place in Barcelona from 28 – 30 November 2017.  
Kerry Prince, Portfolio Director, ibtm events, explains what’s in it for 

association professionals.

Can you give an overview of what to 
expect from the event this year?
Complementing the meetings programme at 
ibtm world, once again we have a full itin-
erary of networking events, some of them 
personalized to the sector including ‘Asso-
ciations Connect’, specifically created for 
peer-to-peer engagement. We know that our 
Knowledge Programme is very well received 
by association buyers and that they place 
great importance on attending the sessions.

We have another exciting programme, head-
lined by two globally renowned keynote 
speakers who will be announced imminently, 
with association specific as well as generic 
education sessions, all aimed at delivering 
tangible learnings that the audience can apply 
in their business going forward. Select elite 
buyers will be invited to share their knowl-
edge on hot topics including maintaining 
funding, adding value for members and 
recruiting chapter leaders.

Alongside this, our Innovation Zone, Tech-
nology and Services Zone and, new for this 
year, our Start-up Pavilion, will give associa-
tion buyers access to a whole host of suppliers 
of emerging technologies and the opportu-
nity to network and meet with potential new 
partners.

Ultimately our aim is to ensure that our 
buyers have the best possible experience at 
our event and that they get real value from 
attending. We are confident that this year’s 
enhancements mean we continue to offer a 
market leading programme.

What support do you offer for younger 
entrants to the industry?
ibtm events has, for the eleventh consecu-
tive year, partnered with ICCA for the ICCA 
Forum for Young Professionals which this 
year has the theme of ‘The future is here, the 
future is you!’. Opening in Barcelona on the 
eve of ibtm world 2017, 26 November and 
closing on 28 November, the forum gathers 
35 young events industry professionals from 
a range of organisations and associations for 
a three-day long programme of educational 
sessions, networking, social activities and 
guidance from some of the industry’s most 
influential professionals.

Delegates benefit from gaining a deeper 
understanding of the different industry 
sectors, strengthen their connections and 
networks with peers and industry leaders 
from across the globe and gain experience of 
working on multi-cultural and buyer-sup-
plier teams. Attendees then have access to 
the show floor and can take advantage of 

the inspirational education sessions and 
networking.

Any new exhibitors this year ?
As always, a huge part of the appeal of the 
event is the amazing breadth of exhibitors 
in attendance. This year, some 3,000 exhib-
iting companies representing over 150 coun-
tries will attend, ensuring a comprehensive 
offering for meetings and events planners. 
Exhibitors range from destinations and 
conference centres to technology compa-
nies and suppliers from across the industry, 
New exhibitors confirmed to attend this year 
include Visit Wales, Synergy International 
Italy, Fiesta Hotel Group, Meet Puerto Rico, 
Visit Almaty, Titanic Hotels, Ceara, Designer 
Incentives and Conferences India.

Those and all the others will gladly meet up 
with associations that have already said they 
would be there, including the Optical Society, 
European Health Management Association, 
European Society of Ophthalmology, Associ-
ation of International Seafood Professionals, 
European Cystic Fibrosis Europe, Interna-
tional Financial Cryptography Association, 
World Federation of Tourist Guide Associ-
ations, and UEFA.
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Organised by Strategic Partner Supporting Partners

Economies in the Middle East are rapidly growing, and many reforms 
and strategies are in place allowing associations to take advantage of the 
increasing opportunities in the region.

Dubai Association Conference is an opportunity for professionals from 
regional and international associations to gain insights into the latest market 
trends and to learn how Dubai is growing its association community.

Dubai Association Conference will address the following and much more:
•   How associations should deal with business  

disruption and government reforms
•   Collaboration between associations, corporations,  

academia and government
•   How associations can successfully involve future generations

The conference is taking place 11th - 12th December 2017 at Dubai  
World Trade Centre. Following the conference, delegates are invited  
to join a two-day programme to explore Dubai in its entirety from  
business to culture to heritage and entertainment.

Dubai Association Conference is organised by 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.

To find out more and register: 
www.dubaiassociationconference.com

Is Your AssocIAtIon  
ExplorIng opportunItIEs  
In thE ArAbIAn  
pEnInsulA?

Inaugural conference under the Patronage of  
His Highness Sheikh Hamdan bin Mohammed bin Rashid Al Maktoum 

Crown Prince of Dubai and Chairman of Dubai Executive Council
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Dubai Association Conference 
A ‘Dubai 360’  

Immersion Experience

Set to be held 11-12 December 2017, at the Dubai World Trade Centre, the 
first-of-the-kind Dubai Association Conference will be part of a broader 
immersion experience, branded ‘Dubai 360’. While the conference aims 
to reinforce the crucial role associations play in Dubai’s socio-economic 
development, it will also be an opportunity for delegates to enjoy Dubai  

as they have never before.

Words Rémi Dévé

Associations play an integral role in Dubai’s 
sustainable growth, as they facilitate knowl-
edge-sharing, which ultimately leads to inno-
vation in key sectors, and more importantly 
supports the city in its ambition towards 
becoming a global knowledge hub. By attract-
ing associations that are looking to expand 
within the Middle East, the Dubai Associa-
tion Conference will go beyond traditional 
methods of education to focus largely on col-
laboration and engagement within the grow-
ing industries of the region, from technology 
and healthcare to education and finance.

Building on the success of the Dubai Associ-
ation Centre, which was established in 2014 
under an MoU between Dubai Chamber of 
Commerce & Industry, Dubai Business Events 
and Dubai World Trade Centre, Dubai now 
offers some much sought-after assistance for 
the establishment of non-profit, apolitical 
and non-religious professional associations 

and trade bodies in Dubai, so they can develop 
their activities and grow their membership in 
the emirate and the region.

The theme of the Conference will be ‘Build-
ing a Community’, and participants will have 
the opportunity to connect with key public 
and private stakeholders of Dubai, through 
discussions, networking and knowledge 
sharing, as international and regional experts 
will touch upon the latest trends in areas such 
as membership, online communities, restruc-
turing education, volunteerism and govern-
ance, among others. 

The Dubai Association Conference will also 
offer a unique opportunity to discover the 
various facets of Dubai, and what makes the 
city one of the most dynamic destinations in 
the world. At the same time, it will provide a 
better understanding of what is available in 
the city for associations to tap into. The itin-
erary will feature a deep-dive into the UAE’s 

rich heritage at the Etihad Museum, a glimpse 
into the future at the Prime Minister’s Office 
and Dubai Future Academy and its Dubai 
Future Accelerators, while looking at the 
happiness that permeates through city opera-
tions thanks to the Smart Dubai programme. 
There will also be a behind-the-scenes peek 
of the site that will host Expo 2020 Dubai. 
Leisure activities will include a desert safari, 
a gala dinner, as you would expect at a con-
ference, and tours of the Gold & Spice Souks.

All in all, this immersive study mission is 
aimed to demonstrate the city’s commitment 
to facilitate growth for international associ-
ations. Dubai’s diverse population, dynamic 
business environment, access to world-class 
infrastructure, and geographical proximity, 
at a crossroads between the East and West, 
are some of the many benefits for associations 
looking to establish a presence in the city.
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DESTINATIONS

A successful city in our 
modern world needs to 
be both a great city to live 
and work in. A city where 
business events are viewed as 
instrumental for its growth.
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DESTINATIONS

A successful city in our 
modern world needs to 
be both a great city to live 
and work in. A city where 
business events are viewed as 
instrumental for its growth.
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Sydney 
Can a Convention Centre 

Rejuvenate a City?

Who would have thought Sydney has had some challenges in the past 
years? Its tourist offerings are indeed known around the globe – who hasn’t 

heard about Darling Harbour, Bondi Beach or the great outdoor lifestyle? 
– but its leisure brand, in a way, outshone, its many other attributes, such 

as its competitive business environment, seriousness for trade, world-class 
universities and attractiveness to associations. However, Sydney is open for 
business today perhaps more than ever, as International Convention Centre 

Sydney (ICC Sydney) helps rejuvenate the city.

Words Rémi Dévé

In a world where everything seems to be 
“rankable” under a variety of criteria, what 
qualifies a city as being a “world city”? The 
defining characteristics seem to be simple 
enough: it’s all about “connectivity.” To be 
a world city, you need streamlined, relia-
ble transportation networks that link you 
to the world economy. This means a major 
international airport (or possibly a few) and, 
ideally, your own docks. You need your own 
home-grown media and communications 
industries. And your city should also offer a 
number of high-value jobs in international 
corporations, mainly in the services, finance 
and media sectors. The presence of govern-
mental and cultural centres helps, as well.

OPEN FOR BUSINESS

If you can check off all these things, then you 
probably have an economically powerful, 
international-looking, multicultural popula-
tion. In the global knowledge economy, this 
is reinforced by a city’s liveability factors. A 
successful city in the modern world needs 
to be both a great city to live and work in. 
According to a recent survey conducted by 
The Committee for Sydney, an independent 
think tank and champion for the city, the 
Australian metropolis is “one of the very few 

cities in the southern hemisphere that can make 

a serious claim to be both [a great city to live and 

work in], with globally competitive financial 

and business services, internationally respected 

universities, national leadership in digital tech-

nologies and a cultural sector that is at the heart 

of its global city offer.”

Chairman Michael Rose says the primary 
purpose of The Committee for Sydney is to 
ensure Sydney is achieving its full potential as 
a city on a business, social and environment 
level. “Successful cities are cities that are innova-

tive and globally connected, contract investment 

and can engage in global discussions. Business 

events are vital to that global exchange of ideas. 

They foster relationships between countries, 

between businesses and universities, and between 

research and capital, with the ultimate aim being 

to create innovation. The other dimension of 

DESTINATIONS \ SYDNEY
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disrupting industries, and understanding what 

the jobs of the future look like are good examples. 

Provide us with a problem, and Sydney will work 

with an international association to solve that 

problem. This is what we’re good at.”

ICC SYDNEY, A CENTRE FOR 
INNOVATION

And what better venue than ICC Sydney to 
host these international events? Opened in 
December 2016, it is situated in the heart of 
the city at Darling Harbour on Cockle Bay 
and has the capability to host three separate, 
concurrent events of more than 12,000 dele-
gates altogether. I was lucky enough to have 
seen it literally rise from the ground and, on 
the occasion of the AIPC Annual Confer-
ence in June, I was finally able to see it in full 
swing.

Host venue ICC Sydney truly reflected this 
year’s conference theme of transformation, 

business events has to do with business. When 

people come together for an event, they talk about 

markets, products, investments, partnerships — 

all things that are feeding successful, global cities. 

The fact that the New South Wales government, 

and its partners, invested A$1.5 billion in a brand-

new international convention centre says a lot 

about us being open for business,” he says.

Sydney is the economic powerhouse of Aus-
tralia, the gateway between Australia and 
Asia. It offers huge trading opportunities 
with Asia, and conferences taking place here 
usually have a strong Asian connection. An 
intellectual capital, Sydney has more depth 
than you think. Its key areas of expertise lie 
in the health sector, science technology, engi-
neering and mathematics. The city is also at 
the forefront of professional and financial 
services and leads the tech sector. Its start-up 
culture is very vibrant, as is its academic 
world. 

As ICC Sydney CEO Geoff Donaghy argues, 
“innovation is in our DNA. ICC Sydney sits in the 

heart of our city’s business, education, research 

and knowledge communities and our team is 

plugged in to each of those sectors to amplify 

the message that Sydney has a strong knowledge 

economy. Our mantra is to identify and deliver 

smart solutions that offer the best outcomes for 

our clients, our visitors and our city – making 

sure that the city is both a great place to visit and 

a great place to do business.”

“Sydney’s strength is in being able to take people 

to the next level,” says Lyn Lewis-Smith, CEO 
of Business Events Sydney. “We operate at a 

very strategic level in bidding for, and securing, 

those events we believe Sydney and New South 

Wales offer significant global expertise. What do 

we have to offer an international audience? What 

will an international audience bring to us? Busi-

ness events are about solving some of the world’s 

biggest issues. Childhood obesity, technology 
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What makes ICC Sydney different?

ITS DESIGN.

Richard Breslin, Senior Principal Populous, part of the HASSELL + Populous joint 
venture designers of ICC Sydney, explains how the precinct was designed to cele-
brate Sydney and its culture while delivering the very best fit for purpose design. 
“Our vision for the whole development was to create and celebrate a sense of place. 
Visitors to Sydney are coming to one of the most beautiful cities in the world. Like 
the locals, they love the harbour, the beaches, the food and wine, and the city itself. 
Our temperate climate means it is easy to transition from inside to outside, to blend 
boundaries. Many of the meeting rooms have been deliberately brought to the edges 
of the building so that people can enjoy views of Sydney, to look at everyday Sydney; 
while allowing locals to also look up and feel connected with the significant events 
going on inside ICC Sydney. We also created a number of informal and formal break 
out spaces both inside and outside the building.” he says.

ITS LAYOUT.

ICC Sydney includes a convention facility capable of holding three separate con-
current events of up to 2,500 delegates; a total internal exhibition capacity of 
35,000 square metres; a theatre with a seated capacity of 8,000 for entertainment 
and very large conventions; an external event deck of 5,000 square metres featur-
ing spectacular city views; a top floor, grand ballroom with banqueting space for up 
to 2,000 (or 3,500 in cocktail mode) with foyer and balcony views over the harbour 
and skyline; and a total of 8,000 square metres of meeting options  spread across 
70 spaces.

ITS FOOD PHILOSOPHY.

Focused on changing the game when it comes to average convention centre cui-
sine, ICC Sydney opened with a very specific angle on their food offering, thanks to 
a philosophy called “Feeding Your Performance.” It's the brainchild of ICC Sydney's 
big-name culinary team — headed by executive chef Tony Panetta and director of 
culinary services Lynell Peck — and they're focused on improving the alertness, 
concentration and overall health and wellbeing of guests. The idea is to use fresh, 
seasonal, heritage produce with exceptional flavour to craft menus designed to 
fuel both body and mind. By working as much as possible with local producers 
from New South Wales, ICC Sydney can contribute to the local economy, beyond 
the city and into its regions, and make sure jobs are created and sustained.
When asked about how this “Feeding Your Performance” initiative fits into a broader 
vision of the New South Wales government, Niall Blair, Minister for Primary Indus-
tries, Regional Water, and Trade & Industry, elaborated: “Some of the hallmarks of 
the food in New South Wales are balance, quality, freshness and taste, and what ICC 
Sydney is doing is the ultimate example of what can be done on a larger scale; how 
we should be more aware of where our food is coming from. They are taking visitor 
experiences to a whole new level, not only are delegates attending events in a spec-
tacular convention centre, in a powerhouse of a city, they’re being stimulated with 
fresh, local, nutritious food that will boost their performance and introduce them to 
local produce. They are walking an extra mile and participate in a broader strategy 
that consists of the promotion of the food available in New South Wales as a whole.”

More information:

iccsydney.com.au \ businesseventssydney.com.au

DESTINATIONS \ SYDNEY

as it shared with an audience of global con-
vention centre leaders the unveiling of a new 
venue and new Darling Harbour precinct, 
but more importantly it shared the role of 
the convention centre in collaborating with 
its city to attract events aligned with its key 
knowledge sectors.

A major convention can be a huge boost to 
a city's economy. Geoff Donaghy says con-
ferences and business events attract visitors 
who can spend up to six times more than 
leisure tourists. “However, convention centres 

not only need to be involved and contribute to the 

planning of the city to ensure the best outcomes for 

convention visitors, they need to be engaged with 

civic, industry and academic leaders to ensure its 

messages and the knowledge sectors it targets are 

aligned with the city itself,” he said.

ICC Sydney is on a mission to become a cen-
tre of innovation, underpinning Sydney as 
one of the world’s most desirable destinations 
on the international stage. 

“We know that ICC Sydney is fundamentally 

changing the way events are experienced in Syd-

ney, and we are committed to ensuring that each 

one is a show to remember. In testament to our 

outstanding offering, we have already secured 

more than 850 bookings, with hundreds more in 

the pipeline.” Donaghy explains. 

Also speaking at the conference was cities 
expert Greg Clark, who said Sydney had 
successfully linked business events into its 
broader city strategy. “For new world cities, 

like Sydney, the meetings industry is absolutely 

crucial to be able to demonstrate the scale and 

the depth of their specialisation, that they have 

the ecosystem to develop businesses in those sec-

tors and they can successfully host global talent. 

The role of the meetings industry, as I see it, is to 

make cities more competitive in dynamic sectors, 

as Sydney does for education, professional services 

and medical technology, and to play a critical role 

in supporting a city’s development over time”, 
Clark argued.
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DESTINATIONS \ DAVOS

Get Educated in Davos

A congress city with a long tradition and a state-of-the-art infrastructure that 
perhaps no other Alpine town can match, Davos is best known as the venue 
of the World Economic Forum, which gathers around 3,000 leading figures 

from the worlds of business, politics and science every year. As such, it has all 
the expertise and the capacity to host association events of any kind.

Words Rémi Dévé

The highest-altitude resort in Europe and the largest municipality in 
Switzerland in terms of surface area, Davos has since long been estab-
lished as a congress, research and clinic destination. What was once 
only a health resort has developed into what is known today as Davos 
research centre. The knowledge accumulated here – primarily in the 
fields of natural science and medicine – has been passed on since the 
beginning of the 20th century. 

The roots of the congress business reach back to the end of the 19th cen-
tury, when famous guests and leading physicians from all over Europe 
stayed in this high-altitude health resort. The successful treatment of 
patients with lung disorders led doctors to exchange their specialist 
knowledge at conferences and training courses and share it with col-
leagues at home and abroad. In 1923, Davos physicians organised the 
first international congress, which, five years after the end of the First 
World War, brought scientists from former hostile countries together 
again. In 1925 the Physical-Meteorological Observatory initiated a 
congress on bioclimatology, which was followed by further congresses 
of the World Meteorological Organisation. 

Because there was a need for a place to hold some advanced training 
courses in several fields of expertise, the Davos Congress Centre was 
built in 1969, where the World Economic Forum has been held every 
year since 1971. As Davos progressively developed into an internation-
ally known congress location, the Congress Centre was extended in 
1979, and again in 1989, to cope with an ever increasing number of 
participants. Today, Davos Congress Centre has an overall capacity of 
5,000 participants. On a practical note, if, as a convention planner, you 

book at least 300 rooms in one of the partner hotels of Davos Congress, 
they will offer you the Davos Congress Centre free of charge.

Around 400 people work in research in Davos. With four internation-
ally acclaimed research institutes in the fields of natural sciences and 
medicine, an Institute of Risk Management, two grammar schools and 
the Kirchner Museum, it is an outstanding educational and research 
centre for an Alpine destination. The Science City Davos Association 
unites the key institutions of research, education and politics under one 
roof, with the goal of strengthening and expanding Davos as a focal 
point for research, congresses and education. 

As Professor Peter Matter, former President of the Association for 
Osteosynthesis (AO Foundation), says : "Davos is well known for its dec-

ades-long tradition of holding national and international medical congresses. 

As a congress resort, it is based on close ties to its five scientific research insti-

tutes and a well-equipped, competent acute hospital. The city-like character in 

an Alpine landscape is much appreciated by congress delegates and enables 

personal contact outside the Congress Centre."

More info on Davos

T. +41 81 415 22 76 \ sales@davos.ch \ www.davos.ch/meetingplace

More info on Switzerland as a convention destination

T. +32 (0)2 345 83 57 \ myriam.winnepenninckx@switzerland.com \  
www.MySwitzerland.com/meetings



SQUARE - Brussels Meeting Centre

CALL FOR PROPOSALS

Deadline : 29 September 2017

Shape the programme of the European Association Summit ! 
Share a case study and enlighten association peers with your own 
experience. 

The European Association Summit is a key event designed by 
association professionals for association professionals. Held in 
Brussels, the Summit features educational content for international 
associations from around the world. 

Present and debate about challenges, boundaries, new market trends 
and opportunities in areas such as campaigns, events, finance, 
governance, membership or communications.

More information 

easummit.brussels 

#EASbrussels 

eas2018@visit.brussels
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How Nantes  
Drives Innovation

Over just a few years, the fast-growing city on the French Atlantic coast has 
transformed itself. What used to be another French second-tier city is now a 
vibrant, booming destination full of energy. Elected European Green Capital 

2013, Nantes is like a lively, open-air museum, a cultural hotspot full of 
history and an excellent choice for association events looking for something 
different, thanks to La Cité Nantes Events Center, Nantes Convention Bureau 

and their dynamic teams.

Words Rémi Dévé
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An article in the Sunday Times once called 
Nantes “the loopiest city in France” and that 
pretty much sums it all. The birthplace of 
Jules Verne is indeed equally innovative and 
bustling – the world-famous giant elephant 
which is regularly walking down the streets 
is the epitome of it, a true flagship for the 
city. In Nantes, the cultural and creative sec-
tors are major growth drivers, part of a very 
diverse economy looking to a sustainable 
future.

But it’s not all play and no work: Nantes 
means business too. The economic prosper-
ity of Nantes and the Pays de la Loire region 
comes indeed from the traditional industrial 
and maritime sectors, while several high-tech 
industries have seen the light of day over the 
last decade as well.

Nantes and its region also home to leading 
international companies such as Airbus, 
Armor, Eurofins, LU, STX Europe and Viva-
lis. The territory is also a centre of excellence 
for a large number of key industries such 
as digital economy, culture and creativity, 
mechanical industries, health and biotech-
nology, sustainable development. These 
industries are anchored around 14 European 
and international clusters such as Atlanpole 
Biotherapies (biotechnology/health) or Pôle 
Mer Bretagne Atlantique (marine and naval 
sector), which, together with the University 
of Nantes as the driving force, led the city to 
be chosen for the 6th Congress of the Interna-
tional Society for Applied Phycology (ISAP). 
The event took place at La Cité Nantes 
Events Center in June. With over 300 peo-
ple working in its universities and research 
centres and more than 100 businesses, West-
ern France is indeed a European hotspot for 
the transfer and industrial development of 
marine biotechnology.

The scope of the event was to appreciate 
the huge phycological biodiversity and the 
diversity of its biotechnological applications 
through the prism of a new and promising 
industrial sector in full development. The 
Congress included speakers and posters 
presentations, exhibitors and, for the first 

time, a BtoB session as well as an open con-
ference specifically designed for the general 
public. With more than 560 participants, 
ISAP Nantes 2017 was the most successful 
Congress of the Society to date, with twice 
as many attendees compared to previous 
editions.

When asked about the reasons for this suc-
cess, Pascal Jaouen, Co-Chairman of the 
Congress and Head of Laboratory GEPEA-
CNRS, whose research activities relate to 
the processes of valorisation in the fields 
of food, environment, energy and the sea, 
says: “Marine biotechnology, or the utilisation of 

marine bioresources as targets or sources of bio-

technology applications, is a field with massive 

potential for innovation and economic growth. 

The western French regions of Pays de la Loire 

and Brittany are leaders in the field and it just 

made sense to hold the Congress in Nantes. As 

ISAP aims to promote research, preservation of 

algal genotypes, and the dissemination of infor-

mation concerning the utilisation of algae, we 

knew we would get all the knowledge we needed 

to build up a strong academic programme. ”

In Nantes, the congress centre (La Cité) and 
the University work closely together. “There 

is a charter of partnership between us for the 

prospection of congresses of expertise such as 

ISAP. As soon as they detect the possibility for 

Nantes to host an event, they come to us. In the 

case of ISAP, it started as early as spring 2014 – 

they were, and actually are, very reactive. Nantes 

and its region are home to 70 research laboratories 

and there is always some kind of congress activity 

going on” explains Jaouen.

The city and the region in general and La 
Cité in particular were praised as highly 
professional when it comes to the hosting 
of congresses like ISAP. “Nantes’ accommo-

dation is first-class but at competitive rates, it’s 

within easy reach by air and less than two hours 

away from most European cities, La Cité Nantes 

Events Center is situated at the heart of the city, 

opposite the high-speed train station, and its staff 

was extremely helpful and friendly both in the 

preparation of the Congress as during the con-

gress. Altogether, Nantes is a very attractive place, 

which many of our delegates thoroughly enjoyed.” 
Jaouen adds.

The fact that La Cité Nantes Events Center 
and the city of Nantes have been actively 
engaged in welcoming international associa-
tions since 2010 also helped, with a Charter 
for hosting events with a view to making life 
easier for event organisers. “The delegates felt 

really welcomed in Nantes. The ‘Charte d’Accueil 

Destination’ did wonders to promote the Congress 

all over the city” Jaouen concludes.

No wonder, then, that the Laboratory 
GEPEA-CNRS is going to organise four 
additional events at à La Cité Nantes Events 
Center in the upcoming two years, includ-
ing S2small 2017 Nantes (an international 
conference on sustainable solutions for small 
water and wastewater treatment systems) in 
October, the ISBC 2018 symposium (about 
biosensors) in May, EFFOST 2018 (for the 
European Federation of Food Science and 
Technology) in November, and SFGP 2019 
(Société Française de Génie des Procédés) in 
October.

More information

On La Cité Nantes Events Center

T. +33 (0)2 51 88 20 02 \  
eric.montant@lacite-nantes.fr \ lacite-nantes.com

On Nantes as a conference destination

T. +33(0)2 40 74 75 76 \  
Lucile.SUIRE@nantes-saintnazaire.fr \  
convention-bureau.nantes-saintnazaire.fr

La Cité Nantes 
Events Center 
in numbers
6,000 sqm of multi-purpose areas \ 3 auditori-
ums with 450, 800 and 2,000 seats \  
30 meeting rooms \ Total capacity: 4,000 
people \ An adjacent 4-star hotel with 105 
rooms \ First French convention centre 
to achieve AIPC \ Quality standards Gold 
certification
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ITI World Symposium 2017 
Taking off in Basel

Imagine this: an exhibition hall transformed into an airport. This is what 
the International Team for Implantology (ITI) did on the occasion of the 
ITI World Symposium 2017 at Messe Basel. In May, the famous building, 

designed by Herzog & de Meuron, became the centre of an intense three days 
of knowledge exchange and networking opportunities, a testament to the 

venue’s extreme flexibility and the reactivity of Congress Center Basel’s staff.

Words Rémi Dévé

Around 5,000 participants from 90 countries 
checked in Hall 1 at Messe Basel, the brain-
child of architects Herzog & de Meuron, 
between 4 and 6 May 2017, and immediately 
immersed themselves in the ambience of an 
airport. Themed ‘Key Factors for Long-Term 
Success’, the ITI World Symposium 2017, 
organised by the International Team for 
Implantology (ITI), gathered experts in den-
tal implantology from all over the world and 
offered them the perfect setting to do some 
forward thinking. This year’s edition was 
ITI’s biggest and most successful to date. 

Professional Congress Organiser Inter-
plan praised the venue’s modularity and the 

proactivity of all the people involved: “The 

range of functions installed in the hall, the mod-

ern infrastructure and the cooperation with the 

Messe Basel team made this mega-meeting a defi-

nite success. Plus, Messe Basel was a great partner 

for the event: they were equally flexible, under-

standing, efficient and creative.”

The 32,000 sqm of space on the first floor 
of Hall 1 was used to set up not only a ple-
nary auditorium with 5,000 seats but also an 
exhibition and the catering zone. Booths for 
interpreters to translate simultaneously into 
eleven languages were installed directly in the 
hall itself. Three large screens transmitted the 
presentations, so that even the visitors sitting 
in the back row could enjoy a completely 
focused picture. A new networking tool 
known as Poken, which allows digital visit-
ing cards and social-media links to be readily 
exchanged using near field communication 
technology, also premiered at the event.

With a stable economy, government and 
society, Basel is one of Switzerland’s prime 
locations for association conferences. Its 

internationally famous events include Basel-
world, the premier trendsetting show for the 
entire global watch and jewellery industry 
and Art Basel, staging the world's leading 
modern and contemporary art fairs. A truly 
international city, Basel is home to some 
innovative companies, a large amount of 
green space within a very attractive city cen-
tre, and Switzerland’s oldest university.

Furthermore, Basel is a compact, clean city 
where most attractions can be reached by 
foot or using the city's rapid and punctual 
public transport system that even goes over 
the border into Germany and France. Hotel 
guests in Basel receive a free Mobility Ticket 
upon check-in, allowing them to use public 
transport during their stay… and no more 
wasting time during long commuting before 
or after the conference!

DESTINATIONS \ BASEL

Congress Center Basel in short

Events for 10 to 10,000 people \ Capacity for  
a plenary event: over 5,000 participants \  
25 meeting rooms, further 5 exhibition halls at 
the Messe Basel \ Located in the heart of the 
city, next to Messe Basel \Exhibition venue 
designed by architects Herzog & de Meuron

More information on Congress Center Basel

sales@congress.ch \ www.congress.ch
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Innovate and Invent  
in Nuremberg

The readers of American travel magazine Condé Nast Traveler have voted 
again: 100,000 votes were received for the Best Cities in the World outside 

America in 2016. The best German city? Nuremberg! Even if Germany really 
has no shortage of picturesque cities, the mixture of old and new, as offered 

by Nuremberg, is simply unique.

Words Geoffrey Glaser

A heritage city (the emperors! Dürer! Veit 
Stoss!), rich in history (founded before 1050) 
and importance (free imperial city, cultural 
and trading city), Nuremberg has remained 
true to itself and yet has reinvented itself in 
recent times. The city of the mastersingers 
indeed enjoys a delightful situation – particu-
larly in the event sector. For what could be a 
better place for a conference than a lively city 
full of creativity and enthusiasm? In Nurem-
berg, participants experience a fascinating 
old town – in and around which there are 
more than 18,000 hotel beds, the State Opera 
House and Theater, as well as museums of an 
international standing; and last but not least 
the NürnbergConvention Center, which has 
space for up to 12,800 people.     

The people of Nuremberg have always been 
ahead of the game when it comes to inven-
tion. The clarinet is an invention from 
Nuremberg, as is the globe. The first German 
railway was also here, as was the first pocket 

watch. In earlier times, “Nuremberg wit” was 
proverbial. The factories, craftsman’s estab-
lishments and companies were characterized 
by innovations and inventiveness. More 
recent inventions have been the tissue, the 
ubiquitous marker pen and the cough sweet. 
When it comes to invention, Nuremberg is 
right at the forefront. This has also applied 
to its manufacturing for a long time. Televi-
sions from Grundig, washing machines from 
AEG, motor bikes from Zündapp – the prod-
ucts from Nuremberg are known and coveted 
throughout the world. 

INVENTIVENESS AND HIGH-TECH 
INNOVATIONS

Globalization meant that goods production 
increasingly migrated to other parts of the 
world.  But Nuremberg’s inventiveness was 
sought after once more and brought suc-
cess. Today, Nuremberg and the European 
Nuremberg Metropolitan Region with its 
3.5 million inhabitants are amongst the top 

centres of innovation in Germany, with med-
ical and chassis technology or automation in 
mechanical and plant engineering leading the 
way. 

The MP3, the audio coding format developed 
at the Fraunhofer Institute for Integrated 
Circuits (IIS) which has revolutionized listen-
ing to music, has become known throughout 
the world. The camera technology for digital  
cinema was also developed here. As are intel-
ligent image sensors, high-speed cameras and 
ultra-fine focus X-ray systems for quality 
control in production, in production auto-
mation and in medical technology.

HALLS BY ZAHA HADID

Nuremberg has excelled when it comes to 
providing a pleasant and promising stay 
for congress guests – both with regard to 
the number of hotel beds and to the exhibi-
tion capacity, which has recently grown to 
170,000 square meters at NürnbergMesse. 
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Hall 3A, the work of Zaha Hadid Architects, 
London, might well be the epitome of it. Its 
big sister, 3C, is already under construction 
and is to open in 2018.

2017 has been a very busy year for the Nürn-
bergConvention Center with around 100 
events. These include a number of large med-
ical congresses, the software developer con-
ference of German Travel Mart, for which 
the entire international travel industry came 
to Nuremberg, and shortly afterwards the 
General Assembly of the Council of Ger-
man Municipalities. In October, more than 
6,000 visitors are also expected for European 
Microwave Week.

STRONG POSITION

“We are delighted about the vote by the Condé 

Nast readers,” says Sabina Linke of Nürnberg-
Convention. “This also strengthens our position 

as an exhibition and congress city – after all, we 

are represented in a ranking list with metropoles 

and traditional beautiful cities such as Vancouver, 

Sydney or Singapore.” 

Condé Nast Traveler also emphasized 
Nuremberg’s qualities as the “unofficial” 
capital of the Holy Roman Empire, its great 
wealth as the capital of science, its innova-
tions and museums, and also as the city of 
the world-renowned Christkindlesmarkt 
(Nuremberg’s Christmas market). And par-
ticular importance is attached to Nurem-
berg’s unique cuisine, which features delights 
such as gingerbread, sausages and fine beer.

More information

T. +49 (0)911 8606-8303

sabina.linke@nuernbergmesse.de

Meet Nuremberg at IMEX America  
(stand B2223-05).

Today Nuremberg and the 
European Nuremberg  
Metropolitan Region with 
its 3.5 million inhabitants are 
amongst the top centres of 
innovation in Germany.

DESTINATIONS \ NUREMBERG
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Melbourne 
The New Davos  

in the Southern Hemisphere?

Australia regularly gets in the news for being at the top of the list for its quality 
of life, its academic achievements or its cultural events. Its major cities have 
been competing against each others since long, and it’s precisely this fierce 
competition that have led to fruitful and innovative ideas, as the example  

of Melbourne shows.

Words Cécile Koch

Some leading European professional con-
gress organisers were invited to come to Mel-
bourne in June and learn how the city makes 
sure that it stays at the top of the list. I was 
lucky enough to go along.

Those agencies all have upcoming congresses 
in the medical and social fields, areas which 
have been tapped into by the city since long. 
As Karen Bolinger, CEO of the Melbourne 
Convention Bureau says: “We recognise the 

pool of talent in our research institutes, hospitals 

and universities with whom we work closely to 

attract the business events”. Melbourne collab-
orating with partners city-wide means secur-
ing business events by leveraging the skills, 
knowledge and experience of experts in their 
respective fields. 

To meet the increasing demand, Melbourne 
Convention and Exhibition Centre not only 
had to expand its size and capacity but also 
had to shift its commercial approach. As CEO 
Peter King puts it, “we're a business develop-

ment entity now. We don't just sell space. We are 

involved in setting up inaugural events with our 

Club Melbourne ambassadors – pre-eminent peo-

ple from around the world and experts in their 

particular space – coming to us with ideas about 

how to create a meeting or a network.”

But there is more to Melbourne than its 
achievements in the business event world. 
I found out that the creative and innovative 
spirit of the city has inspired the organiser of 
one major event to select Melbourne as the 
host city for C2 Melbourne. It will be the first 

time that it will be held outside of his home-
town Montréal.

A BIT OF HISTORY

In 2012, the Sid Lee advertising agency and 
Cirque du Soleil —both headquartered in 
Montréal— launched C2, the two C’s stand-
ing for ‘commerce and creativity’. The inspi-
ration for C2 Montréal came from a reflec-
tion of what business conferences were at the 
time, usually hosted in the dull environments 
of suburban hotels or sterile airports. The 
organisers wanted to reimagine an event 
that allowed business leaders to learn how 
to integrate creativity and innovation in 
their organisations. They came up with the 
concept of a three-day immersive event and 



5
5

 
\

 
S

E
P

T
E

M
B

E
R

 
2

0
1

7

THE IMPORTANCE OF EDUCATION

that is how C2 Montréal was born. In 2013, 
the French Le Nouvel Observateur magazine 
called C2 ‘the Davos of Creativity’, and the 
unofficial tagline stuck.

Taking place November 30-December 1, C2 
Melbourne wants to push boundaries and to 
get participants to take a step back, experi-
ence the unexpected and come out refuelled 
and ready to tackle their business problems 
with a whole new perspective. It will invite 
leaders from across more than 20 industries 
to come together in an innovative platform 
that will inspire decision makers in business 
environments to challenge their biases and 
shift their perspective. 

Of course the venue where all this will hap-
pen has to match the concept – it has to be 

the perfect canvas to build the imaginative 
immersive environment C2 is famous for. 
C2 Melbourne will take place in an urban car 
park in Melbourne CBD’s North Wharf pre-
cinct, right opposite the famous South Wharf 
with all its restaurants, lounges and other 
pop-up places.

COMPLEX INTERCONNECTED 
NETWORKS

C2 Melbourne’s main theme is ‘Ecosystems’ 
with programming touching on technology, 
art and design, marketing and media, impact 
and leadership. These complex intercon-
nected networks drive all business sectors. 
Today, companies and associations need to 
manage ecosystems of collaborators that are 
highly complex and interdependent, bridging 

markets and communities that are both global 
and local, segmented and complementary.

Attendees can look forward to strengthening 
their knowledge on this subject in a variety 
of areas. Topics will include talent, the role 
of the marketer, reinventing entertain-
ment, reimagining cities and dreaming up 
moonshots.

“Melbourne is the ideas capital of Australia and the perfect 
host city for an event that is all about how creativity and 

new ideas can drive new business opportunities.” 

Philip Dalidakis,  
Minister for Small Business, Innovation and Trade

More information

www.C2melbourne.com  
www.melbourneconventionbureau.com.au
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THE VOICE OF…

THE VOICE OF…

Annie Kristi Korsmo 
It’s All About Connections

Director of Conventions at VisitOSLO Convention Bureau for nearly two years, 
Annie Kristi Korsmo has been working in the travel and meeting industry for 

two decades. An enthusiastic and forward-thinking Norwegian woman,  
Annie has always had a passion for the meetings industry – she even 

describes what she does as her dream job. She shares with Boardroom her 
insights about the industry and how associations and destinations can work 

together efficiently.

Words Rémi Dévé

As you would expect, Annie is deeply involved in getting association 
conferences to Oslo, and takes part in many major events and projects 
the world over to promote Oslo as an international destination and 
increase the city’s share of the global congress market. To do so, she 
leads a team of eight people, with a strategic vision of the role of con-
vention bureaus play. “First and foremost, city conventions bureaus promote 

the meetings offer of the destination where they are based, they know all about 

the best facilities and what works best for meeting planners. When it comes to 

associations, it is highly important for convention bureaus that delegates and 

organisers alike experience a successful event, as this will provide a reference 

for future events. Conventions bureaus can be considered as partners for asso-

ciations. They want to help attract more visitors to their cities, and this will, in 

turn, benefit the associations by attracting more delegates. Working together 

is a win-win situation.” she says.

Oslo is arguably a developing city - a lot of changes have taken place 
these past few years, creating new opportunities for congresses in the 
city. With increased capacity, both within hotels and venues, working 
closely with associations is all the more relevant and even more impor-
tant. But as Annie points out, “many cities are developing and the meet-

ings infrastructure that destinations offer is often similar. That’s why it is of 

paramount importance to develop good connections with associations. It is all 

about your network and the links that you have successfully created over the 

years. Face-to-face meetings are still highly valued because they are regarded 

as more effective – but it’s your connections that will make a difference.”

She continues: “I think also being in touch with the technological develop-

ments is changing and becoming a must. There is a new generation of asso-

ciation professionals entering the industry - the millenials as they are often 

referred to -  and in order to reach out to them, it is definitely important to 

be able to go beyond the traditional ways of connecting. On numerous occa-

sions, I have met with associations obviously and they constantly emphasize 

the importance of working closely with convention bureaus.”

Annie’s overall role is to promote Oslo as an international congress 
destination, attracting more business to the Norwegian capital city. 
This can’t of course be a one-woman job and Annie has a strong team 
that works hand-in-hand to achieve the same goals. “In the past year, we 

have changed the way we work. This has led to identifying and working with 

more than 120 potential congresses for Oslo, which is definitely an increase. 

To meet this growing interest, we have expanded our team who works hard at 

networking, creating new industry connections, and of course keeping up-to-

date with trends in our industry.” she concludes.
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THE VOICE OF SINGEX

Are We Gathering Customer 
Insights Effectively?

Ask any marketer in the meetings industry and they will tell you a few 
methods they usually deploy to gather customer insights, but nothing 

concrete. Why is that so? Maybe it’s  because they are just too caught up with 
their day-to-day marketing duties and haven’t realised that these activities 

will soon become ineffective, without a strategic approach to deep dive into 
the needs of customers. Or is it because they don’t know where to begin as it 

requires a true change of mindset?

Words Ian Fong, Director of Marketing, SingEx

Edwards Deming, father of modern quality 
management in the 1960s once said: “In God 

we trust, all others bring data.” Fast forward 
more than half a century later, and we are at a 
digital disruptive stage where it is even more 
relevant because of the necessity of embrac-
ing technological advances and big data sci-
ence that require organisations to stay ahead 
and to be customer-focused. 

The business relationship between venue and 
meetings professionals are tight but some-
what fragile for both to achieve success: one 
cannot live without the other. While venue 
providers are always trying to upgrade their 
centres and create new solutions for meet-
ings professionals, the latter is faced with a 
different set of challenges, as they want to 
achieve the highest attendance possible at 
their events.

The days are long gone when a venue would 
provide space and only space. This is simply 
not sustainable for the meetings industry as a 
whole. We have to do more. But the question 
that has always baffled many industry players 
is: “What is more?” and “How can we do it?”

To answer these difficult questions, first we 
have to find out what are the needs of our 
customers and what it is they want. How can 
we accurately gather information? Should we 
start with a simple survey or maybe data ana-
lytics? And what about interviews? And the 
next set of questions is: “Who shall we ask? And 

where can we get a good database?” – in other 
words, will it be from our current customer 
database or from the big ocean of data?

Let’s look back at the delicate relationship 
between venue professionals and meeting 

organisers. While selling space and creating 
events may define their businesses respec-
tively, if we look at it closely, both actually are 
in the business of building communities: the 
venue provides the ideal platform for meet-
ing planners to build communities.

Mark Zuckerberg recently updated Face-
book’s mission to a common goal: from giv-
ing people the power to share and make the 
world more open and connected to helping 
1 billion people join meaningful communi-
ties. This is testament to the importance of 
belonging, sharing and making a difference 
through different communities. 

The meetings industry is no different. Being 
one of the oldest trades in the world, we have 
been building meaningful communities since 
the beginning. Therefore, what better ways 
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THE VOICE OF…

to gather insights than from a communi-
ty-based approach for our business? But what 
is a community-based approach exactly?

A community-based approach allows us to 
be constantly connected with an active com-
munity through a special relationship — one 
that cares and one that bonds. This enables 
us to have an exchange of meaningful con-
versations, while “eavesdropping” in on their 
discussions, challenges and wishes.  Listening 
tools and techniques include social media and 
empathy interviews. 

Surveys, although an effective tool, however, 
yield results that lack the depth and detail for 
us to make the difference. Social listening 
tools on the other hand will allow us to deep 
dive into their conversations. In addition, 
empathy interviews, although time consum-
ing, are the most effective to gather valuable 
insights. What’s more, with the recent global 
digital revolution, it’s time for meetings pro-
fessionals to explore machine learning and 
artificial intelligence. As such technological 
applications will definitely be beneficial in 
accelerating the process of gathering more 
accurate insights.

To ensure that we continuously obtain such 
information, so as to enable us to deliver 
greater value, a dynamic digital platform will 
be necessary for the offline communities to 
consistently and continuously engage with 
each other. While it’s a challenge, the advan-
tage of having a physical event allows us to 
jump start the online community through the 
process of edification, marketing tactics and 
content sharing. When the community starts 
to discourse, that’s when we are able to gather 
necessary and accurate information to ensure 
the sustainability of our business. Eventually 
propelling us to greater heights.  

This article was provided on behalf of SingEx.

www.singex.com \ enquiries@singex.com
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