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This title came to us instantly. We wanted to grasp 
your attention right away. In a world that loves 
acronyms, what do these two mean?

Recently, we came across a concept – or, should we 
say, a category of people – that was totally new to us: 
high-net or ultra-net worth individuals. In banking 
terms, those who can be commonly abbreviated as 
HNWIs or UHNWs are classified as individuals 
who boast assets exceeding US$1 million, including 
investable and liquid financial assets (and excluding 
personal assets, real estate and collectibles).

Increasingly, non-profit organisations concerned 
about their sustainability and relevance in this 
ever-competitive world are looking to this par-
ticular sector as a new source of funding. After all, 
they can be considered an alternative income gen-
eration pillar. And as these mega-donors — which 
include the growing number of billionaires in Sil-
icon Valley — determine which causes they want 
to support, there is an opportunity for global asso-
ciations, especially when they’re cause driven, to 
attract their attention. 

Knowing that some banks’ customers are search-
ing for social causes to support but struggle to fund 
the right initiatives (those with high and lasting 
impact), it’s easy to see why there is a need to move 
quickly and efficiently.

A bit of research told us that, back in 2016, there 
were only 212,000 UHNW individuals in the 
world. Therefore, it is vital that the right peo-
ple are approached at the right time — and with 
the perfectly tailored pitch. UHNW individuals 
are likely to dismiss generic approaches, lack of 
preparation, or poor understanding of them and 
their needs.

As the world’s population of ultra-rich individu-
als continues to grow and evolve across the globe, 
so do their purchase preferences. “The growth of 

this segment has been especially pronounced in the U.S. 

and Asia, notching 5.1 percent and 3.5 percent growth 

rates, respectively, in 2017, according to the Wealth 

X Wealth Report,” notes Mark Stanich in an arti-
cle for ADWEEK. “There is also a smaller — but 

increasingly influential — group of millennials with 

substantial buying power who are demonstrating 

differing interests and activities than their UHNW 

peers.”

Taking this into account, our partner ASSOCI-
ATIONWORLD is, at the time of writing this 
letter, in the process of organising a workshop 
in November on how to engage and access these 
high-net worth individuals so they can be added 
as an additional funding stream to your income 
generation portfolio. Talk about relevance…

Founder & Chief Editor

HNWI – UHNW
A mega opportunity

Founder & Managing Partner
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Toulouse
inspires your meetings!

@ToulouseCVB @Toulouse_CVBmeetings-toulouse.com

65
INTERNATIONAL 

REGULAR FLIGHTS  

150+
VARIOUS
VENUES

42,000+
ACCOMMODATION 

CAPACITY

4th
FRENCH CITY 

ICCA RANKING 

4th LARGEST CITY IN 
FRANCE, KNOWLEDGEABLE 
AND VIBRANT, 
TOULOUSE CULTIVATES 
ITS CREATIVITY AND 
DYNAMISM.

Labelled European city of science 
in 2018,  Toulouse is an icon for 
progress and innovation. Toulouse 
is an exceptional destination for 
great international conferences. Its 
competitive advantage in the aeronautic 
and aerospace industry is known world-
wide. Its efficient infrastructures and 
unforgettable identity, are transforming 
this European metropolis into an 
international premier destination.

NEW EXHIBITION & CONVENTION CENTER
OPENING SUMMER 2020.

•  15 mn from Toulouse-Blagnac 
international airport

•  7 halls: 40,000 sqm modular space

•  Outdoor exhibition area:
25,000 sqm

•  3,400 people in a plenary session

•  Convention center:
15,000 sqm

• 5,000 parking spaces
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Don’t fill your life with days, fill your days with life.

discover your story at croatia.hr

Don’t fill your life with days, fill your days with life.

Full of opportunities

photo by luka esenko

Don’t fill your life with days, fill your days with life.
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International Coach Federation  
Growing With a Local Presence

Globalisation can bring your association many benefits, the first and 
most obvious being getting access to a much larger base of members and 

partipants for your events. If your services are proven added values, you can 
enjoy increased revenues while at the same time helping an exponentially 
greater number of people find the answers to the questions or challenges 

your association helps solve, this way improving your reputation. Thanks to 
our special partnership with the Global Association Hubs Partnership (GAHP), 

Boardroom talked to Magdalena N. Mook, CEO of the International Coach 
Federation (ICF), who explained all about the organisation’s growth strategy.

Interview Rémi Dévé

Can you introduce ICF to our readers? 
What are its mission and vision? 
As a federation gathering professional coaches, 
ICF helps people and organisations truly reach 
their full potential so they can contribute to a 
thriving society. We are changing lives, day 
after day, person by person, organisation by 
organisation. Our mission is to advance the art 
and science of professional coaching. And our 
mission is to see coaching being integral part 
of the society, and – naturally – ICF coaches 
representing the highest quality in profes-
sional coaching. Established in 1995, ICF is 
now a proud home to over 32,000 professional 
coaches around the globe.

What are your growth objectives and 
how are your plans to achieve them?
We are very happy that we have members in 
over 140 countries right now! We started small 
and then big – but just in North America at the 
very beginning. The growth in all other areas 
of the world has been phenomenal. Our ulti-
mate goal is to help everybody gain access to 
a professional coach or to somebody who can 
offer coaching skills. The sky is the limit, really: 
we keep adding close to a thousand of new 
members every month. 

To sum it up, we do two things. Externally, we 
promote coaching to general public and also 
do some targeted outreach to organisations 

and institutions. Internally, we offer education, 
tools, practice, credentials and community to 
our professional coach members so they can 
be well prepared and very confident in offer-
ing their services to their clients. These two 
dimensions seem to be working well.

You’re an international organisation 
and your reach is global. Were there any 
obstacles as you expanded?
Becoming global does not happen overnight. 
Even when you have members in multiple 
countries, it does not mean your organisation 
is global. It took us several conscious steps to 
“get there”. First, we made sure that our board 
of directors reflects our global make-up. Then, 
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we evaluated our products and services to 
ensure that they are equally accessible around 
the globe. And then, we reviewed our language 
policies so we could access our members in 
their native tongues – coaching is such a per-
sonal relationship, after all. We conduct lots of 
research about coaching marketplace around 
the world. It helps us to adjust our messages 
and services, depending on the market.

There is no question that we are part of a larger 
global community and every day associations 
are looking for ways to take advantage of this 
globalisation to grow. Getting global means 
having a better visibility towards your commu-
nity and enhancing your presence in geograph-
ical area that you might have never thought 
about before. This way, you can assert your 
position as a leader in your field. 

As an international federation, you 
have a lot of chapters. What are the 
challenges and opportunities for 
growing internationally? What are the 
synergies between the chapters and the 
‘mother organisation’?
Chapters are truly our blood-line in the organi-
sation. For so many of our members, the chap-
ter is the lens that they perceive ICF – that’s 
their reality. So chapters are crucially impor-
tant to our system. They play a significant role 
in retaining members and recruiting them. We 
put a lot of effort to support initiatives to create 
a chapter, our staff is working with members 
on the ground to see this happen. 

And then we invest heavily in equipping our 
leaders with tools to make them successful 
in running a chapter – that being an educa-
tion about association management; financial 
management; governance or even how to best 
access everything we, as the headquarters, have 

to offer. Four years ago our Board made a bril-
liant decision to support an annual gathering of 
all of our chapter leaders. This amazing event, 
typically lasting three days, brings us together 
to remind all of us about the “why” of ICF and 
coaching and then to help improve the “how” 
of the execution.

You now have offices in three of GAHP’s 
partner hubs: Brussels, Dubai and 
Singapore. What are the benefits of 
being based there? How do they fit your 
objectives as an organisation?
Having presence in the cities where associ-
ations are known and plentiful opens many 
doors. From gaining legal status to attracting 
employees to networking with colleagues and 
peers – it all supports the growth of associa-
tions and supports our members. 

Dubai Association Centre was invaluable in 
helping us have legal presence in several coun-
tries in Middle East. Just knowing that such 
a partner exists was a relief to our members 
and leaders – they were not alone, they had 
a knowledgeable and experienced partner to 
work with.

Singapore is such a hub for international busi-
ness and non-profit organisations. There is a 
market for coaching and space to grow. As to 
Brussels, we opened our first out-of-the-US 
office there on purpose. Being at the heart of 
the European Union, with the European Com-
mission located right there, it seemed obvious 
that Brussels is a hub of international activity. 
Easily accessible serves as a perfect place to 
be able to serve our members in many sur-
rounding countries. It is also great that more 
and more associations are located in Brussels, 
allowing for great cooperation and sharing best 
practices.

All three cities share similar characteristics 
with being vibrant, open, accessible, with great 
infrastructure, great venues for events and 
many very talented people. It is very attractive 
for associations to choose their placing where 
the message about the “Power of A(ssocia-
tions)” resonates positively and strongly.

So you are a truly global organisation, 
you would say...
Definitely. Beyond Brussels, Dubai and Singa-
pore, our offices at the moment are in Jordan 
and in South Korea and Taiwan, and in Europe 
in Moscow, London and Lisbon, but our staff is 
available throughout the whole region.

There is nothing that can replace a face-to-face 
or even voice-to-voice interaction. We are 
very happy with having presence in Europe, 
Middle East, Asia, Australasia and in fact Latin 
America (in addition to North America). We 
would have never been able to grow without 
the local presence. Deep understanding of local 
conditions, customs, value structure and eco-
nomic conditions are crucial for designing a 
winning strategy of growth and sustainability. 
The help of local offices and staff and many of 
our industry partners have been vital and no 
doubts a very significant factor in our global 
success.

This piece is part of the exclusive partnership 
between Boardroom and the the Global 
Association Hubs Partnership (GAHP), which 
comes as an innovative response to the increasing 
decentralisation of international associations, as 
they look to develop their activities globally / 
www.associationhubs.org

Becoming global does not happen overnight.  
Even when you have members in multiple countries,  

it does not mean your organisation is global.



For the 7th year, visit.brussels Association 
Bureau organises the most inspiring and 
engaging European association event!

SQUARE
Brussels Convention Centre 
28th February – 1st of March

Why EAS Brussels 2019?
  • Europe’s leading event for association professionals
  • A peer-to-peer learning experience
  • An opportunity to build your network, share your views and have your voice       
     heard

Share 
One moderator and multiple speakers provide interactive sessions with audience, 
which focus on practical issues. Join us and learn - while having fun - directly 
from the associative community peers. 

Co-Create
Connect with the wide spectrum of international associations and develop 
new ideas for the daily or long-term association activities. Set up new ways of 
cooperation and resource utilisation through learning and networking.  

Subscribe to attend the European 
Association Summit in Brussels, the world’s 
leading capital for international associations! 
 

REGISTER NOW!
easummit.brussels

#EASBrussels 
easummit@visit.brussels 

SUPPORTING PARTNERS

7th

European
Association
Summit 2019
28.02 – 01.03

Share and 
Co-Create!
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Global Science  
& Convention Alliance 

The Value of One Voice

By collaborating with other destinations for a shared purpose, convention 
bureaus can serve as one voice with a strong message for associations. 

That is precisely why the Global Science & Convention Alliance (GSCA) saw 
the light of day a few years back. Now reborn again, the Alliance has been 

designed to boost conventions in partnering cities.

Words Rémi Dévé

The Global Science & Convention Alliance 
(GSCA) was founded by four international 
convention bureaus: Adelaide Convention 
Bureau, Daejeon International Marketing 
Enterprise, Hyderabad Convention Visitors 
Bureau, and Toulouse Convention Bureau. 
Joined by Prague in 2014 and Oslo in 2016, 
it is now being reborn again – and, with the 
help of local ambassador programmes and 
in-person meetings, associations will learn 
the Alliance can be relevant to their cause 
and feel confident that through this shared 
network of knowledge, destinations will 
better understand what they aim to achieve. 

LEARNING & LEGACY 
OPPORTUNITIES

The Global Science & Convention Alliance 
specifically targets associations working in 
the healthcare field, IT & telecommunica-
tion, robotics, aerospace and other major 
related sectors. “Our main objective is to pro-

mote the Alliance and its members to convention 

organisers, scientific organisations and other 

potential Alliance members.” explains Roman 
Muška, GSCA Chair and Managing Direc-
tor of the Prague Convention Bureau. “We 

also exchange and share leads and information 

between members pertaining to relevant conven-

tion opportunities in the hope to secure events 

and enhance destination experience. From a 

client’s perspective it helps each Alliance member 

provide association organisers and delegates a 

memorable experience by offering unique learn-

ing and legacy opportunities.”

Partners of the Global Science & Con-
vention Alliance can be defined by certain 
characteristics that are critical in achieving 
the Alliance’s goals and share commonal-
ities like scientific research and top-notch 
convention space. They are small- to medi-
um-sized global cities, each with their own 
history and culture, but when they come 
together, they form one solid bond. By 
sharing information from industry leaders 
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and working together to exchange data, 
the destinations are able to draft successful 
destination proposals and draw inspiration 
from previous conferences.

Gary Khan, CEO of Hyderabad Conven-
tion Visitors Bureau, puts it like this: “The 

practice of information sharing can benefit any 

association that is looking for cities like ours to 

hold their conference. Most organisations look 

for options to hold their next international event, 

and the Alliance is like a forum full of oppor-

tunities that presents itself and its meetings 

facilities to the client in full transparency, thus 

creating a win-win situation. One of the biggest 

advantages of the Alliance is to offer the option 

for a prospective client to explore, in a one-stop-

shop scenario, the features and benefits of each 

Alliance member.”

Echoing his comment, Annie Kristi Kormo, 
Director of Conventions at VisitOSLO 
Convention Bureau, says: “City cooperation 

within an alliance is a great advantage for asso-

ciations. Time is precious and I think using alli-

ances definitely benefits associations and their 

future events.”

A BRIGHT FUTURE

When asked about the future plans of the 
Alliance, Muška explains that it will defi-
nitely grow but not just for the sake of it. 
“We would like to be truly global and welcome 

partner destinations from North and South 

America and possibly Africa,” he says. “The goal 

is to involve cities that fit our vision and mission 

in terms of research and science and of course 

infrastructure. Our aim is not to become overly 

commercial and grow in terms of number of 

members, but rather be present on each continent 

and learn from each other.”

In this context, members of the Global 
Science & Convention Alliance can target 
associations who are more relevant for their 
destinations and industries, as well as learn 
from some of the best in the business. On 
the destination side, the Alliance can help 
its members find solutions for issues they’re 
facing in their cities, such as subventions or 
KPIs. By working together as a team, they 
can bring this globally garnered knowledge 
back to the board at home to make future 
proposals even stronger. 

And it can go even further, as destinations 
can widen their platform of operations and 
offer support for international associations, 
including greater access to industry knowl-
edge and experts. “This kind of partnerships 

are allowing associations to cater to wider mar-

kets and tap into unchartered territories with an 

aim to further industry development. In fact, that 

is the very reason why the Alliance was born in 

the first place.” concludes Roman Muška. 

More information 
www.global-science-alliance.com

Three Benefits of Working  
with an Alliance
1. Open Dialogue. After hosting an event in a destination, it’s not necessarily 
the case an association will return right away for another meeting. However, 
an alliance of partner cities keeps the attention focused on a specific cause 
and opens up other possibilities of host destinations who already know your 
goals and needs. 

2. Network of Information. As Roman Muška explains: “GSCA allows part-
ners to conduct and share detailed event research that leads to the creation of 
innovative destination proposals. We have set up a data exchange programme 
so as to ensure conference planning never starts from scratch when choosing 
one of the partner destinations, clearly adding value for association planners.”

3. Top-Notch Value. Working with a team of stand-out convention bureaus 
creates a special synergy and value that an association may not necessarily 
get from a single destination. 

EDITOR’S PAGES
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to deliver exceptional events.
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Organised byConnect with us
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A few months ago, you and a few other 
association professionals initiated the 
new ASSOCIATIONWORLD platform. 
What prompted this?
The thinking process started about three years 
ago, when we sat with a few association peers 
to talk about our common challenges and how 
we try to master them. Many of us attend 
knowledge-sharing events like FAM trips and 
conferences, and I myself speak regularly at 
these events about business-related themes. 
We agreed that it is usually the ‘how and if’ 
questions that still need to be answered. 

While there is lot of talk about trends, innova-
tion and disruption, association professionals 
often feel that there is a need for them to go 
back to the basics to get things right. ASSO-
CIATIONWORLD starts where most knowl-
edge sharing events end. We strive to answer 
questions like ‘How do we do this now?’ and ‘How 

do WE get this done and implemented?’

Who runs ASSOCIATIONWORLD?
ASSOCIATIONWORLD is a foundation that 
is based on transparency; the board of direc-
tors (BoD) ensures good governance. Our 
BoD is a group of very diverse, international 
and respected individuals hailing from five 
continents, with backgrounds in institutional, 
political, academic and corporate sectors. They 
all have either founded associations and non- 

profits or preside and chair international or 
regional associations and non-profits and 
have a keen interest in supporting advanced 
education. 

Currently, ASSOCIATIONWORLD is volun-
teer-driven, but we will hire two to four staff 
members within the next two to six months, 
particularly in partnership development and 
programme management, since both areas are 
time consuming and can’t be handled profes-
sionally with a volunteer structure.

What were the main outcomes of the 
focus group discussions that you had 
with association professionals? 
We came to the conclusion that association 
professionals are keener on professional edu-
cation and personal development in the loca-
tion where they are based. They also generally 
agreed that there is no such thing as an afforda-
ble higher level of education. ASSOCIATION-
WORLD was founded to address exactly this – 
to help build excellence in association business 
management through premium education that 
is both accessible and affordable. 

What is the concept and workshop 
model? 
The association innovation workshops are 
one to two full days of hands-on, tangible, and 
impactful experiential learning experiences. 
Each covers a specific topic and is facilitated 

and guided by a multicultural professional fac-
ulty of globally experienced experts. 

Bringing together small and efficient groups of 
15 to 30 like-minded association professionals, 
workshops will maximise the experience and 
learning outcomes for each participant. We 
will cover 11 topics over the next 12 months in 
different locations, including Brussels, Geneva, 
Paris and Berlin (and possibly London). We 
are also planning to bring association innova-
tion workshops to the Middle East and Asia. 
The model there will, of course, be slightly 
different and adjusted, given the regional cir-
cumstances and level of development.

Will ASSOCIATIONWORLD gather 
members in the traditional sense?
ASSOCIATIONWORLD is not a member-
ship organisation—and it won’t become one. 
There are already plenty of other member-
ship-type organisations in Europe and other 
international ones trying to enter the Euro-
pean market – and they are all relevant. In 
fact, we collaborate with some and are open to 
partnerships, if they make sense. Our ultimate 
aim is to create and help strengthen the asso-
ciation community, in addition to promoting 
ongoing exchange and education. But we don’t 
go for the ‘member’ model.

All topics, dates and locations of the ASSOCIATIONWORLD 
workshops are available at  www.associationworld.eu. 

ASSOCIATIONWORLD 
PREMIUM —YET AFFORDABLE— 

EDUCATION FOR ASSOCIATIONS

Association management education, in comparison to superficial 
“knowledge sharing”—and there is a big difference here—is not typically 
high on the agenda for organisations, usually due to time and funding.  

It’s a gap that ASSOCIATIONWORLD aims to fill, as project initiator Kai Troll 
explains here in Boardroom, ASSOCIATIONWORLD’S exclusive partner.

Interview Rémi Dévé
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Associations Set Sights   
on AIME 2019 

The first event to kick off the 2019 business events calendar, Asia Pacific 
Incentives and Meetings Event (AIME), which will take place 18–20 February 
in Melbourne, has reimagined how associations experience the event with 

a refreshed knowledge program, elevating the educational benefits and 
providing a more positive return on investment.

Over 27 years, AIME has charted the burgeoning meetings and event 
industry, the key regional platform welcoming generations of buyers and 
exhibitors to connect, discover and drive great business. Through struc-
tured meetings, education and networking events AIME has supported 
the development of a wide and diverse community of industry newcom-
ers and experts alike. Under the guidance of new management company 
Talk2 Media & Events, which Melbourne Convention Bureau appointed 
earlier this year, AIME is being transformed and rebooted.

SHARPENED FOCUS

The new positioning is a result of AIME’s sharpened focus on every indi-
vidual’s experience, with rigorous curation applied to ensure association 
buyers meet with a diverse pool of exhibitors from across the Asia Pacific 
region and wider globe – all under one roof. “We wanted AIME to be reflec-

tive of the diversity and depth of the region. We’re bringing the best qualified 

association buyers and exhibitors from around the world. It’s about the right 

people, selling or buying, being on the show floor ready to do business”, said 
Matt Pearce, CEO, Talk2 Media & Events.

AIME 2019 will also see an increase on education opportunities, invest-
ing in programs that build connections through the event’s dynamic 
social network, including the pre-eminent Knowledge Program, which 
for the first time, will be accessible to all attendees and allow further 
opportunity for buyers and exhibitors to connect. 

“We believe that education is fuel for economic growth. We understand the 

value in knowledge sharing and we are thrilled to be able to provide more 

opportunities to forge new connections and share industry experience. We want 

people to leave AIME and not only be able to measure a positive return on invest-

ment, but also having upskilled their personal development”, said Pearce.

KNOWLEDGE PROGRAM  

The Knowledge Program, Melbourne Edge, is sponsored by the Mel-
bourne Convention Bureau, and will provide comprehensive ideas 
sharing and inspiring content developed by the Professional Conven-
tion Management Association (PCMA), International Congress and 
Convention Association (ICCA), Society for Incentive Travel Excellence 
(SITE), and Meetings & Events Australia (MEA).

PCMA’s full day inclusive program for the Monday will ensure associa-
tion have a connected learning journey focused on a number of topics, 
including thought-provoking plenary talks designed to challenge think-
ing, intensive skill-based workshops with AIMEs first Hackathon and 
collaborative case study-based workshops.

Furthermore, AIME has added flexibility for association buyers, allow-
ing them to attend in two ways; as either a Hosted Buyer or as a Pre-Reg-
istered Trade Buyer, both providing a clear and measurable return on 
investment.

For more details or to submit interest in attending AIME in 2019 
visit www.aime.com.au. 
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FEATURE

Association leadership must 
recognise the constant need for 
and promote the idea of change, 
both in business practices and 
member engagement.
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Association leadership must 
recognise the constant need for 
and promote the idea of change, 
both in business practices and 
member engagement.
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An Eventful Path 
to Disruptive 
Leadership
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Change is always good. The question every 
association needs to answer is how radically 
can your desired change appear and how fast 
can you implement the change. Perhaps the 
worst answer to any proposal of change is 
“that’s how we’ve always done it” or just simply 
“no”. That immediately signifies a narrowing 
of focus within the association and may 
translate into a stagnation of growth and 
ultimately a decline in member services. 
Association leadership must recognise the 
constant need for and promote the idea 
of change, both in business practices and 
member engagement. 

As a professional academic association, 
our business model is conferences and 
within those conferences, opportunities 
to bring global scholars together. Those 
in academia often meet the idea of change 
with reluctance. Generally, scholars are 
trained in specific methods of presenting 
their research and going against the grain 
is foreign and uncomfortable. As a result, 
academic associations tend to plod along in 
the same routine for as long as conference 
attendance remains steady. However, with 

rising costs of conference facilities, food and 
beverage minimums and hotel rates, this 
model must change if we want to continue 
attracting academics whose institutional 
funding is decreasing at an alarming rate 
year after year. 

The old phrase “You can’t teach an old dog 

a new trick” is perhaps most applicable to 
academia because technology innovations 
are less utilised in the classroom than they 
are in other business sectors. How can 
associations foster that change and grab a 
global audience that will remain engaged? 
Associations are, in fact, a perfect arena 
for disruptive leadership because we can 
collect immediate results to questions with 
relatively little investment. 

Conferences allow associations to collect 
immediate feedback from innovative ideas 
and new programmes. Holding a panel 
on climate change outdoors in a city that 
is utilising alternative energy sources is 
an innovative method of involving non-
academic participants in the conversation. 
Live-streaming a debate between industry 
leaders, policy makers and association 

members on relevant topics can boost 
media coverage. Events should be evaluated 
immediately. Did it work? Why? Ideas for 
improvement or future expansion?

We were all taught that no question is a 
bad question. Now we need to reeducate 
ourselves that no idea is a bad idea. The 
question should be how many ideas is our 
association willing to cultivate. Innovative 
technology is widespread and, when used 
creatively, can be low cost or even free. 
Virtual engagement should be a standard 
option for bringing members together to 
engage in new ideas, and can be utilised for 
online learning, meetings, live events or 
specialty panels. 

Ideas become change. Change drives 
more ideas. It can certainly feel like we, 
as associations, spend most of our time 
reacting to problems instead of imagining 
what is possible and proactively seeking 
out new ideas. Change, or trying something 
new, always runs the risk of failure, but as 
Albert Einstein said, “failure is success in 

progress” and associations must constantly 
strive to embrace progress.

Disruptive leadership refers to someone in a leadership position who is always 
looking for better solutions and ways to improve processes overall. Such a 
person isn’t afraid to shake things up to get the necessary results. Usually 
it’s used in a business context, but shouldn’t associations be inspired by it? 
That’s what we asked our contributors to think about, and they got back to us 
with plenty of insights, starting with Jennifer Fontanella, a member of our 
Advisory Board and Director of Operations and Finance at the International 
Studies Association. Here she boldly wonders if disruptive leadership can 
work for associations...
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Transforming Associations  
with Agility

The world is evolving very quickly, from changing economies to blending 
industries, resulting in tremendous competitive pressure from all 

angles. In the current environment, association leaders need to disrupt 
their organisations to survive, rethinking their products, technology, 

organisational talent and partnerships. They are required to promote an 
organisational culture that assumes changes, is comfortable with chaos 

and customer driven. They are expected to break the rules while bringing 
operational consistency. There is simply no room for rigidity!

Words Renata Lerch

I come at this topic from two directions in my 
role at Scrum Alliance®, the largest professional 
association of Agile practitioners worldwide. 
Our mission is to help others transform the 
world of work through improved organi-
sational practice. At the same time, Scrum 
Alliance® itself is in the midst of a multi-year 
process of renewal and revitalisation to better 
align our work with the needs and desires of 
our members. 

PEOPLE OVER PROCESSES

We have attacked that challenge through a 
greater organisational commitment to Agile 
– an approach and mindset that values people 
over processes, iterative solutions with con-
stant customer feedback, deeper cross-func-
tional collaboration, and responsiveness to 
change over following a set plan.

Although Agile has gone more mainstream, 
it remains an idea that is easier to grasp than 
to practice. Scrum Alliance® just collaborated 
with Forbes Insights on a global survey of more 

than 1,000 C-level executives. Just 16 percent 
of these leaders said their organisations were 
“Agile in both strategy and execution,” although 
81 percent of respondents agree on the critical 
importance of agility when it comes to leading 
a successful organisation. 

So, if your organisation seems to be stuck in 
a time machine of pre-2000 efficiency, know 
that you’re not alone. The question is how do 
you change it?

The findings from our survey suggested a 
structured approach with three key elements 
to increase organisational agility: (1) Create a 
C-suite with an Agile mindset;  (2) Hire and 
develop the right mix of talent, and (3) Foster 
an Agile-friendly culture and organisational 
structure. 

Executive-level support for Agile change is a 
must. Active senior management sponsorship 
and support is the number one motivator for 
undertaking a broader transformation. C-level 
executives can increase organisational agil-
ity by challenging ideas, sponsoring the right 

supporting structure and inspiring an Agile 
mindset across the organisation.

ALL ABOUT THE STAFF

The next group responsible for supporting 
successful disruption is the staff. True Agile 
practice requires everyone in an organisation 
to work differently. It is important to have 
changing agents on board and surround those 
employees with a supporting culture. Many 
CEOs are good with developing strategies 
but aren't as good with communicating across 
organisational layers. HR professionals become 
key Agile enablers as the heads of hiring and 
training. They evolve into a more strategic role 
becoming strategic business partners. They 
also help bring culture and communication 
down from the C-suite, acting as a cross-func-
tional facilitator. 

It is fine to start small; in fact, that is how 
most successful transformations begin. 
Some departments may be able to handle a 
total process overhaul quickly, eliminating 
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unnecessary process and protocol, while 
others, like accounting, may hold on longer to 
older ways that are still working.

Many organisations mistakenly think that 
“going Agile” just means eliminating hierarchy. 
However, Agile is about creating the right team 
mindset and dynamics through practices such 
as Scrum and Kanban to support execution. 
Both Agile frameworks help organisations 
create empowered teams, bottom-up decision 
making, accountability, transparency and cus-
tomer centricity. 

AGILE LEADERSHIP

As we have gone through our own Agile 
Transformation, we started by simply address-
ing the question of what it meant to be an 
Agile leadership team, rather than a traditional 
management structure. We then moved on to 
enlisting the support of frontline managers. 
They point out areas where we can reduce 
waste and insert more frequent feedback from 
members and customers. We have also heavily 

increased the frequency of staff collaboration 
opportunities, made our executive priorities 
transparent throughout the organisation, and 
had our leadership team meet for daily “stand-
ups,” 15-minute check-ins on accomplish-
ments and progress on priorities.

As a result, we have found that our trans-
parency and willingness to take on new 
approaches has inspired other teams’ agility 
and incentivised them to remove their own 
barriers – all without any “enforcement” from 
the executive team.

Anyone who has spent time in the world of 
associations has seen the common organisa-
tional lifecycle: from idea to launch to growth, 
then maturity, and – often – decline, followed 
by a gut-wrenching period of either renewal 
or death. To be truly disruptive in a way that 
addresses these points of potential failure 
means wrestling with and understanding what 
your board of directions, members, donors and 
partners want, how they think, and the things 
that they value. With a more Agile approach, 

these constituents become, quite literally, the 
centre of the association, the way they proba-
bly were when your organisation first began. 

The core of an association is to bring 
knowledge, and to embed frequent insights 
and feedback from members and customers 
into its internal dynamics. When you have a 
culture of collaboration, continual learning, 
and adaptation, you can build a tolerance for 
failure that enables far more creative solutions. 
This is how a nonprofit organisation can 
deliver high-quality programmes to everyone 
it serves – perhaps without ever going through 
a period of decline.

Renata Lerch is Vice President of Global Marketing and 
Communications at Scrum Alliance. She has managed 
global marketing and market development teams for over 
20 years, delivering successful programs in the Americas, 
Europe, Asia and Australia / renatalimalerch@gmail.com
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Disruption is  
the New Normal

Everyone is talking about disruption. Disruption of the markets, disruption 
of the global order, disruption of technology, disruption of the economy, 

disrupt or get disrupted, disrupt yourself, disrupt or die. We have been 
disrupted and we are being disrupted. 

Words Nicola Mc Grane

Disruption has become one of the most critical phenomena of our times. 
We say disrupt so many times, some would ask has it been overused? I do 
not believe so, however, sometimes we perceive this disruptive world as a 
world for another person or another industry. We must make disruption 
relevant to our own world of business events, our market place and we 
as leaders need to understand the disruptive world in which we operate. 
It can be overwhelming! The old way of doing things is being buried 
under new technologies that shift, destroy and give birth to tremendous 
newness. Let’s embrace it!

OUR RESPONSIBILITY

Mobile, social, cloud and big data technologies, 3D printing, internet of 
things, block chain technologies, smart cities, smart cars, smart health, 
smart energy—we have entered a new era where the old order is simply 
gone. The disruption is now the new normal. The meetings industry is 
the facilitator of change - we create the meeting grounds where disruptive 
ideas are shared, knowledge is disseminated to people who transport 
these new ideas back to their cities who in turn act upon them to create 
positive change. 

Through our meetings, we are witness to the constant change across many 
industries, but how are we being disruptive? We have an enviable vantage 
point from where we have visibility of change across many industries. 
The questions we need to ask ourselves is: are we leveraging this position, 

what should our leadership look like now? What is our responsibility to 
effect change in our industry first and then within society? When you 
are disrupted, it is already too late. As leaders, we need to be adaptive 
and visionary in our thinking to create impact within our lifetime. Rather 
than be the facilitator of change, can we be the vehicle of change?

A SHIFT IN THINKING

There is far too much emphasis in today’s businesses on continuity and 
far too little on introducing deliberate discontinuity—ideas and concepts 
inconsistent or in direct conflict with what currently makes a business 
or an industry successful. We can become stuck in a pattern in how we 
do things. The same thinking that gets you into a situation is not the 
thinking that will get you out of it. Shift the thinking! It is not enough to 
just disrupt your thoughts you also need to disrupt the status quo of the 
business or even the industry. 

It’s only if we dare that we can create new things. Every day is the start 
of something new. But this is mindset and human behaviour. If we are 
successful, we tend to look towards the past and think that yesterday’s 
success will create tomorrow’s success as well. This is not necessarily true 
and if I am honest, I followed that path once. An economic and banking 
crisis taught me a valuable lesson. I will never create a future based on a 
past again. 
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The tricky bit is the present as this is the only bit we have knowledge 
of. The hard part is the future – the future becomes guess work. A good 
description of the present is the best starting point for making a new 
future. But what will be the future we create for the meetings industry 
and do you want to be part of that change?

DO YOU WANT TO BE A DISRUPTIVE LEADER? 

Disruptive leadership is about disrupting yourself first. Understanding 
your standards and your leadership potential is a critical starting point. 
Are you willing to battle the inertia of the status quo? What are your true 
values as a leader, how do you want to operate in your market place and 
where are you heading? When you understand how you tick, then you 
can focus your attention on others. How to understand another person 
is to step into their world. The potential for reinvention and accelerated 
change is within everyone’s grasp. It’s a matter of

1. Creating an awareness and a willingness to change

2. Investing a lot of time for reinvention

3. Choosing the right people to implement change

4. Bringing the non-changers with you or not.

5. Realise the change in a staged approach

Disruptive thinking can help you as a leader to create value, differentiation 
and identify new ways to support long-term growth. Merging the tried 
and tested with the new and bold isn’t easy, but the importance of doing 
so is undeniable. The business that goes in the direction of the familiar 
will ultimately breed inertia. Complacency is dangerous in business and 
leadership because it leaves no room for alternative possibilities

CHOOSING THE RIGHT PEOPLE

What was once measured in money is increasingly measured in people. 
It is people’s ability to innovate, to be disruptive, that is the basis for all 
growth and progress. Be it the banking industry, food industry or the 
meetings industry, the principal is the same. The person or people who 
dare to go first are the game changers to drive progress.

To quote Nelson Mandela: “There are times when a leader must move out 

ahead of the flock, go off in a new direction, confident that he is leading his 

people the right way.” As leaders, we need to be adaptive and visionary in 
our thinking to create impact within our lifetime. So let me just ask again: 
rather than be the facilitator of change, can we be the vehicle of change?

As leaders, we need to be adaptive and visionary 
in our thinking to create impact within our 

lifetime. Rather than be the facilitator of change, 
can we be the vehicle of change?

This article was provided by the International Association of Professional
Congress Organisers, author Nicola McGrane, CEO, Conference Partners
International, Ireland.   IAPCO represents today 130 companies comprised of 
over 7500 professional congress organisers, meeting planners and managers 
of international and national congresses, conventions and special events from
41 countries

Email: info@iapco.org \ www.iapco.org     
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The Shared Leadership Case 
The Path to Success  

of a Healthcare Association

Arlene A. Pietranton, Ph.D., CAE, has served as CEO of the American Speech-Language-
Hearing Association (ASHA) for the past 14 years, but her association with the 

organization goes back much further. She joined ASHA — which serves nearly 200,000 
audiologists, speech-language pathologists, and speech, language, and hearing scientists 

— as a member in the late 1970s, and then as a staff member in 1994. She explains the 
key changes she has overseen to contribute to ASHA’s growth. 

Interview Michelle Russell

“Culture” has become a recent buz-
zword in the business world — it seems 
ASHA was a little ahead of the curve to 
make that a priority.
I have to really give the credit for taking that 
on to my predecessor, Fred Spar. Back in the 
’90s, like a lot of other organizations, as we had 
grown and evolved, we had inadvertently done 
so in a way that we had become hierarchical 
and siloed, and there wasn't a sufficiently high 
level of collaboration across the organization. 
So in the late 1990s, Fred had an external entity 
do an audit of the office. 

Back then we had a staff of about to 100 to 150 
people, half of what we have now. The audit 
[found that] things were a little bit hierarchical. 
You didn't talk directly to someone at a differ-
ent level in another part of the office. So Fred 
undertook a restructuring of the office — liter-
ally the way the units were set up was restruc-
tured, and one of the things that ASHA did at 
that time was create a written statement of our 
organizational culture. We had a column that 
described “from” — what that audit revealed — 
and a column that describe “to” — the change 
we wanted to see. 

FEATURE

About five or six years after that, we took 
another look at that statement and said, "You 
know, we don't need the ‘from’ column any-
more." We may not be living 100 percent in 
the desired state, but we've made a lot of pro-
gress. We still have a description of our desired 
national office culture. It's on our website, and 
it's something we use as a reference point as we 
work with one another.

If you were to sum up what that culture 
is in a few sentences, what would it be?
It's one that is very collaborative, very 
team-oriented. We recognize that the work of 
the organization [is such that] very few things 
happen only on one person's desk. We really 
want people to share ideas, develop ideas, 
brainstorm with one another. We want people 
to take risks. If things don't work out, we want 
to learn from those mistakes.

Two things that I think were the embodiment 
of that: One is managers are seen as coaches 
and team leaders. It is their job to help sup-
port and engage and develop the skills of the 
folks who report to them, so we don't use the 
term “supervisor.” Everyone in the organiza-
tion knows who they report to, but the per-
son they report to is really seen as his or her 

coach — the person whose responsibility it is 
to make it clear what their goals and priorities 
are, what the expected work results are. And 
then to work with that person to make sure 
they have alignment of the resources and the 
work to be done and that they continue to 
develop so that they are learning and growing, 
and of course the organization's getting the 
benefit of that.

That was one element. The other is in our 
organizational structure: We don't have what 
many organizations would call an executive 
management team. We have a facilitating team, 
composed of six chief staff officers and myself, 
and we really function as a team. It is shared 
leadership, there is shared decision-making, 
and we always keep in mind the good of the 
whole.

“Facilitating” team sounds so much 
more inclusive than executive leader-
ship.
I think those of us who are in a position of 
responsibility within the organization, our 
biggest responsibility is to engage as fully as 
possible the talents within the organization. 
So another thing about our culture that I think 
is worth noting is about disruption or change.  
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Michelle Russell is editor in chief of Convene, the 
magazine of the Professional Convention Manage-
ment Association (PCMA), with whom Boardroom 
has an exclusive content sharing agreement

I think we have been able to make some sub-
stantial changes, but I think we've also been 
very successful at creating a mindset of ongo-
ing improvement. 

We have an annual meeting, we do a dues 
renewal, we produce a variety of professional 
development offerings for our members, etc., 
but the mindset of my staff colleagues is, how 
do we do this better? How do we make it a bet-
ter experience for our members? How do we 
make a better bottom line? 

Can you tell us about ASHA’s strategic 
plan?
A number of years ago, we had tried a variety 
of different approaches to having a strategic 
plan, and like a lot of organizations, a lot of 
thought went into it. The execution oftentimes 
fell short.

Through something that was shared with 
us from another association, we learned of 
an approach called the balanced scorecard 
approach, which we decided to adapt and use. 
It was a decision made by our board of direc-
tors in conjunction with our chief staff officers 
and myself, and we've been using what's called 
a “run, grow, transform” approach.

As a large association, there are a number of 
programs that we run on behalf of our profes-
sions. We publish scholarly journals, we have 
an annual meeting, we operate a certification 
program, etc. And we need to run those in a 
way that continues to evolve and be consist-
ent with members’ expectations and effective 
practices.

There are times when one or more of those 
programs needs to grow, needs to be enhanced 
or be expanded in some intentional way, and 
then the transform [part] is where [you’ll 
find] strategic objectives, all related to the 
professions of audiology and speech language 
pathology.

We're fortunate financially. We have a lot of 
stability in terms of membership growth and 
retention, and the revenue streams. As a result, 
our transformation is really focused on where 
we need to position our members, how their 
professions are continuing to evolve in a way 
where they're delivering the maximum value 
to the patients and clients they see. 

One example is advancing inter-professional 
education and inter-professional practice in 
our field. Another is increasing members’ cul-
tural competence. Our members work with 
individuals with speech, language, hearing dis-
abilities, and many of the individuals they serve 
may come from a different culture than the cul-
ture of the practitioner. And so every clinical 
interaction is also a cultural interaction.

How does your annual meeting reflect 
your culture of constant innovation?
Our members are very generous and commit-
ted. They chose these professions because they 
want to make a difference, so for the last several 
years, we've had a Caring Square on site at our 
convention. Our members are very oriented to 
earning their continuing education units when 
they're at convention, but if they have some 
down time, [they can contribute time at the] 
Caring Square, where we work with some local 
entities. 

Last year we rolled out what we call an Empow-
erment Zone, a section of our convention floor 
where members can come by and talk with staff 
and volunteer leaders about topics and issues 
that are challenging them — professionally or 
from a societal perspective, and to brainstorm 
about solutions. How to deal with a difficult 
situation in your work environment and what 
resources does ASHA have to help you be more 
effective in doing that, or at a societal level, 
what policies are you concerned about?

Another maybe more incremental kind of 
thing is this year that we're piloting is that 
we’ll have Alexa bots out at various locations 
where members who are looking for infor-
mation have the option of going to an infor-
mation booth, or going to a staff member, or 
going up to an Alexa station and asking ques-
tions there.

ARLENE A .  P IETRANTON
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THE VOICE OF AIPC

Why Embracing Disruptive 
Leadership is Necessary  

for Success

As the President and Chief Executive Officer of 
Events DC, the official Convention and Sports 
Authority for the District of Columbia, I real-
ize that these changes also present great oppor-
tunity for us to improve and embrace new 
‘outside of the box’ tactics. Events DC aims to 
break from the normal traditional quasi-gov-
ernment structure by making investments and 
taking risks in the development of new venues 
and services. For instance, a Strategic Initi-
atives Division was implemented that posi-
tions Events DC for future growth while also 
enhancing the ability to create premier event 
experiences that help achieve our mission 
to drive economic and community benefits 
for residents and businesses of the District of 
Columbia.

Only through a “disruptive leadership” mindset 
and embracing the need to shake things up – to 
innovate, ideate, and execute – can we achieve 
the results we need. 

We know that audience demands are always changing. With new 
developments and emerging technologies, convention leaders know that they 

must constantly pay attention in order to keep up. 

Words Greg O’Dell
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THE VOICE OF…

INNOVATE

Many of us host hundreds of events with mil-
lions of attendees each year. Each event comes 
with the challenge to outdo its predecessor, 
finding better ways to engage audiences – often 
by incorporating new technologies including 
mobile apps, crowd-sourcing, or social media 
tools – and turn them from passive attendees to 
active participants. Events are becoming more 
dynamic and interactive, and venues will have 
to keep evolving their strategies to meet these 
needs. It is important for leaders to keep push-
ing innovation forward, even when they are 
already currently seeing success. 

For example, our Walter E. Washington Con-
vention Center in DC has over 200 digital sig-
nage displays and is the largest signage network 
of its kind in the United States. Despite already 
leading the industry, over the past two years we 
significantly expanded this program by adding 
new LED video-walls to key locations that 
allow meeting planners to better implement 
new interactive technologies and engage their 
audiences. Our push to continue innovating has 
resulted in a tremendous amount of excitement 
among our customers who have fully embraced 
this technology at the majority of shows and led 
to numerous accolades regarding their experi-
ences. Our Center will also undergo a face lift 
aimed at optimizing the public spaces by mak-
ing them more flexible and user-friendly. We’re 
adding new seating, furniture and play areas to 
promote “communities” to actively gather and 
socialize during an event. 

MEDIA PARTNER

In addition to his role as AIPC Vice President, 
Greg O’Dell is President and CEO at Walter E. 
Washington Convention Center and Events DC 
/ AIPC represents a global network of over 185 
leading centres in 60 countries with the active 
involvement of more than 900 manage-
ment-level professionals worldwide 
marianne.de.raay@aipc.org \ www.aipc.org

IDEATE

As convention leaders consider our future in an 
ever-changing and competitive marketplace, 
we must continue to ideate with cutting-edge 
and forward thinking. Strategic planning 
requires that we place emphasis on repurpos-
ing our existing assets, while simultaneously 
examining new opportunities. How can we 
extend our business and our brand beyond our 
venue? This is a question I often ask myself, 
while also considering how we can best “pay it 
forward” – an adage I believe all leaders should 
live and work by.  

For instance, we recently broke away from the 
norm and set our sights on new market seg-
ments like esports. We even sponsored a team 
– the first city to do so – to let the world know 
that esports events, gamers and the community 
are welcomed to our nation’s capital.

Additionally, we have strived to find ways 
to create greater community and economic 
benefits for the city and our partners. Since 
opening the doors to our Convention Center, 
the neighborhood has benefitted with addi-
tional consumer traffic and an explosion of 
new restaurants and retail. As a strategy to 
not only give back, but also further extend 
our brand, we have developed a “streetscape 
plan” to transform the exterior facade of the 
Convention Center through lighting, signage, 
canopies and furniture that will help activate 
and enrich the sidewalks throughout the sur-
rounding neighborhood.

EXECUTE

When executing any plan, it is important to 
recall the core qualities of the hospitality indus-
try and provide a service to our clients that 
is helpful, trustworthy, courteous and kind. 
We must always acknowledge our audience’s 
presence, making each person feel recognized. 
Good leaders know that to accomplish this, 
we need to dare ourselves to break from the 
norms, to forge unprecedented collaborations 
and to invest in innovation, new ideas and 
initiatives.

We must become “disruptive” leaders who 
place an intentional focus on thinking beyond 
our traditional operations. We must embrace 
innovation, develop bold ideas, and execute 
these new strategies. In leading by example, we 
also challenge others to develop their own ideas 
and engage in knowledge sharing. Together, 
this ultimately leads to further actions and 
initiatives that will drive your organization to 
greater success.
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DESTINATIONS

The simple fact is that we  
are a community of people. 
A good spot for associations 
to meet and exchange 
knowledge.
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The simple fact is that we  
are a community of people. 
A good spot for associations 
to meet and exchange 
knowledge.
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STATION F,  THE  STARTUP MEGACAMPUS



3
5

 
\

 
N

O
V

E
M

B
E

R
 

2
0

1
8
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With a growing number of young French 
people aspiring to be entrepreneurs, 
France, is recent years, has made it eas-
ier for them to start businesses. Law and 
regulations have been adapted to that the 
entire economy stays on top of the game: 
in terms of cost, time and red tape, peo-
ple can start a business almost effortlessly 
now in France – more, in fact, than in any 
other G20 country.

FRENCH TECH

It all began with the French Tech Initiative. 
Convinced by the necessity to promote 
the emergence of successful startups in 
France to generate economic value and 
jobs, the French Government created it 
at the end of 2013. Its philosophy? Build 
on member initiatives of the French Tech 
themselves, highlight what already exists, 
and create a snowball effect. A vibrant 
ecosystem, the French Tech is boosting 
a collective dynamic: startups are consid-
ered serious players, creating economic 
value and inspiring innovation. 

For some years now, the French Tech 
ecosystem has seen a spectacular growth, 
driven by a new generation of entrepre-
neurs, investors, engineers and other 
talented people. The number of startups 

There’s something about France (Part II) 

Becoming  
a Startup Nation 
 
 

France has long been a pioneer in many fields of endeavour, as the next few pages of this 
special France feature will show. Known for their sense of innovation, the French are early 
adopters of new technologies. Today they are strongly committed to the new digital age, as the 
boom of French startups, in France and abroad, shows. President Macron says he wants France 
to be a “startup nation” – the country is definitely on its way to become one.

FEATURE RÉMI DÉVÉ

is exploding, fundraisings are exponen-
tial, and international market leaders are 
steadily growing, as the global successes 
of Criteo, BlablaCar and DBV Technolo-
gies clearly show. 

Now wonder that John Chambers, Exec-
utive Chairman of Cisco, recently argued 
that “France is Europe’s Silicon Valley.” The 
Paris region alone is rich with 5,000 start-
ups, with the French capital being the 
first city in the world to host a tourism- 
focused startup incubator, the Welcome 
City Lab. Toulouse, in addition to be the 
home of 200 startups, has recently wel-
comed EVA (Electric Visionary Aircrafts) 
that designs electric and autonomous 
flying vehicles, just a few months after the 
American firm Hyperloop Transportation 
Technologies chose the Ville Rose as the 
site of its European R&D centre. Accord-
ing to Ubi Global, which ranks the perfor-
mance of incubators on a world level, the 
Montpellier Business & Innovation Centre 
ranks second – it’s the only French city to 
have made the list.

AMBITIOUS AGENDA

Since the start of its Presidency, Emma-
nuel Macron has promoted an ambitious 
digital agenda, pushing through a raft of 

economic and labor reforms to make 
France more attractive to investors. In 
this context, he has, for instance, recently 
announced France would invest €1.5 
billion into artificial intelligence research 
through 2022.

Symbolic statements, like the opening last 
year of Station F (pictured), have also gen-
erated a buzz. The world’s biggest startup 
campus gathering an entire entrepreneur-
ial ecosystem under one roof in Paris, this 
unique campus is a mammoth co-living 
space for entrepreneurs, covering 34,000 
square meters. 

France is constantly welcoming high-pro-
file events reflecting this startup spirit. 
Greensys, the International Symposium 
on Advanced Technologies & Manage-
ment for Innovative Greenhouses in 
Angers in 2019, the 2018 WEB conference 
in Lyon, or the Robocup that will take 
place in Bordeaux in 2020 are just some 
examples that speak for themselves.

More information  
www.meeting.france.fr  \   
Gisele.Jamin@atout-france.fr 
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Tasty Health  
in Lyon

The second largest urban area in France 
and second largest contributor to the 
French economy, Lyon is nestled into the 
country’s southeast. This capital of the 
Rhône-Alpes region is a hard-working city, 
with a rich architectural heritage than spans 
2,000 years. Here lies the capital of French 
gastronomy, with the largest number of 
Michelin-starred restaurants in France. 
Lyon is also a leader in the life science field, 
and is for this reason attracting a lot of 
association events recognising the city and 
its Metropole’s expertise.

Lyon has been a UNESCO World Heritage 
Site since 1998, thanks to a feast of beautiful 
renaissance architecture. Nicknamed the 
‘City of Light’ - every evening, more than 
100 sites across the city light up - Lyon has 
a forward-thinking spirit that makes it both 
very French and very international.

The largest health cluster in France, Lyon 
and its surrounding region provide an inter-
nationally recognised scientific, technical 
and university environment to scientists, 
researchers and students alike. Lyonbiopôle, 
for instance, was accredited as a competi-
tiveness cluster by the government in 2005. 
Its aim? To carry out research in infectious 
human and animal diseases on a global scale. 
It has, in this regard, become a world-cen-
tre of excellence in diagnostics and vaccines 
- one billion doses are produced there every 
year, making it one of the top vaccine pro-
duction centres in the world.

Located at the south entrance to the city, the 
Lyon-Gerland Biodistrict, where Lyonbi-
opôle is located, is attracting an increasing 
number of innovative businesses, people and 
services. With its heart entirely dedicated 

to health and biotechnologies, it brings 
together world leaders like Sanofi and Gen-
zyme, smaller companies like Aguettant and 
Fab’entech, and higher learning and research 
institutes such as the WHO’s International 
Agency for Research on Cancer (IARC). As a 
whole, the district provides more than 5,000 
jobs and accommodates 2,750 academicians 
and technicians from the public and private 
sectors.

But if Lyon has become a can’t-miss destina-
tion, it has also a lot to do with its status as 
the capital of gastronomy which hosts – and 
rightly so – SIRHA, the world’s biggest hospi-
tality and food service event, every year.

As France’s second city for conferences (20th 
in Europe), Lyon offers a unique combina-
tion of business and culinary pleasure that 
makes congress participants enjoy a truly 
French experience. The epitome of this? The 
Cité Internationale de la Gastronomie, which 
will open late summer 2019 and be located in 
the Grand Hôtel-Dieu, a former hospital part 
of Lyon’s architectural wealth (pictured).

Created in the wake of UNESCO’s inclusion 
of the ‘gastronomic meal of the French’ on 
the list of intangible cultural heritage, La Cité 
will examine how gastronomy plays an inte-
gral part in the world today and will in the 
future, with food and health as the guiding 
thread. The site will host exhibitions, cultural 
events, venues for discovery and demonstra-
tions, an Intercontinental Hotel, restaurants 
and shops, conveying a ‘modern vision of 
gastronomy’... as well as a conference centre.

Contact 
vducaud@lyon-france.com \  events.lyon-france.comGRAND HÔTEL-DIEU   
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If Nancy might not be the first name that comes to mind when 
considering a meeting in France, the city that some consider as the 
most Italian town of eastern France has a few assets up its sleeve. 
Known as the cradle of Art Nouveau, classified by UNESCO for its 
18th century centre, it’s also a destination that gets a lot of attention 
thanks to its all-round sense of innovation and intelligence.

The capital of the Duchy of Lorraine, Nancy is known the world over 
for its famous Place Stanislas, one of the most beautiful royal squares 
in Europe, with its famous gilded wrought-iron gates. But beyond the 
old town, beyond its many museums, entertainment venues, hip bars 
and boutique restaurants, Nancy quietly cultivates a certain art de vivre 

that is best explored on foot given its human size. At times, its 45,000 
students also make the city quite lively - the University of Lorraine is 
ranked in the Top 300 World Universities Shanghai ranking. Addi-
tionally, Nancy Regional University Hospital boasts innovating struc-
tures such as the Virtual Hospital, which federates and promotes initi-
atives in terms of e-pedagogy and simulated learning. 

In fact, Nancy is synonymous with creativity and brainpower. The 
presence of large national research institutions, like CNRS, INSERM 
or INRA just to name a few, and technology companies on the territory 
are testament to the city and region’s dynamism. As the first economic 
hub of Lorraine, Nancy has four high-yield industries:  life sciences and 
health, banking and finance, information technology and the digital 
economy, and eco-construction.

In this context, three competitive clusters are internationally recog-
nised: established in 2015, Fibre is dedicated to eco-materials for the 
construction industry; Hydreos deals with issues related to access to 

drinking water, water savings and water conservation by supporting 
collaborative research projects, and studies the quality of inland waters 
and their impact on the health of populations and ecosystems; Mat-
eralia is all about innovative materials and processing techniques.

All of this has long fuelled the need for holding conferences and 
meetings of all sizes and formats. Recent successes include the 2017 
Hopipharm, the French-speaking congress for hospital pharmacy, 
attended by 1,500 delegates, or the 8th International Conference on 
Innovations in the Thin Film Processing and Characterzation that 
took place at the ARTEM campus. In the near future, Nancy will also 
host Euro-Pharmat and the 21st International Conference on Knowl-
edge Engineering and Knowledge Management (EKAW 2018).

In terms of infrastructure, Nancy has nothing to blush about when 
compared its competitors. From the intimate premises of the Museum 
of Fine Arts to the 20,000 sqm of the Prouvé Convention Center, for 
up to 2,400 people, right in the heart of the city, or the 30,000 sqm at 
Nancy Exhibition Centre (maximum capacity: 6,000), the city might 
well be your next event destination – both its business and regional 
airports are connected to the major European capitals.

Creativity & Brainpower  
in Nancy

Contact  
vpn@gn-ce.com   \   www.grandnancy-congresetevenements.com
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What more can be said about Paris, the 
most visited city in the world? Apart from 
old favourites like the Eiffel Tower or Le 
Louvre, there are always countless things to 
do, and you can return over and over and 
every time you will be in awe of the abun-
dance of history, culture, and of course art 
de vivre. Paris is renewing itself all the time, 
and this is true when it comes to meetings. 
After all, the economic dynamism of Paris 
and its surrounding region has always 
relied on research and innovation - this is 
actually one of the reasons why the Interna-
tional Congress of the European Respira-
tory Society took place there in September. 

While Paris accounts for 20% of the total Ile-
de-France population, Paris Region’s mul-
ti-faceted economy is unparalleled in Europe, 
packed with high-tech clusters - there are eight 
national and global competitiveness clusters 
- and research centres that rank among the 
global and European leaders. Paris Region’s 
sectors of excellence range from aeronautics, 
cosmetics, health and biotechnologies to logis-
tics and financial services, just to name a few.

MAJOR DRAW

The city is a major attraction as a destination 
for association meetings, and many attendees 
of course opt to tag some leisure time onto 
their trip. Because attendance is so high in 
Paris, it is a not-to-be-missed opportunity for 
associations to broadcast their work to a larger 
audience and attract more sponsorship.

The International Congress of the European 
Respiratory Society (ERS) took place in Paris 
Convention Centre (Viparis) in September 
2018. Serving as a platform to share the latest 
knowledge in the fields of respiratory med-
icine and science, the event is continuing the 
standards of previous years and retaining the 

position as the world’s largest meeting for 
respiratory physicians, scientists and allied 
health professionals, with around 420 scientific 
and educational sessions and a wide range of 
activities.

Pippa Powell, Director of the European Lung 
Foundation (ELF), the public and patient arm 
of the European Respiratory Society, explains: 
“With more than 20,000 participants from over 130 

countries, the ERS is the largest congress in its field 

and therefore has a restricted number of cities as 

potential destinations that have the congress centre 

and infrastructure to support the ERS International 

Congress. Recent developments in this area in Paris 

meant that the destination became a possibility for 

the ERS. We have a broad membership and we also 

move around European cities to honour our mem-

bers and make the congress accessible. We have 

many members in France and the members of SPLF, 

who are joint members of our Society, feel at home 

in France.”

In Paris, all stakeholders work hand in hand in 
order to provide an unmatched level of service 
to planners and delegates alike who, then, can 
make the most of the city. In this context, pub-
lic authorities, suppliers, hotels, the Paris Con-
vention and Visitors Bureau constantly unify 
their efforts to promote, market and sell the 
destination to event organisers. 

TESTING THE LUNGS

“Paris is of course a globally renowned city with 

much to offer. It has fantastic travel links and a 

wealth of culture,” says Pippa Powell. “As a con-

gress destination however there are many chal-

lenges - not least the sheer size and expense. The 

Paris Convention Bureau provided support to the 

ELF in the run up to the ERS Congress to try and 

improve communication with the city of Paris. ELF 

runs all of the public outreach and legacy activities 

for the ERS, including lung function testing for the 

inhabitants of Paris. The Convention Bureau acted 

as an intermediate between ELF and city officials 

and were able to help us gain support of the city for 

our activities, advertising space in the city and a 

wonderful location for our public event. They also 

ensured the presence of some key city officials at our 

activities.”

During the Congress, the ELF tested the lungs 
of more than 800 people and could have done 
more if time had allowed. “We hope we have 

raised awareness about the importance of healthy 

lungs and why it is vital that the air quality in our 

major cities is improved,” explains Pippa. “Paris 

does have a Mayor making steps to improve the 

environment for her city, and we were pleased to 

meet with her and present her with the ELF Award 

for her work as Chair of C40 (an organisation 

working with the Mayors of all the largest cities 

in the world to improve the health of their citizens). 

It is really important that conference like the ERS 

are able to use their conferences a driver for change 

across Europe, and we hope that working with the 

local partners organisations we have helped make 

another step forward.”

The first woman to be elected Mayor of Paris, 
Anne Hidalgo took office in April 2014. Her 
agenda is focused on social inclusion, sustain-
able development, solidarity, citizen participa-
tion and innovation, essential topics in build-
ing the Paris of tomorrow. In this context, it 
was only natural that, because of her commit-
ment to ensuring that citizens of large global 
cities like Paris are able to breathe clean air, 
she was presented with the ELF Award – that 
was definitely a highlight of the Congress, and 
a good way for Paris to showcase yet another 
of its facets.

A Breath of Conference  
Air in Paris

Contact  
cmairaville@parisinfo.com \  convention.parisinfo.com
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Knowledge in  
the Sunshine of Marseille

Known as France’s second biggest city, rich in 300 days of sun a year, Marseille  
stands proud as the country’s largest city on the Mediterranean coast and  
largest commercial port. Building on the legacy of its European Capital of  

Culture title and thanks to a whole-of-the-city approach promoting 
Marseille’s excellence in key industry sectors, the number of conferences it 

attracts has steadily been growing– the recent World Conservation Congress 
win says a lot about the city’s presence on the international meetings scene.
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Marseille’s growth is due not only to the presence of conference venues 
you would expect in big destinations but also to constant investment in 
tourism infrastructure. In Marseille, there are cultural edifices designed 
by internationally acclaimed architects, like the MuCEM, as well as facil-
ities that improve the daily life of Marseille locals and benefit visitors. 
The Mayor of Marseille, Jean-Claude Gaudin, has long had an ambitious 
strategic vision: the development of the city must come from the devel-
opment of its tourism industry.

SIX KEY SECTORS

In terms of association conferences, that means 
identifying those events that are aligned with 
the city and its surrounding region’s key eco-
nomic, academic and scientific fields. Marseille 
has a wealth of expertise in six fields, the first 
one being healthcare. The city is the first cancer 
research centre after Paris, while its Immuno-
pole cluster is the first French cluster in immu-
nology, spearheading R&D in infectiology and 
neurology as well – in this regard, the GIPTIS 
Institute is the largest research centre for rare 
disease.

It comes hardly as a surprise the European 
group for Blood and Marrow Transplantation 
(EBMT) chose Marseille for its 2017 Annual 
Congress, which attracted more than 5,000 
participants. Professor Christian Chabannon, 
President of the Local Organising Committee, 
said that on this occasion Marseille demonstrated that it can combine 
scientific and medical excellence with friendliness and a high sense of 
hospitality. “But beyond the quantitative success of the congress, the attractive-

ness of the city itself and the quality of the scientific programme were clearly 

a draw, as evidenced by the messages circulating on social networks. I believe 

all stakeholders benefitted from the coming of the event to the city. Congresses 

such as the EBMT one clearly position Marseille as a major business tourism 

destination in Europe,” he added.

Marseille is a major player in the digital and creative industries. Accred-
ited ‘French Tech’ – a label awarded to French cities recognised for their 
startup ecosystem – it boasts a fast-growing startup network and 8,300 
businesses are active in what has become a leading digital territory. Ship-
ping, Maritime and Logistics, on another hand, make up for no less than 
61 000 jobs, and Marseille, home to CMA CGM, the third world biggest 

ship owners, is the first French centre for heavy ship and yacht repair. 
The city’s excellence in aerospace and mechanical research has also 
attracted the attention of associations – the World Congress of Space 
Operations recently took place at the Palais du Pharo.

CONSERVATION IN PROGRESS

Because of the municipality’s commitment to sustainable development 
and biodiversity conservation – as well as the city’s higher knowledge 
in environment and energy altogether – Marseille was chosen to host 

the 2020 World Conservation Congress, which 
is expected to attract 10,000 delegates from 180 
countries. Thirty-five per cent of Marseille 
is indeed considered as natural area, which is 
very rare in France. Some of it is protected by 
the Calanques National Park, the only national 
park in Europe with continental, marine and 
peri-urban areas, tucked in between a large 
metropolis and a natural environment. 

All of this combined made Marseille the ideal 
place to organise the congress. In addition, the 
bidding process has already helped generate 
a collective will to pursue long-term work on 
the preservation of nature. Pamela Grasemann, 
Congress Manager of the International Union 
for Conservation of Nature (IUCN), put it like 
this: “During the competitive international selection 

process, Marseille presented itself as a destination 

committed to sustainability and nature conservation, 

strongly supporting the vision and mission of our event. In addition, it sees the 

Congress as an opportunity to engage its own citizens around issues of conser-

vation. Its location on the Mediterranean sea with extremely varied ecosystems 

and opportunities for enriching excursions are of particular value. IUCN was 

impressed by the interest and support of the city and local and regional author-

ities as well as by the various stakeholders (from the Parc Chanot to the airport, 

train and local transport companies). The Convention Bureau has also been an 

efficient partner in securing hotel rooms and negotiating hotel rates and condi-

tions for IUCN and in organising our site visits.”

Contact  
pbigo@marseille-tourisme.com  \   www.marseille-congres.com

DESTINATIONS \ FRANCE

Marseille  
Fast Facts

 ¬ 3 congress centres : Marseille Chanot 
(with a 3,200-seat plenary and two Auditoria), 
the Pharo Palace (a 900-seat auditorium and a 
catering area for 1,000 guests) and the 2,600 
sqm World Trade Center

 ¬ 9,000 hotel rooms by the end of the 
year

 ¬ Train time:  to Paris: 3 hours (17 trains a 
day) / to Brussels: 5 hours

 ¬ Flight time to Paris: 75 minutes

 ¬ Total expo space: 40,000 sqm, plus 
52,000 sqm of esplanades
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HEALTHCARE

Stéphane Azoulay,  
Member of the Local Organising Committee, EFMC-ISMC 2022, 
XXVII International Symposium on Medicinal Chemistry

In September 2022, we will co-organize the 27th International Sympo-
sium on Medicinal Chemistry in Nice. This biennial event, led by the 
European Federation for Medicinal Chemistry, welcomes about 1,200 
participants from the pharmaceutical industry and academia.

Thanks to high-quality research conducted at the Côte d'Azur University, 
a centre of excellence according to the state-funded programme IDEX 
(Initatives d'Excellence), easy accessibility to and from Nice through its 
international airport, a highly flexible convention centre, and a good 
image of the city on the international scene, our bid made the difference.

In addition, we benefitted, at a local level, from the support of Nice Con-
vention Bureau and many stakeholders of the whole supply chain. They 
were very helpful putting the bid together and giving us advice in terms 
of off-site venues and social events - a real added value. On a regional 
level, Provence-Côte d'Azur Events acted as a facilitator for us to obtain 
a letter of support from the President of the South Provence-Alpes-Côte 
d'Azur Region, with a financial grant of up to 30,000€ - which of course 
we highly appreciate for an event of this magnitude.

DIGITAL TECHNOLOGIES

Claire De Longeaux,  
Trustech Director, Cannes 

With an in-depth focus on the latest innovations applied to payments 
and identification, biometrics, blockchain and artificial intelligence, 
Trustech is the professional event dedicated to digital trust technologies. 
We have been operating for more than 30 years and settled in Cannes in 
2016, where we usually welcome over 120 different nationalities. Trus-
tech is a congress, with 200 international speakers, a trade show, with 
300 exhibiting companies, and a networking event attended by more 
than 11,000 professionals.

In 2017, Trustech benefitted from the support of the Provence-Alpes-
Côtes d'Azur Region as part of its ‘Attract Congresses & Events’ pro-
gramme (see sidebar), helping our growth in a field the region has 
become renowned for. Many Provence-Alpes-Côtes d'Azur-based 
companies are indeed working in this dynamic sector, starting with the 
members of the SCS-Global Competitiveness Cluster dedicated to secure 
communication solutions.

Provence-Alpes-Côte d’Azur 
Let the People Talk

It’s always better to have organisers talk about their experience in a given 
destination than just convention bureaus explaining how great it would be 
for you – and them – if you chose them for their next event. In order for you 
to get familiar with Provence-Alpes-Côte d’Azur and where its expertise lies, 

Boardroom asked four planners to explain how the regional convention 
bureau, Provence Côte d’Azur Events, successfully supported them. 
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THE EPHRUSSI  DE  ROTHSCHILD 
 V ILL A  AND GARDENS ,  

SA INT- JEAN-CAP-FERRAT

ENERGY

Philippe Olivier,  
Deputy Secretary General of the ITER Industrial Committee  
(ITER France Agency)

ITER (‘the way’ in Latin) is one of the most ambitious energy projects 
in the world today. In southern France, 35 nations are collaborating to 
build the world's largest tokamak, a magnetic fusion device that has been 
designed to prove the feasibility of fusion as a large-scale and carbon-free 
source of energy. 

The 2017 edition of the ITER Business Forum took place at the Palais des 
Papes in Avignon, with more than 1,000 representatives of 433 compa-
nies from 25 countries, including more than 50% foreigners. For three 
days, delegates were able, to meet, interact and establish contacts while 
learning about the progress of the ITER programme and upcoming calls 
for tenders.

This sixth edition of the Forum, which is today the international flag-
ship event of the ITER programme, was organised by the ITER France 
Agency with the support of the International Organization ITER and its 
partners from China, Korea, Europe, India, Japan, America and Russia. 
The financial support of the Provence-Alpes-Côte d'Azur region was 
instrumental in making the event a success.

ENGINEERING

Bernard Reverchon,  
President of the Organizing Committee of the 27th Congress /  
89th Annual Meeting of CIGB/ICOLD

In June 2021 Marseille will host the 27th Congress and the 89th Annual 
Meeting of the International Commission on Large Dams. More than 
1500 specialists and experts working in the field of dams and reservoirs 
from a hundred countries are expected to attend, the result of a winning 

bid that the French Committee of Dams and Reservoirs presented in 
Prague in 2017 at the General Assembly of the CIGB.

Several players were key to this success, among which Marseille Events 
& Convention Bureau, Marseille Chanot Exhibition and Convention 
Centre, Provence Côte d’Azur Events, through the written support of 
Jean-Yves Le Drian, Minister of Foreign Affairs, and Renaud Muselier, 
President of the South Provence-Alpes-Côte d'Azur Region, who prom-
ised a grant for this congress and who worked closely with Atout France 
to secure the event for France.

What Provence-Alpes-Côte 
d’Azur can do for you
Bordered by the Mediterranean Sea, Italy and the Auvergne-Rhône-Alpes region, 
Provence-Alpes-Côte d'Azur is one of the only regions in Europe to offer landscapes 
between sea and mountains and to benefit from a thousand-year-old culture and 
art de vivre.

Rich in a range of sectors of excellence, - from digital technologies to aerospace and 
food, from cosmetics to healthcare and renewable energy - supported by innovative 
scientific projects, Provence-Alpes-Côte d'Azur is a formidable space of networks 
and opportunities for major events, boasting meeting facilities for up to 30,000 
participants.

A haven for meeting planners, the Provence-Alpes-Côte d'Azur Region has launched 
the ‘ACE - Attract Congresses and Events’ programme, aimed at welcoming profes-
sional events of national and international scale to the area. Supported by a whole 
ecosystem, it has been designed to support financially events of a structural nature 
in sectors of excellence which will generate substantial spin-offs in financial and 
image terms. Eligible are congresses and conferences that can combine over 800 
nights.

Contact  
l.cassuto@provencecotedazurevents.com  \   
www.provencecotedazurevents.com

DESTINATIONS \ FRANCE
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An active modern capital that has preserved 
its art of living over the centuries, Nice is the 
5th largest city in France. Nested between 
the sea and the mountains around Baie 
des Anges, it cultivates its modernity and 
dynamism with a policy of constantly 
improved services when it comes to hosting 
associations. 

With a beautiful backdrop that has proved 
a great inspiration for Matisse, Picasso and 
Chagall, Nice has been enjoying a genuine eco-
nomic and architectural revolution in recent 
years. Boasting cutting-edge infrastructure 
(with Nice Acropolis Congress & Exhibition  
Center leading the way right in the city centre), 
from its international airport to its 200 hotels 
and 10,000 rooms, and the ability to facilitate 
the planning of events like Cardiostim (5,200 
delegates) or the 2018 European Congress of 
Psychiatry (3,000 delegates), it is the sixth most 
popular European destination for meetings 
organisers according to the 2015 American 
Express’s Global Meetings Forecast.

After all, Nice is a knowledge hub and has been 
attracting the attention of associations for this 
reason. With internationally recognised health-
care facilities including 9 hospitals, 26 clinics, 
seven specialist centres, an ICT expertise in 
the service of e-health, it’s a leading centre of 
scientific and medical research, spearheaded by 
Sophia-Antipolis Technology Park. The Uni-
versity Hospital of Nice is also very active in 
research and innovation, thanks to its involve-
ment in IT and communication technology ini-
tiatives for the health sector and to ambitious 
projects such as Pasteur 2, the largest hospital 
construction project in France, opened in 2015.

The Drive of  
Excellence of Nice 

Contact  
bertrand.puissegur@otcnice.com   \   
 www.meet-in-nice.com

DESTINATIONS \ FRANCE

PROMENADE DU PAILLON

Ranked the 13th smartest city in the world 
in the 2017 Juniper Research Survey, Nice 
is also dedicated to sustainability, finding its 
energy in numerous projects such as the Smart 
City Innovation Center. There, the so-called 
Eco Valley, one of the largest Operations of 
National Interest in France devoted to sustain-
able development, extends over about 10,000 
hectares. Focusing on the preservation of nat-
ural heritage, it will become a major employ-
ment area with state-of-the-art innovations, 
and will impact the life of its inhabitants 
socially as well as economically by improving 
the way they live. 

The ultimate aim is to make Nice the ‘Green 
City of the Mediterranean’, an example of an 
environmentally friendly region on a Euro-
pean scale. In this regard, Eco-Valley, located 
west of the city on the Var plain, will be home 
to enterprises active in the sustainability field 
and a research cluster dedicated to ecological 
development. A 65,000 sqm exhibition and 
convention centre and big brands acquiring 
environment-friendly infrastructures will also 
join along with housing facilities to make it a 
true community.

Last but not least The Metropolis Nice Côte 
d’Azur supports six of the ten regional com-
petitiveness clusters: Secured Communicating 
Solutions, PASS (for perfumes, aromas, scents, 
and flavours), Eurobiomed, dedicated to health 
and bio-engineering, Capénergie, a cluster 
focusing on energy generation with no green-
house effects, SAFE, all about security and 
aerospace, and Mer PACA, devoted to marine 
resources.
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Durban ICC 
Looking back... and  

to the Future

As a catalyst for economic growth and a pioneer in attracting international 
events to South Africa, the Durban ICC’s mandate is to grow the industry 

and make Durban a premier business events destination and to contribute 
significantly to socio-economic transformation. Now in its 21st year of 

operation, it has certainly helped put Durban on the meetings map, attracting 
conferences of high calibre.

Words Rémi Dévé

Opened in 1997 by the first democratic Pres-
ident of South Africa, Dr Nelson Mandela, 
the Durban International Convention Centre 
(Durban ICC) is the country’s very first inter-
national convention centre and has played 
a pioneering role in attracting high-profile 
events to the city’s shores. 

LEGACY BUILDING

Building on the legacy of a number of impor-
tant events including COP-17 in 2011 (the 
second largest in history), the biggest-ever 
21st International AIDS Conference in 2016, 
the 69th World News Media Congress, the 
International Society of City and Regional 
Planners Congress (ISOCARP) 2016, or the 
World Economic Forum on Africa, Dur-
ban ICC is committed to broadening the 
economic impact of the events and tourism 
sector through contributing to inclusive eco-
nomic growth. As such, over 9,000 jobs were 

created as a result of the Durban ICC’s activi-
ties over the past financial year.

Lying along the extensive KwaZulu-Natal 
coastline and sitting on the Inanda Heritage 
route, Durban is the perfect place to delve 
into the South-African history. Significantly 
indeed, the Inanda Heritage route was home 
to three great leaders: the founder of the 
African National Congress (ANC), Dr John 
Langalibalele Dube, the founder of the Naz-
areth Baptist Church, Inkosi Isaiah Shembe, 
and Mahatma Gandhi, the political and civil 
rights activist. All three shared spirituality 
and the common vision that only with peace 
and non-violence could conflicts be resolved.

In 1895 Dr Dube bought 200 acres of land 
and founded the Ohlange Zulu Industrial 
Christian School which is still in existence 
today. The school produced many promi-
nent figures including Chief Albert Luthuli. 
The Dr JL Dube African Renaissance 
Resource Centre on the premises is of great 

Durban ICC 
Fast Facts

 ¬  Located in Durban, known as South 
Africa’s entertainment ‘playground’

 ¬  Comprised of the Durban ICC Arena 
and the Durban Exhibition Centre

 ¬  Voted ‘Africa’s Leading Meetings and 
Conference Centre’ by the World  
Travel Awards no fewer than 17 times 

 ¬  Largest flat floor, column-free multi- 
purpose event space in Africa

 ¬  Maximum capacity at the Convention 
Centre: 22,000 delegates over 
112,000 sqm / in combination with the  
Exhibition Centre: 10,000 people

 ¬  Ranked in the world’s Top 17  
Convention Centres by AIPC

 ¬  Located 30 minutes from the King 
Shaka International Airport 

 ¬  Over 3,600 hotel rooms within  
a 10-minute walk
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significance as it is where the late iconic 
statesman Dr Nelson Mandela cast his vote in 
the first democratic elections in South Africa 
on 27 April 1994. On that day Mandela stood 
at Dr Dube’s grave and said: “Mr. President, I 

have come to report to you that South Africa is 

free today.”

HIGH QUALITY STANDARDS 

As Africa’s leading convention centre – it 
has been voted “Africa’s leading Meetings 
and Conference Centre” at the World Travel 
Awards no fewer than seventeen times – and 
the recipient of many other awards, Dur-
ban ICC is a driving force of the city itself, 
clearly in line with the developmental agenda 
of the national and local government. Dur-
ban has been recognised as the most liveable 
City in South Africa for four consecutive 
years, according to the international Mercer 
Quality of Living Surveys. This accolade is 
a testament to the city’s high quality living 

standards and commitment to creating a 
caring location, where all citizens, including 
visitors feel safe. 

“While it is important to take time to celebrate the 

achievements of the past and the pioneering role 

which this institution has played for South Africa, 

it is equally important that we look ahead to the 

next twenty years, and beyond. I believe that we 

will overcome a host of challenges by meeting our 

obligations to the bold, communal vision we have 

for our country as a whole. As such, the Durban 

ICC has strategically aligned its operation to the 

implementation of the country’s National Devel-

opment Plan. The realisation of Vision 2030 seeks 

to establish South Africa as a community that 

cares, where the needs of all its citizens can be 

met and poverty, inequality and unemployment 

are reduced,” said Durban ICC CEO Lindiwe 
Rakharebe.

The wide-range of high-quality events the 
Durban ICC has successfully hosted over the 
years has ensured positive socio-economic 

Contact 

sales@icc.co.za  \   www.icc.co.za

spin-offs such as tourism development, job 
creation and skills development. Recent 
conference successes include the ITU Tele-
com World 2018, which was held at Durban 
ICC. Themed ‘Innovation for smarter digi-
tal development,’ it served as a platform for 
heads of state, tech SMEs, captains of indus-
try, and digital innovators to open a dialogue 
on the ICT innovations that can help enhance 
social and economic development. One of the 
most relevant responses from the conference: 
“Don’t follow the old models. Old models are no 

longer appropriate. So, think again,” said Alan 
Horne, CEO of Broadband Pioneer. The 
African economy is the perfect example, con-
sidering the success in mobile telecommuni-
cations the continent has experienced over 
the past twenty to twenty-five years.

DESTINATIONS \ DURBAN

OPENED IN  1997,  THE  DURBAN ICC WAS SOUTH AFRICA’S  F IRST  INTERNATIONAL CONVENTION CENTRE AND HAS  PL AYED  
A  P IONEERING ROLE  IN  ATTRACTING INTERNATIONAL EVENTS  TO THE COUNTRY ’S  SHORES  S INCE ITS  INCEPTION
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Japan is known for its unique culture, unbeatable hospitality, safe cities and world-class 
infrastructure. It’s this combination that makes it such a popular destination among 
international associations. But let’s not forget that Japan is also a treasure trove of world-
leading scientific and industrial knowledge and talent. These forces come together to create 
dynamic and vibrant industries across all fields, making it the ideal place to exchange ideas, 
as happened during the Language Resources and Evaluation Conference in Miyazaki and the 
Human Genome Meeting in Yokohama.

WORDS RÉMI DÉVÉ
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ES THIS PIECE IS PART OF BOARDROOM’S LEGACY 
SERIES, WHERE WE TAKE A DEEP JOURNALISTIC 
DIVE INTO HOW CONGRESSES CAN LEAVE A 
LASTING LEGACY IN THE CITIES OR REGIONS 
WHERE THEY’RE HELD… AND BEYOND.

Japan
The Land of Rising Legacies
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YOKOHAMA

S
now-capped mountains in the North, pine-clad 
islands in the South, outstanding people, vibrant cit-
ies and ‘cool’ culture... coming to Japan brings visi-
tors in contact with the imagination and intelligence 
of the country, touching upon its high quality, tech-

nological expertise and creativity. This combination leads 
to new ways of thinking and triggers experiential insights 
hard to find anywhere else, as the country, along a strong 
academic community, has for a long time been a leading 
force for research and development in many industries - 
from engineering and pharmaceuticals to robotics, finance 
and IT.

Aiming to be the leading meetings destination in Asia by 
2030 and already looking beyond the 2020 Olympics (it 
will also host its very first G20 Summit in February 2019 in 
Osaka, spearheading discussions on the many challenges 
the international community is currently facing), Japan 
boasts one of the largest national memberships within many 
international associations, in addition to a great record of 
hosting successful international association events. This is 
partly due to the efforts of Japan Convention Bureau who, 
within Japan National Tourism Organization (JNTO), iden-
tifies conferences that are aligned with the country’s key 
industries and sectors.

Language Resources
In this regard, it hardly comes as a surprise that the Lan-
guage Resources and Evaluation Conference (LREC) took 
place in Miyazaki in May 2018. Since the first LREC held 
in 1998, the conference has become the major event on 
Language Resources and Evaluation for Language Technol-
ogies. LREC provides a unique forum for researchers, indus-
trials and funding agencies from across a wide spectrum of 
areas to discuss problems and opportunities, find new syn-
ergies and promote initiatives for international cooperation, 
in support of investigations in language sciences, progress 
and innovation in language technologies and development 
of corresponding products, services and applications, and 
standards.

Coming to the Asia-Pacific region for the first time and 
co-organised by the European Language Resource Associa-
tion (ELRA) and the Istituto di Linguistica Computazionale, 
LREC attracted a total number of 1,149 delegates, from 63 
countries. They were welcome in the ocean-view Phoenix 
Seagaia Resort in Miyazaki, a convention city located in the 
South of Japan and blessed with a rich natural environment, 
a warm climate, and plenty of facilities. The original bid to 
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What to know 
about Japan  

 ¬ Strong record of hosting interna-
tional association conferences for up 
to 10,000 participants

 ¬ Well connected to the rest of the 
world, thanks to Tokyo’s Narita Air-
port (links to 103 cities/88 overseas), 
Haneda Airport (72/24), and Osaka’s 
Kansai Airport (57/46) and many 
others.

 ¬ Home to research and devel-
opment in many industries – from 
engineering and pharmaceuticals 
to robotics – and also has a strong 
academic community

 ¬ 26 Japanese-born Nobel Prize 
winners in areas such as physics, 
chemistry, and medicine

 ¬ Unique fusion of tradition and 
innovation in one of the safest 
countries in the world with pristine 
public spaces

 ¬ Accommodation for all kinds 
of budgets, ranging from boutique 
hotels to five-star establishments

 ¬ Travellers from 68 countries and 
regions currently enjoy visa-free 
access to Japan

win the event was initiated by Professor Hitoshi Isa-
hara, Director of Information and Media Center of 
Toyohashi University of Technology, with the support 
of JNTO and its Conference Ambassador Program.

The conference explored new R&D directions, 
emerging trends and information regarding LRs and 
their applications, evaluated methodologies and 

tools, identified industrial uses 
and needs, and addressed 
requirements from e-science 
and e-society. In addition to 
this strong content, highlights 
of the conference included 
the welcome reception at the 
sacred Miyazaki-Jingu Shrine, 
historically dedicated to the 
first Emperor of Japan, dur-
ing which Governor Kouno 
and Mayor Toshiki expressed 
their continuous support for 
international exchange in 
Miyazaki. Together with the 
festival-like atmosphere of the 
gala dinner, where participants 
could indulge in local tastes, 
those moments showcased 
Japan’s unique culture com-
bining sophisticated, modern 
elements with more traditional 
components.

Asked about the legacy of 
the Conference, Conference 
Chair Nicoletta Calzolari says 
it’s actually twofold. “There 
are two aspects for me,” she 
explains. “The first one is clearly 
professional, as we help par-
ticipants coming from Europe, 
America and other countries to 
get in touch and interact with 
their Japanese peers, so they can 
exchange knowledge and best 
practices, as there is obviously a 
high level of research in our field 

in Japan. But then there are all the people coming from 
Asia, who visit Japan for the first time. There, I hope they 
understand Japanese culture and people a little bit better. 
The cultural legacy of the conference is, in that regard, 
very important for me.”

The Legacy component of the Congress could also 
be felt on JNTO’s side as it was selected to receive the 
‘JNTO Best International Convention Awards 2017’, in 
the ‘International Conference Bid Division’. This clearly 
recognised the efforts showcased by the local author-
ities and organisations from the early planning stages 
of the event: a comprehensive bid was put together to 
promote the geographical and historical appeal of the 
region, as well as the good accessibility from overseas 
airports, providing professional and flexible support in 
an unprecedented manner.

This support was praised by Nicoletta Calzolari. “There 
are a number of advantages organising a conference of 
LREC’s scope in Japan” she says. “Locally but also nation-
ally, people are very competent, efficient and reliable. I was 
particularly impressed by the people from the convention 
bureaus who, technically, could solve any problems we 
might have. Events of this magnitude require a lot of time 
and effort and it’s very important to be able to rely on 
people you can trust and who can deliver.”

The Language Resources and Evaluation Confer-
ence in Miyazaki was clearly a success. “It ticked all 
the boxes. Participants were happy and impressed, results 
were achieved, knowledge was exchanged. I believe the 
fact that we held it in Japan had a lot to do with it,” Nico-
letta Calzolari concludes.

Human Genome
Success was also on everybody’s lips at the end of the 
22nd Human Genome Meeting (HGM2018) which 
took place at PACIFICO Yokohama in March 2018. 
Marking the second time for Japan to host the con-
ference after it was held in Kyoto in 2005, it attracted 
460 scientists and professionals from 39 countries/
regions, who presented and discussed a variety of top-
ics related to genome research. Themed “Genome data 
and Health”, the event was organised by the Human 
Genome Organization (HUGO), whose mission is to 
strengthen the network and relations between the sci-
entists dedicated to the colossal task of deciphering 
the human genome and discovering new therapeutic 
possibilities.

Involved in numerous international collaborative initi-
atives such as ENCODE, the Human Cell Atlas and the 
Roadmap Epigenomic project, Japan has significantly 
contributed to the genome community. Additionally, 
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the country has taken part more recently in the Cancer 
Genome projects, as well as in the broad sequencing 
of the Japanese population. Japanese scientists are at 
the forefront of genome research: they have developed 
novel technologies and showed continuous efforts to 
map the genes and have identified the fundamental 
roles of the non-coding part of the genome.

Deputy Director of RIKEN Center for Life Science 
Technologies and council member of HUGO, Dr. 
Piero Carninci, was the chair of the meeting. RIKEN, 
Japan's largest comprehensive research institution, has 
a Yokohama campus and some of the world’s most 
advanced research on life science is being conducted 
there – making Yokohama, the second largest city in 
Japan, the ideal place to hold the event. For many years 
Carninci has also made exceptional contributions to 
the development of genome research, both in Japan 
and abroad, winning a number of national awards such 
as the Biotec Award, the NISTEP Researchers award 
and the HUGO Chen Award of Excellence.

“Organising HGM2018 here is a good way to advertise 
how great Japan is as a place to do research,” says Dr. 
Piero Carninci. “And this contributes to the internation-
alisation of science – which I believe is paramount. That’s 
actually one of the reasons why I decided to become an 
event organiser, a role which I knew nothing about not so 
long ago. Science has to be international, especially in our 
field of expertise, genome sequencing: the more genomes we 
can compare, the better. So it is essential to have the Japa-
nese scientists working hand in hand with the Europeans 
and Americans, in order to exchange knowledge. Thanks to 
the interactions it created, HGM2018 helped the advance-
ment of science and the achievement of a legacy for years 
to come.”

Located close to Tokyo and easily reachable from its 
two international airports, Yokohama was the first port 

city opened to the world in 1859. Harmoniously blend-
ing cultures and architectures with a strong Japanese 
feel, it boasts a great international dimension. Post-con-
vention options abound: visitors can experience true 
Japanese aestheticism at Sankei-en Garden, enjoy har-
bor cruises and receptions at facilities with ocean and 
night views only a port town can offer, and eat deli-
cacies in Chinatown. With many years of experience, 
a spirit of hospitality and an excellent track record of 
quality event management, association conferences 
and events have been organised with great success in 
Yokohama.

Dr. Piero Carninci explains: “Yokohama is a very attrac-
tive city built around a comprehensive centre, located in the 
vicinity of an international airport and it boasts a wonder-
ful, flexible conference venue. Plenty of high-quality hotels 
and restaurants can be found in very close proximity, giv-
ing organising committees all the means to offer a strong 
event programme combined with fun social and network-
ing activities.”

Carninci also praised the blend of quality facilities and 
the support to be found not only on a local but also on 
a national level. “As a scientist, I knew nothing about the 
world of meetings, but thanks to the help of Japan National 
Tourism Organization and Yokohama Convention and Vis-
itors Bureau, I got support, contacts, sponsors… everything 
showed up automatically and went smoothly. Now this 
is my second time organising an international conference, 
and I think that we have reached a level where preparation 
and communication go with no particular problems, as we 
stay in close contact with the local organisations during all 
stages of the event,” he concludes.

More information on Japan as a conference destination 
www.japanmeetings.org

For UK and Europe
tatsunori_naoi@jnto.go.jp

For French-speaking Europe
aurelien_bandini@jnto.go.jp 

MIYAZAKI - J INGU SHRINE
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INNOVATION DOWN UNDER 

Getting Sustainable in Australia

Australia is known as a clean, green destination, and as a country, it’s fiercely 
protective of this reputation. Proof of this is, for instance, a strong belief system 
focused on protecting the country’s natural environments, from the rainforests 

through to its pristine beaches. It’s only normal destinations in general and 
conventions centres in particular are leading the way when it comes to 

sustainable practices.

Words Rémi Dévé

The meetings industry has long realised it must create a sustainable path 
if it is to validate its societal license to operate, to deliver value to clients 
and to provide good return to its shareholders. The key to achieving 
this has been leadership and knowledge, as the stakeholders of the busi-
ness events industry have committed to engaged collaboration to share 
knowledge, to train the workforce and to include sustainability as part of 
measuring the success of any given event.

Following the path of a raft of Australian companies pioneering sustain-
able practices – ten of them have recently been named best in the world 
based on their contribution to workers, community and the planet, with 
two of the companies, Australian Ethical Investment and Three Sista’s, 
named best overall – some key players in the Australian meetings indus-
try are consistently demonstrating a commitment to adopt responsible 
environmental initiatives, improve operational efficiencies and inspire a 
number of social projects in their communities.

AT THE FOREFRONT

Australia has been at the forefront of sustainability for a while now, and 
the recent EarthCheck Platinum certifications awarded to the Gold Coast 
Convention and Exhibition Centre (GCCEC) and Adelaide Convention 
Centre (ACC) are testament to this. Recognising ten consecutive years 
of best practice in sustainability, this certification comes at a time when 
planners demand, more than ever, that venues walk the talk. Both ACC 

and GCCEC have showcased strong leadership and innovation, signifi-
cantly performing at above best practice in several key areas of social and 
environmental actions.

Adrienne Readings, General Manager of the Gold Coast Convention 
and Exhibition Centre, explains that the venue has set a high standard 
for sustainable event management since its inception more than a decade 
ago and is renowned for delivering sustainable excellence in the events 
industry. “As an internationally recognised sustainable venue, GCCEC was 

the first convention centre in the world to be recognised for its war on waste 

by achieving EarthCheck Gold Certification in 2013,” she says. “Strong and 

comprehensive management plans for energy, water and waste have been devel-

oped ever since, with targets of best practice in all areas. But we’re not content 

to just implement vigorous strategies involving the venue. We work with staff, 

clients, suppliers, the industry and the community to help increase environmen-

tal awareness.” 

In the same manner, Adelaide Convention Centre is committed to sus-
tainable practices and being environmentally responsible in every aspect 
of the business they do, and the sustainability message is reinforced and 
integrated through all aspects of the venue’s organisation and culture.

“In addition to supporting a range of local community activities including tree 

planting, our efforts largely concentrate on the management and successful 

reduction of both organic and plastic waste,” explains Simon Burgess, ACC 
General Manager. “Since mid-2007, we’ve virtually eliminated organic waste 
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For more information on business events in Australia:

Simon Gidman \ Business Events Manager, UK – Europe  \  T: +44 207 438 4633  \  
sgidman@tourism.australia.com  \  www.australia.com/businessevents

to landfill via a comprehensive food rescue and redistribution programme. We’ve 

also been actively fighting the war on plastic for more than five years now, 

using fully biodegradable and compostable cups and lids for both hot and cold 

drinks. Furthermore, sustainable construction was a key consideration during 

our recent $397M redevelopment. We integrated sustainability throughout the 

design and construction process with complex fluid dynamic modelling and 

clever energy management systems.”

Both centres’ environmental initiatives are supported by robust corpo-
rate social responsibility endeavours, “such as fundraising for the homeless 

and the sick, providing gifts for disadvantaged children and homeless animals 

at Christmas, and more recently, a fundraising drive to help Australia’s drought-

stricken farmers,” adds Adrienne Readings.

EXTRA MILE

Awarded a six-star green star environmental rating, Melbourne Con-
vention and Exhibition Centre (MCEC) is one of the largest pieces of 
public infrastructure in Melbourne and with this comes a responsibility 
to be leaders in achieving sustainable business practice. 

In this context, the venue has implemented many sustainable initia-
tives over the years and its internal cross departmental working group, 
‘Operation Green’, continues to champion new and innovative ways to 
improve the venue’s environmental footprint, with achievements such 
as the decrease of the venue’s energy consumption by 30 per cent over 
the past two years, the elimination of the use of bottled water in catering 
– which has saved 235,000 plastic water bottles per year – or the diver-
sion of 70 per cent of all waste from landfill using fifteen waste streams.

MCEC is happy to walk that extra mile and going even further: it has 
recently joined forces with thirteen reputable Melbourne organisations 
to support the development of a wind farm, of which construction is 
now underway in regional Victoria. “Together, the group plans to purchase 

88 GWh of energy, which is the equivalent to powering more than 17,000 house-

holds in Melbourne for a year. This will abate more than 96,000 tonnes of green-

house gas emissions from entering the atmosphere each year which equates to 

removing more than 22,000 cars off the road annually. The initiative will enable 

MCEC to offset the projected electricity use of its new 20,000 sqm expansion 

space, opened in July 2018, with renewable energy,” explains Peter King, CEO 
of Melbourne Convention and Exhibition Centre.

SUSTAINABLE DEVELOPMENT GOALS

Australia is a signatory to the 17 Sustainable Development Goals adopted 
by the United Nations General Assembly in September 2015, which aim 
to end extreme poverty, fight inequality and injustice, and protect the 
planet by 2030. Businesses at all levels and across all sectors have an 
important role to play by minimising their environmental impact. There 
is definitely an increasing awareness amongst corporate Australia to use 
the goals as a guide to implement their own strategies, evaluate what 
they’re currently doing and what they plan for the future.

“There is certainly an awareness among businesses using conferencing facilities 

about the need to reduce their carbon footprint,” argues Adrienne Readings. 
“The Centre promotes its Green Event Guide to exhibitors, conference organis-

ers and contractors. The guide is full of useful tips to reduce an event’s carbon 

footprint. Some companies embrace the offer and GCCEC helps monitor and 

then provide statistics on energy, waste and water consumption. Items such as 

where fresh produce for banquets is sourced and even the size of the truck that 

transports the goods can be measured.”

Echoing her comment, Simon Burgess adds: “On the heels of our Earth-

Check Platinum announcement, we’re proud to play an ambassadorial role in 

helping spread the message about sustainability in the business events space in 

the hope of inspiring others, including our clients, suppliers and the broader 

local community, to become involved and think about their own practices.”

Environmentally sustainable practices are therefore integral to Austral-
ian  businesses’ overarching strategy and operational practices. Compa-
nies will continue to promote best practice and successfully integrate 
sustainability solutions into planning and ongoing business, and to 
investigate and implement strategies to improve sustainability standards. 
“We believe sustainability is something that should be a natural part of our daily 

actions because what we do today will benefit the delegate of tomorrow,” con-
cludes Adrienne Readings.



Adelaide. Australia’s Convention City.

+61 8 8210 6677 | sales@avmc.com.au | adelaidecc.com.au

feel good, whole food, made fresh
honest goodness
In our newly reinvented menu, nature is the hero. 

Developed in collaboration with the South Australian 
Health and Medical Research Institute, Honest Goodness 

is transforming the convention centre culinary 
experience with its emphasis on minimal intervention 
foods and conscious reduction of processed elements. 

Discover more at adelaidecc.com.au/menus.
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ICC Sydney Puts People  
at its Heart 

Opened in December 2016 and building on success after success, 
International Convention Centre Sydney (ICC Sydney) represents a 

pivotal connection point between clients, delegates and the local Sydney 
community. As a venue, it might be the only conference centre that puts 
so much value on the entire supply chain, clearly standing out from its 

competitors.

Words Rémi Dévé

The Annual Conference of the International Bar Association, SIBOS, 
the gathering of the Society for Worldwide Interbank Financial Tele-
communication (SWIFT)... ICC Sydney has built a reputation globally 
for revitalising business events. The team works hand-in-hand with 
clients to ensure the events it hosts create a lasting legacy, giving back 
to the communities in which it operates and placing people first.

CELEBRATING FIRST NATIONS COMMUNITIES 

Through its First Australians Legacy Program stream, ICC Sydney 
is promoting First Nations businesses and simultaneously offering 
authentic delegate experiences. This is underpinned by a commitment 
to building greater acknowledgement for the original custodians of the 
land on which it stands, the Gadigal people of the Eora Nation.

There are a number of ways event organisers can engage First Nations 
communities and businesses at ICC Sydney – from inviting a Gadgil 
elder to perform a Welcome to Country via the Metropolitan Local 
Aboriginal Land Council, to organising a cultural tour with Dream-
time Southern X as part of delegate registration on site.

Aunty Margret Campbell, Director of Dreamtime Southern X, Chair-
person of the NSW Aboriginal Tourism Operators Council and mem-
ber of the ICC Sydney RAP Working Group, said that the venue’s 
support of Australia’s First Nations people is opening up a myriad 

of opportunities: “With more than a million people welcomed through its 

doors every year, ICC Sydney is in a unique position to facilitate connections 

between international and interstate visitors and local First Nations businesses 

via employment and economic development. This is helping to strengthen and 

celebrate our diverse cultures in an innovative and purposeful way.”

In further recognition of the importance of First Nations cultures and 
heritage, ICC Sydney has recently launched its inaugural Reconcilia-
tion Action Plan (RAP), with the introduction of a number of new 
initiatives moving forward. 

SUPPORTING SYDNEY’S STUDENTS AND STARTUPS 

ICC Sydney is an important contributor to innovation in Sydney – 
actively strengthening its local knowledge economy by providing a 
platform to share ideas and information. Through its network of part-
ners and Legacy Program, the venue is fostering the next generation 
of talent via student engagement. In practical terms, that means clients 
have the opportunity to hire students through volunteering oppor-
tunities and participation in conference workshops, networking and 
more. 

ICC Sydney is also encouraging entrepreneurial collaboration by pro-
viding event organisers with direct exposure to Sydney’s network of 
startups. Clients may choose to invite young entrepreneurs pitch and 
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present their ideas to delegates, giving them the opportunity to sup-
port the commercialisation of local business. Young bright minds can 
be invited to networking sessions where they can connect with those 
who have the potential to bring their idea to life. 

“Sydney is home to a bubbling ecosystem of founders and businesses innovat-

ing new technologies and products. Showcasing ideas at events hosted at ICC 

Sydney is an opportunity for feedback, product development and potential 

investment that hugely benefits startups and provides unique experiences for 

events,” comments Matthew Proft, from Sydney Startup Hub.

A GATEWAY TO REGIONAL COMMUNITIES

Taking its people-first approach beyond the city borders, ICC Sydney 
is also driving business growth and economic development in regional 
communities through its now famous Feeding Your Performance 
(FYP) program and local supply chain.

Beginning with the venue’s in-house culinary team, ICC Sydney is com-
mitted to providing delegates with a real food experience that caters to 
all event requirements, focusing on sourcing highly nutritious, locally 
and sustainably produced, seasonal ingredients. The resulting menus 
served at ICC Sydney showcase the best of Sydney’s surrounding areas 
to an international audience while providing financial security for 

farmers and producers, supporting improvements to infrastructure, 
boosting production and creating opportunities for new and speciality 
produce.

An olive oil producer that created a bespoke blend for ICC Sydney 
commented: “They’re very good at showcasing (Australian produce) to the 

world. It just makes sense for us to want to work with them to give delegates 

something unique and different. The fact that ICC Sydney has an ethos of 

promoting and representing high quality New South Wales and Australian 

produce, and for us to then be on that menu, is an automatic win.”

Heralded as a blueprint for innovation in the sector, the Feeding Your 
Performance (FYP) program has generated A$4.3M in direct expend-
iture for a network of more than 85 NSW farmers, with investment 
in local producers generating A$8.3 million in total benefits in ICC 
Sydney’s first year of operation.

Contact

sales@iccsydney.com  \    www.iccsydney.com.au

DESTINATIONS \ AUSTRALIA 

ICC SYDNEY CEO GEOFF  DONAGHY AND SOMMELIER  WILLIAM WILSON MEET  REGIONAL PRODUCERS
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Dreaming About  
Dubai

As the number one business events desti-
nation in the Middle East, Dubai has long 
established itself as a prime option for asso-
ciation planners around the world. From 
conferences to intimate board meetings, 
the broad range of offerings in the city has 
meant it is able to cater to all needs.

Added to this is the constant pace of change 
and evolution of the destination offerings. 
Driven by Dubai’s leadership and the result 
of strong collaborations across the public and 
private sectors, it means that there are always 
fresh new aspects to explore, experiences to 
take in, memories to create, and legacies to 
ossify.

WHERE TO MEET

In terms of venues, Dubai World Trade Cen-
tre is the region’s largest dedicated events 
space. In addition to being home to home-
grown, annual events and trade shows, 
including Arab Health, Arabian Travel Mar-
ket and Gitex, it is also a popular choice for 
convention and conference organisers when 
they bring their events to Dubai. With over 
122,000 sqm of covered events space, includ-
ing an auditorium capable of holding up to 

5,500 people, it is suitable for events of all 
types and groups of all sizes, including up 
to more than 30,000. Its central location – 
just a few minutes from Downtown Dubai 
and Dubai International Financial Centre 
– as well as easy access through its locations 
alongside the arterial Sheik Zayed Road and 
Metro Red Line, means it is a convenient 
choice.

Located within the sprawling Madinat 
Jumeirah complex, which also has four hotels 
as well as a host of restaurants and a vibrant 
souk, Madinat Arena is another popular 
choice for business events. As well as a clutch 
of small meeting rooms, the facility boasts a 
1,000-person-capacity amphitheatre, a ball-
room that can accommodate 1,700 people, 
and, at the heart of the resort, Fort Island, a 
vast, outdoor events space that can hold up to 
1,400 people.

Nested within the world’s tallest building, 
Burj Khalifa, the Armani Hotel is capable to 
providing a stunning and iconic backdrop to 
any event. The multi-purpose meeting rooms 
are suitable for smaller groups, whereas the 
grand ballroom and impressive terrace, 
which overlooks the Dubai Fountain, are 

The fact that this edition of Boardroom comes together with a very special Dubai 
supplement won’t have escaped your attention. And because this supplement is all about 

Dubai’s knowledge, its key industries, its people and their drive for innovation, we felt it 
was high time we provided some update on its infrastructure. After all - and in addition 

to its expertise in many areas of endeavour - Dubai is here to make you dream… and that 
goes definitely with what you can do, where you can meet and sleep when you attend a 

conference there.

ideal to entertain larger numbers, and par-
ticularly popular for networking events, 
receptions and gala dinners.

KEY PILLARS TO GROWTH

One of the key pillars to Dubai’s growth as a 
business and leisure destination has been the 
connectivity provided by the city’s airports 
and homegrown airlines. Dubai International 
Airport continues to consolidate its status as 
the world’s busiest hub for international pas-
senger traffic, with over 60 million passen-
gers in the first eight months of 2018. Fur-
ther expansion in capacity will ensure it can 
handle up to 118 million passengers a year by 
2023. Looking ahead to the longer term, con-
tinued growth will be aided by investments in 
Dubai World Central, the new airport to the 
city south, which will eventually have capac-
ity for up to 240 million passengers a year.

A thriving hospitality has been another key 
tenant of Dubai’s overall growth as a tour-
ism destination, and particular its appeal as 
a business events hub. Outside the meeting 
room, delegates can enjoy a raft of attrac-
tions, including many new ones.
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DUBAI  FRAME
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Dubai Frame for instance (see previous page), 
with its stunning views of the city’s skyline, 
has already proven to be a hit among visi-
tors. Designed with a nod to both Dubai’s 
pearl-diving beginnings and its rise to an 
urban cityscape, the Frame provides two very 
different perspectives of the city. Visitors gaz-
ing to the north will catch sight of Old Dubai, 
the dhow-studded Dubai Creek and its sur-
rounding souks. To the south, guests can take 
in the splendour of New Dubai, an awe-inspir-
ing array of gleaming skyscrapers. All of this 
is viewed from a 93 metre-long bridge across 
the top – which features a 25sqm glass panel 
that gives the exhilarating feeling of walking 
out into thin air.

Spanning 119 hectares of desert plains, driving 
tracks and greenery-shaded pedestrian walk-
ways, Dubai Safari has also become a must-
visit since it opened at the beginning of the 
year. Already home to 250 species and 3,000 
individual animals, Dubai Safari’s massive 
grounds can hold 5,000 creatures once the pro-
ject’s breeding and conservation programme 
hits its stride. Among the attractions’ major 
drawcards is the Safari Village drive, where 
visitors are taken on a journey through a fully 
immersive wildlife experience. The hour-long 
ride makes its way through the grounds where 
visitors can view hippos, giraffes, antelopes 
and zebras, as well as the rare white rhinoc-
eros. Other highlights include the tiger exhi-
bition, an expansive drive-through area which 
houses a pride of nine lions, and the region’s 
largest troop of baboons.

Currently still under construction, but 
already a striking sight with the main struc-
ture already complete, is Ain Dubai, which 
will become the world’s largest observation 
wheel when it opens. Set to offering visitors 
and residents stunning 360-degree-views 
of the city and its spectacular coastline, Ain 
Dubai (the word ‘ain’ translates as ‘eye’) will 
stand at over 210 metres tall and is located 
on the new manmade Bluewaters Island. 
The 30-square-metre double-glazed capsules 
going round it will be designed to comforta-
bly accommodate 40 passengers, or be con-
verted into fine dining destinations for up to 

12 guests. Six Premium Capsules will also offer 
an upscale service with a licensed bar that will 
result in a unique new culinary experience.

ON ITS WAY TO DIVERSIFICATION

Beyond the numbers demonstrating over-
all inventory growth, just as important has 
been the diversification of the hotel sector in 
Dubai. Encouraged by government incentives 
in recent years, more developers have opted 
to build mid-market properties – ensuring the 
city is able to offer options for planners across 
a wide range of brands, concepts and budgets. 
So while the luxury hotels that Dubai has long 
been associated with continue to thrive, there 
are also plenty of lifestyle and boutique, all still 
offering comfort and high quality service at 
their core, but at lower price points.

In order to sustain tourism growth and build 
towards achieving the city’s target of 23-25 mil-
lion visitors a year by 2025, further expansion 
of hotel inventory is expected, with room count 
forecast to hit 132,000 by the end of 2019.

Opening soon on Palm Jumeirah, W Dubai – 
The Palm will include a variety of 350 rooms 
and suites with uninterrupted views of the 
Dubai skyline, inspired by art and translated 
through the stylish interiors. The W’s urban 
concept remixes music, fashion, and design to 
include six fun-filled dining outlets, a private 
beach and water sports, multipurpose meet-
ing rooms and studios with natural daylight.

Located in the new Business Bay District 
on the shimmering Dubai Canal, Radisson 
Blu Hotel Dubai Waterfront is situated in 
close-proximity to several major landmarks, 
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Contact

www.dubaibusinessevents.com \  
askdbe@dubaitourism.ae

Culture and 
Arts made in 
Dubai
Groups can experience Dubai’s rich arts 
and culture scene at Dubai Opera, a world-
class performing arts destination in the heart 
of Downtown Dubai. Sitting next to Burj 
Khalifa and Dubai Fountain, it has played 
host to opera performances, concerts, 
musical theatre, orchestras and even stand-
up comedians. In theatre mode, over 2,000 
people can be comfortably seated for bal-
lets, large scale drama productions and even 
lectures. Changing to concert mode, towers 
and reflectors are placed on stage to create 
an immersive sound experience. Association 
planners even have the option of booking 
the venue for their conferences.

Located in Al Habtoor City, in the heart 
of Dubai, La Perle is the Middle East’s first 
permanent theatrical show, performed on 
an ‘aqua-stage’ filled with 2.5 million litres 
of water. The show has been produced 
and created by Franco Dragone, one of 
the world’s most revered cultural artistic 
directors and the creative genius behind 
Celine Dion - A New Day and Le Rêve in 
Las Vegas and The House of Dancing Water 
in Macau. For planners, the show affords 
them the option of another world-class 
entertainment offering, with bookings for 
groups of up to 1,300 persons available.

For visitors and groups looking to combine 
traditional music and dance performances, 
Qasr Al Sultan, which aims to allow guests 
to enjoy the “life of a sultan”, may just be the 
right option. It features a grand food bazaar, 
live cooking stations and an authentic Ara-
bian souk, all as well as live performances 
from traditional dancers. The venue, which 
is located near Dubai Parks and Resorts, 
also features private dining areas, including 
a Royal Majlis.

such as Dubai World Trade Centre, Dubai 
International Airport, Burj Khalifa, and the 
Dubai Mall – the world’s biggest mall. Radis-
son Blu Waterfront offers 432 rooms and 
suites, on-site dining experiences, and sce-
nic skyline-view terraces There are several 
venue options available, such as a ballroom 
and 11 flexible meeting rooms, equipped 
with high-tech AV equipment.

Situated on the new Bluewaters Island devel-
opment by Dubai Marina, Caesars Palace Blue-
waters Dubai and Caesars Bluewaters Dubai 
will be the first non-gaming properties for the 
brand and, combined, will have 479 rooms. A 
variety of modern amenities will be a part of 
the experience including a beach club, Cae-
sars Beach Club Bluewaters Dubai, indoor and 
outdoor pools, a spa with a dedicated wellness 
centre and space for meetings and conventions.

HERITAGE ALL AROUND

But Dubai is not necessarily all about novelty. 
There is also an historical and heritage side of 
the city that is worth exploring.

Located along the Dubai Creek, Al Fahidi 
Historical Neighbourhood is a key heritage 
site which has preserved much of its orig-
inal infrastructure, allowing visitors to see 
what traditional life in Old Dubai was like 
during the mid-19th century. Wind towers 
constructed from stone, teak, gypsum, palm 
wood and sandalwood, as well as alleys and 
twisting pathway tells a story of a life that 
took place not so long ago. A plethora of cul-
tural activities, museums, art galleries, special 
events and traditional food can all be experi-
ences within the district, while the the Sheikh 
Mohammed Centre for Cultural Understand-
ing gives visitors a better understanding of 
the culture and customs of the UAE.

In an awe-inspiring building located in Jumei-
rah, Etihad Museum offers a series of inter-
active pavilions where visitors can explore 
the UAE’s history. Through photos, films 
and more, see how the country has devel-
oped throughout time, especially between 
1968 and 1974. Visitors can also discover 
the UAE’s rich heritage about life before the 
treaty that unified the seven emirates. There’s 
no better place to gain insight into the UAE’s 
extraordinary economic development since 
its independence as the first federation in 
the Arab world. Spread over 25,000 sqm, the 
museum is located on the same historical site 
of the Union House, the very place where the 
constitution was signed in 1971.

Last but not least are Dubai’s souks. Since the 
city’s early days, merchants from neighbour-
ing countries would sail in to peddle their 
wares here. Gold, perfumes and textiles are 
all on offer in these markets today. The great-
est sensory overload comes from the Spice 
Souk, which is alive with vibrant colours and 
aromas of some of the world’s most prized 
spices. Here, stalls are heaped high with cele-
brated spices, herbs and seasonings.

DESTINATIONS \ DUBAI

ETIHAD MUSEUM
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What to Expect at Dubai’s 
Association Leaders Getaway 

In late-2017, the first Dubai Association Conference laid the groundwork 
for the upcoming Association Leaders Getaway, an innovative platform for 

networking, trials and discussions, interspersed with immersive experiences 
and scenic settings around the city.

Words Rémi Dévé

“By launching this unique event, we are creating a platform for open and 

constructive dialogue where associations from around the world can dis-

cuss important matters and share valuable insights,” explained Hassan Al 
Hashemi, Member of the Executive Committee of Dubai Associa-
tion Centre and Vice President of International Relations at Dubai 
Chamber of Commerce and Industry. “These perspectives will help the 

Dubai Association Centre tailor its activities and agenda to meet the needs 

of associations. We are confident that the event will provide an unforgettable 

experience for participants and boost Dubai’s global profile as an attractive 

hub for associations.”

Initiated by Dubai Association Centre (DAC), the four-day event, 
which is set for 10-13 December, will bring together 60 attendees rep-
resenting local, regional and international associations, in addition to 
Dubai Government representatives, university students, academics 
and association volunteer leaders. The goal: curate themes and topics 
to spark 2019’s Dubai Association Conference.

“Following the inaugural Dubai Association Conference last year, the city 

has witnessed a marked increase in interest from association representa-

tives, both regionally and globally,” said Issam Kazim, Chief Executive 
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Officer of Dubai Corporation for Tourism and Commerce Market-
ing. “The Association Leaders Getaway is an effort to harness this inter-

est and create a platform for association members to network and share 

knowledge and best practice in an engaging setting, beyond the confines of 

meeting rooms.”

On the itinerary, you’ll find sessions aimed at tackling current themes 
and trends that impact associations in the region. During the inaugural 
session, for example, the focus will be on the significance of having 
a ‘global mindset,’ encouraging attendees to think and communicate 
beyond local or regional borders. The workshop-style session titled 
‘Association Insomnia: What Keeps Association Executives Up at 
Night?’ will try to identify workable solutions to overcome current 
challenges, all in the midst of preparing an authentic Emirati lunch. 

Since associations are increasingly looking at ways to become more 
appealing to the next generation, a session on ‘Youth Integration’ 
couldn’t be more appropriate. The session will give voice to the elder 
generation, who will talk about key volunteering memories and how 
this has helped in their personal and professional advancement. 

Attendees will also witness a panel discussion on ‘Working Together 
to Advance Humanity,’ which will be led by the Dubai Future Founda-
tion following a tour of the Dubai Future Academy (which focuses on 
robotics, printed buildings, artificial intelligence and flying cars). The 
closing session, ‘Going Back to Basics: Going Back in Time,’ will shed 
light on a more cultural subject: how Bedouins survived in the past, 
travelling across the desert with the stars as their sole guide.

The launch of the Association Leaders Getaway was spurred by the 
surge in associations building a presence within the city. As of July this 
year, the Dubai Association Centre had a total of 58 licensed associa-
tions, with 16 registrations received in the first half of 2018, reflecting 
growth of 38% (more on this in Boardroom’s Dubai supplement). All of this 
is testament to Dubai’s strong position as the choice destination for 
associations’ regional headquarters.

To request to join the getaway, email deenah@dubaiassociationcentre.com
To find out more about the Dubai Association Centre, visit www.dubaiassociationcentre.com

DESTINATIONS \ DUBAI



Leuven  
Pushing the Boundaries of 

Collaboration Forward 

A blend of Gothic and modern, close to nature yet vibrant, Leuven brings it 
all together into an exciting city. Capital of Flemish Brabant, in Belgium, the 
town is a mere fifteen-minute train ride from the National Airport. A region 

dedicated to innovation, it boasts upscale research centres, numerous  
start-ups and, of course, the world-famous Stella Artois brewery. But the 
heart and soul of the city are its over 50,000 university students from 150 

different nationalities roaming the streets, giving the place a dynamic beat. 

Words Vicky Koffa

KU LEUVEN WITH FLYING COLOURS

In fact, Leuven is, foremost, a university town. KU Leuven is the old-
est university in Belgium, founded in 1425, and also one of the best in 
Europe. Last year it ranked fifth in the Reuters World Ranking of Most 
Innovative Universities, the highest ranking for a European univer-
sity, and 47th in the Times Higher Education World University Rank-
ing. Comprising of fifteen faculties dealing with Humanities and Social 
Sciences, Biomedical Sciences and Science, Engineering and Technol-
ogy, the university offers a range of research-based and innovation study 
programmes and state-of-the-art research facilities. 

A bright example, with its main focus on innovative research, KU Leu-
ven’s Research & Development (LRD) department, in close collaboration 
with UZ Leuven - the university’s hospitals - has made great technologi-
cal advances in recent years, from the world’s first patient-specific lower 
jaw to antiviral drugs for animals and the world's leading anti-HIV drug. 
Over the years, 124 spin-off companies have been established at the uni-
versity with numerous patents submitted by the school’s researchers. 

Professor Koen Debackere, General Manager at KU Leuven and Man-
aging Director of LRD comments that research and education are inex-
tricably linked. “Research has its own finality, but it also feeds many other 

relevant areas,” he says. “Tech transfer, for instance, which KU Leuven adopted 

very early on, has proven very fruitful, enabling research results to find their 

way into economic life and society. Our university hospitals have their opera-

tional independence, but are at the same time closely intertwined with the uni-

versity combining top-level healthcare with fundamental and clinical research.”

Regardless its success, however, the professor recognises the human face 
of this university: “The recognition received through and from private ben-

efactors, local companies, national funding schemes, European resources and 

contracts with multinational companies illustrates that the university’s success 

is very much appreciated by society at large. KU Leuven is growing fast, both in 

quantity and quality. But it has never forgotten the simple fact that it is a com-

munity of people. A good spot for associations to meet and exchange knowledge.”

LEUVEN EQUALS COLLABORATION

Notwithstanding Leuven’s reputation as a university town, the region 
felt the need to take matters further. Leuven MindGate was founded in 
June 2016 by 29 leading knowledge institutions, companies and govern-
ment institutions from the Leuven region. These three parties represent 
the Leuven ecosystem where knowledge institutions shape young minds 
towards innovation in cooperation with companies, which promote the 
economy, and government investments in infrastructure. 
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Johan Merlevede, Director of Leuven MindGate, believes in the power 
of this collaboration to help Leuven get a place in the international map 
as a high-tech, health and creativity destination. “The Leuven region is an 

economically strong knowledge region with a very international character,” he 
argues. “The city of Leuven counts 171 different nationalities. Many of them 

have been attracted by the university or one of the research centres. Others came 

here to work for one of the many young companies often active in high-tech or 

life sciences. One the success factors is the good collaboration between industry, 

knowledge institutes and local government. The links between these three pillars 

of the so called ‘triple helix’ have been historically very strong and create a perfect 

matrix for knowledge exchange and interaction at top level.”

A TOP PICK FOR ASSOCIATIONS

Bright cases proving the success of Leuven MindGate are the numerous 
companies popping up through the region’s collaboration skills. Imec, 
for instance, is a R&D and innovation hub in nanoelectronics and digital 
technologies bringing to their world-class infrastructure and local and 
global ecosystem international talent, thus accelerating progress towards 
a connected, sustainable future. The Ultra Clean Processing of Semicon-
ductor Surfaces (UCPSS) was recently organised in the early-gothic Uni-
versity Halls earlier this autumn, successfully hosted by Imec.

This wealth of knowledge offered in combination with the supporting 
facilities have obviously attracted the interest of other international asso-
ciations, which opt to organise their conferences in a safe, sustainable 
city. 

This is clear to Professor Geert Verheyden, member of the SC of the 
ER-WCPT2020, organising in Leuven the 5th European Congress of the 
European Region WCPT on Physiotherapy – Education. He explains: 
“Leuven is a vibrant and fascinating city, presenting a unique mix of university 

tradition and captivating culture. It offers all the necessary facilities and exper-

tise for a successful event in the heart of Europe.” In the wake of this congress, 
conferences like the 40th Annual Conference of the International Soci-
ety for Clinical Biostatistics (ISCB40), the International Symposium on 
Intracranial Pressure and Neuromonitoring (ICP) will both be held in 
the city next year. 

Contact

info@leuvenconventionbureau.be  \  www.leuvenconventionbureau.be

DESTINATIONS \ LEUVEN 

PROFESSORS  IN  GOWN STROLLING THROUGH THE POPE ’S 
COLLEGE AFTER  THE OPENING OF  THE ACADEMIC YEAR
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 THE CHANGING ASSOCIATION MEETING LANDSCAPE 

Riga Takes a Stand

The debate is still going on in this industry. As more and more associations 
get ‘professional’, some see less and less value in the work of professional 
congress organisers. Why, indeed, should they – especially if, as they grow, 

they have the manpower and the resources to do things themselves?  
But are the so-called event departments of some associations really taking 
over what a local PCO or a DMC can bring to the table, as Aigars Smiltans, 

ditrector of MEET RĪGA, wonders?

Words Rémi Dévé
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DESTINATIONS \ RIGA

With the abundance of information out there, 
available everywhere and all the time, some 
planners find it easy – or think it’s easy – to 
access and get what they need. They just go 
directly to suppliers, whether a hotel, a tech-
nology company or an off-site venue, and 
book conference space or audio-visual ser-
vices for their next event. “This is an obvious 

trend at the moment,” says Aigars Smiltans. 
“What used to be organised thanks to the expertise 

of PCOs or DMCs is now handled in-house, with-

out the assistance of third parties. Planners, like 

anybody else, are looking to save money: every-

one now has a good understanding of the supply 

chain from client to end service, and is trying to 

cut someone out.”

WHERE THE ADDED VALUE LIES

At the same time, convention bureaus – 
which offer impartial advice free of charge 
– can still add value. If a destination is totally 
new to you, you need people who can give 
you some valuable input on, say, unusual ven-
ues and new, exciting activities. This is usu-
ally the knowledge convention bureaus can 
provide. “But, as convention bureaus, we can’t add 

value over the whole supply chain either.” Says 
Smiltans. “Hotels, just like Radisson Blu Latvija 

for instance, now offer a full range of in-house AV 

solutions to planners, shortcutting intermediaries. 

That was typically the work done by a PCO not 

so long ago. And there is also that big buzz about 

hotels cutting (or at least reducing) commissions 

now and going the extra mile for their clients. All 

this stimulates direct collaboration between con-

ference organisers and suppliers.”

But how does all this change the situation in 
a given destination? “It doesn’t really,” argues 
Smiltans. “The workload is pretty much just 

shifting. What used to be done by a PCO is now 

done by a hotel; whatever advice could come from 

a DMC is now coming from a convention bureau. 

I really think DMCs and PCOs should change 

their mindset and maybe rethink their business 

models so that associations see where their added 

values lie. More and more associations choose 

Riga without the support of a local branch – and 

even without the possibility of getting a subven-

tion – because our stakeholders over the whole 

supply chain do a good job showcasing what 

they’re good at.” 

Recent association wins in Riga that are tes-
tament to this include the conferences organ-
ised by the International Society of Feline 
Medicine (ISFM), the International Airlines 
Technical Pool (IATP), or the European 
Association of Adhesives & Sealants Industry 
and its FEICA event... and on the list can go.

NOT A SINGLE DISRUPTION 

It helps, of course, that Riga, home to many 
beautiful Art Nouveau buildings, offers 
affordable room rates in its recently reno-
vated or new hotels (there are 8,000 rooms 
catering to all kinds of budget all over town, 

For more information  
about Riga and Latvia

meet@liveriga.lv \ www.MeetRiga.com/en

DMCs and PCOs should change their mindset  
and maybe rethink their business models  

so that associations see where their added values lie. 

and an additional 1,500 in the pipeline). The 
city’s main venues, sights and hotels all lie 
within walking distance of one another, and 
since Riga is so compact and easy to navi-
gate, delegates can save time and money on 
transfers, since they may not even need to 
use transportation at all. In addition to hotels, 
most of which have conference space, two 
large multifunctional conference centres in 
Latvia’s capital city can host meetings up to 
1,100 delegates theatre style.

Plus, the airport conveniently sits just 9 km 
from the city centre. Associations can also 
easily tack on a trip to the nearby resort town 
Jurmala, which sits along the Gulf of Riga just 
24 km from the city centre, offering delegates 
two entirely different experiences less than 
half an hour away from one another. 

Safety is another factor associations must con-
sider when choosing a city, and during Latvia’s 
Presidency of European Union, there was not 
a single disruption on any of 250 political and 
governmental meetings. In fact, throughout 
the more than 600 other conferences, con-
gresses and meetings throughout entire year, 
the city never faced a single security concern.
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Copenhagen  
Sustainability that Matters

With a harbour clean enough to swim in, a bicycle culture that takes priority 
over cars, a sense of design incorporated in all aspects of life and a focus on 
organic food served at some of the world’s best restaurants, it is no wonder 

that Copenhagen has earned the status of a leading sustainable city and 
frequently ranks high in the globe’s happiness charts. 

Words Vicky Koffa

In recent years, the city has witnessed a boom 
of expansion may that be new residential areas, 
additional metro lines or longer cycling ways, 
but all is developed in a sustainable way. Both 
the local government and the residents of 
Copenhagen are committed to being the first 
carbon-neutral capital in the world by 2025, 
emerging as an innovator in clean, renewable 
energy at the metropolitan and district scale.

TOURISM FOR GOOD

With such a reputation, the city attracts more 
and more tourists, whether travelling for 
business or pleasure, creating the need for the 
so-called responsible hospitality. Wonderful 
Copenhagen, the city’s official tourism and 
convention organisation, has launched the 
‘Tourism for Good’ strategy – as a result of its 
overall ‘Localhood’ strategy - in order to tackle 
sustainable tourism with a goal to allow tour-
ism to have a positive impact on sustainable 
development both locally and globally by 2030. 

The bar for the vision is set high, follow-
ing UN’s 17 Sustainable Development Goals 
(SDGs), but International Green Key certified 
hotels, 3rd party eco-certified congress centres, 
over 400 kms of bike lanes and an interna-
tional airport certified with the Airport Carbon 

Accreditation programme are all proof that 
Copenhagen walks the walk towards changing 
tourism for good.

Sustainability applies on international confer-
ences as well. The city leads by example, with 
fully eco-friendly conferences like ‘Tomorrow’s 
Urban Travel 2018’ discussing the responsible 
future of tourism. Bettina Reventlow-Mourier, 
Deputy Convention Director of Wonderful 
Copenhagen, explains how the meetings indus-
try can also promote sustainability: “Our target 

is that Wonderful Copenhagen is the primary 

source in the industry for knowledge on sustaina-

ble tourism. We will develop general guidelines for 

congresses in the city on how to further develop and 

produce sustainable events, and we will individu-

ally enable them on how to integrate this into their 

activities.”

TESTING THE WATERS

Efforts with such global span do not go unno-
ticed by international associations relative to 
finding viable solutions for our cities. The 
International Water Association (IWA) has 
chosen Copenhagen for its 2020 World Water 
Congress and Exhibition with the topic ‘Water 
for smart liveable cities’. The city seems to be 
a perfect fit as it combines world-leading and 

trans-sectorial water research, good govern-
ance and smart integrated water solutions; 
groundwater is drinkable directly from the tap, 
and thanks to efficient waste water treatment 
the harbour has been returned clean to its peo-
ple for use. 

The main focus always being UN’s SDGs, 
Copenhagen aims, firstly, to present water as 
a resource and develop recommendations on 
how to secure a zero footprint in all types of 
production and water in a circular economy by 
building on cross-sectorial partnerships and, 
secondly, to portray the relationship between 
water and energy presenting cases from all over 
the world.

DESIGN FOR THE FUTURE

Along the lines of liveable cities, the 2023 
World Congress of Architects comes to rein-
force the idea of sustainable urbanisation. 
Organised by the International Union of Archi-
tects (UIA), the congress is held every three 
years, this being the first time it visits Scandina-
via. In 2023, under the umbrella theme of ‘Sus-
tainable Futures’, around 10,000 architects and 
key decision makers will gather to discuss how 
architecture can contribute to the achievement 
of the UN’s Sustainable Development Goals. 
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When bidding, Copenhagen placed great 
emphasis on SDGs as well as young people, 
who will have a leading role before, during and 
after the congress, with summer schools organ-
ised in various architectural campuses. Annette 
Blegvad, Vice Director at the Danish Associa-
tion of Architects and organiser of the UIA2023 
congress, says: “We were very serious about the 

UN’s goals when bidding and our mission was clear 

to everyone. There is a sense of urgency when com-

mitting to these goals and our vision is to look into 

the future where young people are the protagonists.”

International cooperation will be a key element 
in the success of the conference as the UIA has 
already established a commission with sustaina-
bility commitments from countries worldwide. 
Ms Blegvad thinks that this congress will bring 
more interest to the city: “We have been working 

hard on making the city sustainable, with a num-

ber of projects on water management, for example. 

I think the more inspiration we get from each other, 

that is other architects working within different 

municipalities, the better it will be. The interest for 

participation in such projects in view of the congress 

has been enormous, and we are already putting 

many into place.”

ALONG COME THE FACILITIES 

In an effort to accommodate the ever-
growing interest in Copenhagen as a congress 
destination, Bella Centre Copenhagen, 
Scandinavia's largest congress centre, has 
announced expansion plans of approximately 
14,000 sqm, which include a large congress 
hall with capacity for 7,000 seated guests - the 
largest of its kind in Northern Europe - and an 
additional 7,000 sqm of flexible facilities, all set 
to be completed by 2020. Complementing this 
growth, between now and 2021, the number of 
hotel rooms in Copenhagen alone will increase 
by approximately 8,500, representing an 
expansion of around 50% compared to today's 
capacity, always with a focus on responsible 
hospitality.

DESTINATIONS \ COPENHAGEN

Contact 

jlw@woco.dk   \   www.visitcopenhagen.com INSIDE  THE BL ACK DIAMOND
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Taiwan  
A Blooming Destination

Harmonious, traditional, green and high-tech are just a few of the many 
attractive features that describe the island of Taiwan. Its overwhelming 

agricultural prowess, advanced industries, and constant upgrades  
and additions to its meetings facilities have successfully brought Taiwan 

to the attention of major conference organisers.

Words Vicky Koffa

2018  TAICHUNG WORLD FLORA EXPOSIT ION - 
" SWEET  GARDEN"  GL ASS  ART 
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Launched in 2009, MEET TAIWAN aims to shine the spotlight on the 
island as a congress destination offering quality services. Associations 
have the opportunity to seek support in consulting services, contacting 
professional conference organisers, and financial assistance. Through 
MEET TAIWAN, international associations can easily get in touch with 
local stakeholders and have customised site inspections.

TAICHUNG IN THE SPOTLIGHT

As Taiwan decided to present itself in the business events global scene, 
there have been generous investments to upgrade old and create new 
high-end facilities and international airports around the island. 

One of the island’s bright examples when it comes to meetings industry 
development is Taichung, Taiwan’s second-largest city. Located in the 
west coast, Taichung - literally meaning centre of Taiwan - enjoys easy 
access having its own international airport while it is a two-hour drive 
from the capital Taipei and only one hour via Taiwan High Speed Rail 
(THSR). 

Taichung City joined ICCA in 2016, and both meeting hardware and 
software are ready for international events. The traditional and cultural 
scene, represented proudly by the National Taiwan Museum of Fine Arts, 
is part of the reason why the city is an up-and-coming conference desti-
nation. Large-scale events such as the 2017 annual meeting of the Asia 
Pacific Network Information Centre (APNIC) have already been success-
fully organised in the region.

Taichung also offers a number of meetings facilities, starting from the 
Greater Taichung International Expo Centre, with an exhibition area of 
12,377 sqm, and the World Trade Centre Taichung, with a 700-person 
capacity. The Shuinan International and Exhibition Centre, accommo-
dating up to 4,600 delegates, is expected to start operations in 2021. 

THE SOUND OF BLOOMING

This year, the annual World Flora Exposition (pictured) is set to take place 
in Taichung from November until April of next year and will transform 
the city into a flower zone where visitors are invited to reconnect with 
nature and listen to the sound of blooming. Themed ‘Discover GNP: 
Rediscover Green, Nature and People’, the exhibition is promoting the 
redefinition of Gross National Product (GNP) to the harmonious devel-
opment of green production, ecosystem and humanity. The hope is that 
technological advancements can become more sustainable, giving nature 
a more central role in our lives.

The concept of ‘No Destruction, Just Optimization’ is depicted in the 
three locations of the exposition. The main exhibition venue of “Waipu 
Expo Site” showcases smart agriculture technology and products, as part 
of Taichung’s ‘New Five Agricultural Policy’, for the benefit of both the 

DESTINATIONS \ TAIWAN

More information 
www.meettaiwan.com

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

people and the environment, whereas the ‘Fengyuan Huluduan Park 
Area’ portrays the relationship between water and humanity. 

The ‘Houli Horse Ranch & Forest Park Area’ transmits the message of 
coexistence for animals and humans in the same ecosystem. Interestingly, 
the whole exposition was planned to be held here, but leopard cats, a local 
endangered species, were discovered in the area in 2014. The Taichung 
City Government decided that the preservation of the species and its hab-
itat took priority and reduced part of the exhibition area. The decision 
was applauded internationally, which led the International Association 
of Horticultural Producers (AIPH) to formally rename the ‘International 
Flora Exposition’ to ‘Taichung World Flora Exposition’ in 2015.

After the Expo is finished, all three locations will be used as environmen-
tally-friendly places, such as an international agricultural and creative 
park, a horse-riding arena and even a pastry museum. 

FLOWERS ALL AROUND

International recognition of such efforts followed as expected. Proof of 
that is the 23rd World Orchid Conference, set to be held in Taichung in 
March 2020, at the reformed Waipu Park Area. Themed ‘Together We 
See The Orchid’, the conference will focus on four different themes, that 
is ‘Native’, ‘Conservation’, ‘Diversity’ and ‘Share’. With 3,000 guests from 
36 countries expected to experience the rich Taiwanese culture, the con-
ference will not only boost the orchid industry in Taiwan, but also rein-
force the country’s green message.

The flower city also recently won the 2018 World Festival & Event City 
Award, granted by the International Festivals & Events Association, 
acknowledging the city’s year-round representative events such as its 
famous flower carpet festival. And, of course, the infrastructure of the 
city follows this festive way. Taichung is incorporating design into city 
management and people’s everyday lives in an attempt to be designated 
the 2022 World Design Capital. 

The road leading up to the World Flora Exposition and the notions it is 
attempting to promote have triggered an international interest towards 
Taiwan. The city is no longer seen as a solely industrial area, where devel-
opment takes the lead, but also as an environmentally conscious and cre-
ative region. 
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Ottawa 
A Pioneer in Innovative 

Immigration Integration & 
Independence

Ottawa, a capital at the crossroads of government, education and advocacy, 
stands apart from all other international hubs for its integrated and holistic 

approach to immigration.

Words Samantha Shankman

The Canadian metropolitan is continually 
ranked one of the best places to live worldwide 
and an archetype in innovation, economy, 
and transportation, making it not only a case 
study for progressive immigration but also for 
innovative city planning, job creation and top 
quality of life.

As Canada’s Capital, Ottawa puts conventions 
on a national stage close to decision-makers 
and international news media. If gaining their 
attention can help move an organisation for-
ward, Ottawa is the best place to get noticed.

METROPOLIS PROJECT

It is no surprise that the International Metrop-
olis Project - an international network of 
researches, policy makers, and community 
groups concentrated on improving migra-
tion and diversity - chose this capital hub 
for its 2019 event. The 2019 International 

Metropolis Conference will be held June 24 
- 28, 2019 at the award-winning Shaw Cen-
tre with more than 1,500 delegates expected  
to join. 

“Not only does Ottawa have several major univer-

sities, but all the federal departments and many 

NGOs also deal with immigration. We have two 

mayors who are very, very interested in migra-

tion issues and a plethora of organisations that 

look after immigration,” explains Enrico W. del 
Castello, the director of the 2019 International 
Metropolis Conference Project.

Del Castello himself could be considered an 
immigrant to Ottawa. Originally from Rome, 
del Castello has worked on immigration inte-
gration and reform in Ottawa for more than 
a decade — first as the Metropolis’ director of 
international outreach and then as the director 
of knowledge, mobilisation and partnerships.

Not only does Ottawa’s status as a G7 cap-
ital provide an international stage to share 
these paramount conversations, its plethora 
of government departments, agencies and 
research institutions that del Castello refers to 

Ottawa by  
the Numbers

 ¬ 15 minutes direct from airport to down-
town with car, shuttle or new light rail

 ¬ 30+ daily direct connections from Ottawa 
International Airport to Canada, U.S. and Europe

 ¬ 1,000+ parks, 200 sq kilometers of pro-
tected green space, and 29 museums to explore

 ¬ 6,000+ hotel rooms within walking 
distance of conference centre and downtown.

 ¬ 18,000 sqm ft of meeting rooms at the 
state-of-the-art Shaw Centre
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also provide a ready supply of subject matter 
experts to speak to and expand the discussion.

“Hosting the International Metropolis Conference 

is a huge honor for Ottawa. We’re excited to be 

working with the Government of Canada to bring 

a large international conference here,” explains 
Mikayla Palladino, meetings researcher at 
Ottawa Tourism. 

The conference will take place during Ottawa’s 
WOW Week, which is the welcome week for 
newcomers giving delegates from around the 
world will have an opportunity to see what 
Ottawa does for new arrivals. “It’s a really fan-

tastic opportunity,” exclaims del Castello. 

This year’s conference will actually be a home-
coming for the organization, which was con-
stituted in Ottawa in 1996. It has since grown 
into the largest network in migration models 
in the world representing more than 70 coun-
tries. The conference itself is a platform for 
more than 130 concurrent workshops with up 
to 2,000 delegates.

Although Ottawa is the seat of the Metropolis 
branch, it was never chosen for this interna-
tional conference. In addition to its knowledge 
capital, the location puts two cities — Gatineau 
and Ottawa — at the organisation’s fingertips. 
The International Metropolis Project is antic-
ipating its largest turnout ever.

“Ottawa is a leader in immigrations — the way 

we manage it, the way we handled, for example, 

the Syrian refugee crisis and getting thousands of 

people in. One of the most important things we do 

is integration. We make it part of the continuum. 

People are thirsty for knowledge on how we do that. 

But it is not just the government driving these initi-

atives,” explains Costello.

KNOWLEDGE, ECONOMY & PEOPLE

Ottawa’s success is in fact driven by its diverse 
economy and people. The capital continually 
receives top marks for attract newcomers and 
ranks well in society, education, innovation 
and economy. 

Ottawa’s knowledge-based sectors continue to 
grow, employing more than 75,000 employees 
throughout almost 2,000 companies. Its sup-
port services sector is the largest followed by 
the software, aerospace and defense, eBusi-
ness, telecommunication, and cleantech. 

Ottawa is also a relatively young city that is 
rapidly diversifying: One in four Ottawa res-
idents is an immigrant, a population that is 
growing twice as fast as the rest of the City’s 
inhabitants. 

All parts of the world are represented with 53 
percent of new arrivals coming from Asia and 
the Middle East, 17 percent from Africa, and 
15 percent from Europe.  This is reflected in 
its rich ethnic, linguistic and religious diver-
sity which furthers the city’s evolution into an 
exciting cosmopolitan center.

“Migration is a very pervasive subject,” explains 
Enrico. “It touches every aspect of our life including 

security, boarders, economic growth, and integra-

tion. It is very vast.”

Contact

MPalladino@ottawatourism.ca  \   
www.ottawatourism.ca

THE PARLIAMENT SEEN FROM  
THE TRILL IUM BALLROOM,  SHAW CENTRE
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Jerusalem 
A Growing Hub  

for International Conferences

Sitting at the centre of the world, Jerusalem is seen as the meeting point of 
east and west, where the ancient and modern collide. The longest inhabited 
city on the globe—with a history spanning back 3,000 years—Israel’s capital 

is not only a holy place for three of the world’s major religions, it’s also an 
evolving association destination. 

Words Lane Nieset
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DESTINATIONS \ JERUSALEM

TWO MILLENNIA  
OF ACADEMIC HERITAGE

Jerusalem is home to 17 academic institutions 
and has an academic heritage spanning back 
more than two millennia when King Solo-
mon, “the wisest of all men,” built the Temple 
in the Holy City. Thanks to the help of cut-
ting-edge research from the Hebrew Univer-
sity (ranked 23rd in the world) and Hadassah 
University Medical Center’s world-class labs, 
Jerusalem has emerged as a modern-day lead-
ing hub of academic knowledge, attracting 
thousands of academic leaders to global con-
ferences in the past year alone.

“In recent years, the university’s administration 

has made intense efforts to attract the best students, 

teachers and researchers, and to equip them with 

the best tools to succeed. In turn, our faculty and 

students have made world-class contributions in 

diverse fields, ranging from the arts and human-

ities to the basic and applied sciences,” explains 
Professor Menahem Ben-Sasson, President 
of the Hebrew University of Jerusalem. 

There’s a reason why Time Magazine named 
Jerusalem the world’s top emerging tech-
nological hub in 2015. Hebrew University 
ranks no. 1 in the 2018 QS World University 
Rankings report and sits among the top one 
percent of the world’s 26,000 higher educa-
tion institutions. Not only does the university 
count the father of physics, Albert Einstein, 
as a founding father, it also boasts eight Nobel 
Laureates; nearly 10,000 patents for 2,600 
inventions; and 4,000 research programmes 
that explore everything from Alzheimer’s 
medication to medical marijuana. 

Jerusalem is playing on these strengths, 
standing out in the global arena in terms of 
academic research, biotechnology and med-
ical innovation, and computer vision and 
image processing. Thanks to the seemingly 
endless amount of collaboration possibil-
ities—blending scientific knowledge with 
the latest breakthroughs emerging from the 
medical world—Jerusalem has started laying 
down a strong foundation for future confer-
ences, with Israeli representatives of scientific 
international associations attracting interna-
tional colleagues to the city for events  like 

the first-ever International Tourism Secu-
rity Summit, the OurCrowd Global Investor 
Summit, with over 10,000 participants, the 
International Nanotechnology Conference, 
and the UNESCO 13th World Conference on 
Bioethics, Medical Ethics & Health Law.

As more associations are drawn to the des-
tination, Jerusalem is stepping up as a global 
academic powerhouse and gaining a reputa-
tion as a place where international industries 
can come and learn from the city’s wealth 
of academic talent. ICRS, the International 
Symposium on the Cannabinoids which will 
be held in 2021, is also testament of this.

START UP NATION

Jerusalem is ranked the fourth-most prom-
ising cultural destination around the world 
since it’s chock-full of holy and historic sites 
(such as the Muslim Dome and Christian 
Church of the Sepulchr) all sitting within 
walking distance in the walled Old City. But 
the capital is quickly proving that despite 
a rich past, it takes investment in its future 
seriously. 

The high-tech hub has rightfully earned the 
title as “Start Up Nation,” boasting the largest 
number of per-capita start ups and venture 
capital investments in the world. One of the 

best examples of success sprouting from the 
city itself: in March, Intel acquired Mobileye 
for $15 billion. The Israeli technology com-
pany, which develops vision technology for 
Advanced Driver Assistance Systems and 
autonomous driving, got its start in the halls 
at Hebrew University in Jerusalem. With 
this type of home-grown success, Jerusalem 
is showing the world its power as an inno-
vation hub where delegates can learn from 
global pioneers at local institutions, work-
ing together to share medical and scientific 
knowledge.

ASSOCIATION SUCCESS IN THE CITY

In just a few hours on a direct flight from 
Europe, delegates can be exploring a city 
that’s been the centre of culture, religion and 
history for thousands of years. Not only does 
Jerusalem offer delegates the chance to meet 
in the world’s holiest city that’s as rich in 
culture as it is in business, it gives them the 
opportunity to be part of a growing knowl-
edge hub and build a legacy both for their 
association as well as for the dynamic city.

For associations who need financial assis-
tance or are looking to boost delegate attend-
ance, the Jerusalem Conventions & Visitors 
Bureau (JCVB) acts as a one-stop-shop and 
has helped the city host more international 
delegates than any other in Israel, assisting 
with everything from financial incentives 
of up to €50,000 to marketing and techno-
logical tools geared toward hotel and venue 
booking. While the bureau is only a few 
years old, it has learned from some of the best 
around the globe to develop the tools asso-
ciations need in order to successfully plan 
and host congresses. In November this year, 
JCVB will host 25 key leading figures in med-
ical and scientific associations for a three-day 
visit to show them first-hand the innovative 
and evolving spirit Jerusalem has to offer 
associations planning congresses in the city.

Jerusalem  
Fast Facts

 ¬  35 minutes (or 18 by train) from Israel’s 
international airport, Ben Gurion

 ¬  One of the world’s most secure airports, 
with direct flights between two and five 
hours from Europe and Russia 

 ¬  International Convention Center with 
27 halls, accommodating up to 10,000 
people 

 ¬  More than 17,500 hotel rooms spread 
across a variety of budgets

 ¬  Over 2,000 archaeological sites

 ¬  More than 70 museums and 90 cultural 
centres

More information

www.jerusalemcvb.com.
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SCOTTISH EVENT CAMPUS 

Putting Health at the Heart of Matters 

The Scottish Event Campus in Glasgow became the first to earn Healthy 
Venue accreditation by The World Obesity Federation in 2016. Two years on, 

its commitment to providing healthier lifestyle options for visitors, along with 
its dedication to minimise the negative environmental health impact of its 

events, has ensured it continues to lead the way as one of the most all-round 
healthy association meeting places.

Words Chantelle Dietz

Healthy events have become somewhat of a hot topic within the asso-
ciation event sector, and rightly so. There are multiple negative health 
impacts associated with attending meetings and events, from the type of 
foods delegates are restricted to eat, to the long periods of time they are 
forced to sit down. As such, more emphasis is being placed on creating 
events that have a positive impact on delegates’ health, and planners are 
choosing venues that make it more convenient for their visitors to eat 
well and get exercise.

HEALTHY VENUE

The World Obesity Federation has been an engaged partner with the 
Scottish Event Campus (SEC) since it became the first venue to earn 
Healthy Venue accreditation in 2016 achieving 'Silver' status – a status 
that has helped it to secure numerous national and international asso-
ciation events ever since. “For us to be able to come to a healthy venue was 

really good. At Diabetes UK, we’re obviously always campaigning for general 

health for people. We talk about people needing to move more, to make better 

food choices – these are the core messages of our charity so it’s fantastic for us 

to come to the SEC and actually deliver a conference which lives up to the mes-

saging we’re trying to promote,” says Diabetes UK Events Senior Manager, 
Therese Dolan.

Morning yoga sessions, group fun runs and free bike hire are just some 
of the ways the SEC encourages exercise. This June, SEC Food, the brand 
behind food and drink at the venue, launched Streetspitality, a new con-
cept for conference catering offering healthy, quick and nutritious street-
food style dishes. By having a holistic approach to their stakeholder expe-
rience and blending education with wellbeing, associations are building 
better brand loyalty with their delegates.“It’s very important when we have 

people away from their homes for a week that we look after them not only 

educationally and spiritually, but with their health and well-being too. If we can 

send them way with the message that they can be away from home at a congress 

and still have that healthy input into their life then that’s great,” says former 
Royal College of Nursing Chair of Council Michael Brown.

The SEC's healthy outlook extends beyond the physical health of its cli-
ents, visitors and staff, to address wider environmental health issues. It is 
committed to minimising the negative environmental health impact of 
its events and has held a Green Tourism Business Scheme Gold Award 
since 2009. Over the past twelve months a huge amount of effort and 
investment has been put into making it easier for visitors to recycle. As 
of February, around 99% of all SEC produced food and drink packaging 
is now fully compostable, and all plastic straws were removed from the 
venues.
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TACKLING WASTE

To tackle the large amount of waste generated from exhibitions, the 
campus has invested in new recycling stations and bins that can be 
moved around via an electric buggy, making the operation virtually car-
bon neutral. All waste wood goes to a plant which transforms it into bio-
mass pellets that are sold back to users, while waste cardboard is bailed 
on site and sold on to paper mills. Alliances with organisations like Cir-
cular Glasgow and re-use portal WarpIt mean that even old equipment, 
furniture, and other resources are being repurposed rather than thrown 
away. An old bin housing shelter was recently donated to a women’s ref-
uge where it was made into a play area for children.

For every major conference staged, the SEC funds the planting of a grove 
of native trees in partnership with charity Trees for Life, which aims to 
restore the wild forest of the Caledonian Forest. Over the past eleven 
years, the SEC has donated in excess of 170,000 trees on behalf of associ-
ation clients including the World Federation of Hemophilia and Down 
Syndrome International.

The SEC is continually evolving and adapting to ensure it stays at the 
top of its game. At the end of 2017, it was given a score of 100% by the 
Green Tourism Business Scheme for 'Site Innovation' thanks to new ini-
tiatives like the introduction of honey bees, wildlife-friendly planting, 
and the SEC App, which keeps staff informed with updates from across 
the campus. This year the SEC has been focusing on making its ven-
ues more energy efficient, including beginning the upgrading of heating 
and lighting systems across the campus. Its ongoing commitment to the 
environment and the health of its clients, visitors and staff sets a positive 
example for both venues and organisers the world over.

Contact

Kathleen.Warden@sec.co.uk  \  www.sec.co.uk

DESTINATIONS \ GLASGOW 

THE SEC OFFERS  FREE  BIKE  HIRE 
TO ALL  OF  ITS  DELEGATES



Palacio de Cibeles. Madrid City Hall

MADRID, 
THE CITY WHERE BUSINESS  
AND LEISURE EMBRACE EACH OTHER

Madrid Convention Bureau (MCB) 
collaborates with 200 companies 
with the common aim of promoting 
Madrid. MCB offers its services to 
parties interested in holding their 
meetings or incentive trips in Ma-
drid, making their job easier and 
working with them to ensure their 
event is a success.

Madrid, the city where business 
and leisure embrace each other
esmadrid.com/mcb
info.mcb@esmadrid.com

For its friendliness, for its hospitality, be-
cause it’s easy to successfully combine work 
and play, because business and leisure are 
compatible. For all these reasons, Madrid 
ranks among the world’s top cities for MICE 
tourism and is Europe’s leading meetings 
and conference destination, according to 
the recently-held World Travel Awards.

Many of Madrid’s attributes set it apart 
from other cities, but one of its most dis-
tinguishing traits is its ability to welcome 
people from other places. The city’s new 
graphic icon expresses this welcome sym-
bolically, in the form of a hug. It’s a uni-
versal language that crosses borders and 
defines a city that each and every visitor 
feels a part of. 

In addition to its hospitality, the city boasts 
modern infrastructure like the Adolfo 
Suárez Madrid-Barajas Airport, a constant-
ly expanding range of hotels (over 82,000 
bed places in the city, most of them in 4- or 
5-star hotels) and an incomparable wealth 
of art, with 90 museums and 1,700 historic 
sites and monuments. Madrid has a unique 
ability to make business meetings a special 
experience. Because in Madrid, business 
and leisure embrace each other.

Moreover, the city’s respect for tradition, 
coupled with its commitment to innova-
tion, results in an unparalleled range of gas-
tronomic, shopping and leisure offerings. 
With over 3,000 restaurants, an enormous 
variety of retail outlets, an extraordinary 
programme of cultural and sporting events 
and every nightlife option you can imagine, 
Madrid is one of the most welcoming cit-
ies on the planet. Gran Vía

Boardroom 201x250 eng.indd   1 18/10/18   14:14
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Penang Steps  
Into the Limelight

With year-round sunshine and exciting fusion of Asian cultures, Penang 
has long enjoyed a reputation as a popular travel spot for tourists, 
but little has been reported about its suitability as a destination for 
association events – until now. The Northern Malaysian state is on a 
mission to establish itself as a business events 'power house' and is 

scaling up its efforts to attract more international conventions.

Words Chantelle Dietz

KEK LOK S I  TEMPLE
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It might only be small, but when it comes to the 
business events, Penang has big ambitions. It is 
hard to believe that little over two years ago, it 
didn’t have a convention bureau. The launch of 
the government-backed Penang Convention & 
Exhibition Bureau (PCEB) in 2016 was a turn-
ing point in Penang’s status as a place to host 
events. In its first year it successfully staged 
1,251 events with an estimated economic 
impact of RM808m (€182m). The following 
year, in 2017, it doubled these figures, welcom-
ing 2,511 events and surpassing the RM1bn 
(€209m) mark in economic value.

LOCAL EXPERTISE

According to PCEB’s 2017 Review Vision 
Insight report, the average number of partic-
ipants per event was 85, indicating Penang’s 
forte lies in small to medium-sized events. The 
most common sectors covered by national and 
international association events were indus-
try, commerce, medical sciences, culture and 
ideas, corporate and management, reflecting 
Penang’s strongest local industries. The state, 
which comprises mainland Seberang Perai 
and Penang Island, is home to more than 470 
multinationals. The largest names in technol-
ogy, medical devices and computing including 
Hewlett Packard, Intel and Bosch, possess large 
campuses complete with research and devel-
opment facilities in Penang’s Free Industrial 
Zone.

Medical tourism is big business in Penang – it 
accounts for as much as 60% of Malaysia’s share 
of overall medical tourism – making it a prime 
spot for medical meetings. Its cutting-edge 
facilities and concentration of medical special-
ists offering affordable, high-quality treatment 
have earned it a reputation as one of the world’s 
leading medical tourism destinations. The hos-
pitals themselves are a prime driver of associ-
ation meetings and are growing in number. 
There are currently eleven hospitals within the 
Penang Centre of Medical Tourism (PMED) 
staffed with professional doctors and facilities 
that are halal-compliant.

Some of Penang’s more niche areas of exper-
tise include electrical engineering and marine 
science. It hosts the majority of events for the 
Institute of Electrical and Electronics Engineers 
(IEEE) events in Malaysia, as well as being 
home to both the Fisheries Research Institute 
and the Centre for Marine and Coastal studies 
(CEMACS) at the Universiti Sains Malaysia 
where research and postgraduate training in 
marine science and coastal ecosystems is car-
ried out.

One sector PCEB is keen to raise the profile 
of is education. Malaysia’s only Accelerated 
Programme for Excellence (APEX) univer-
sity, the Universiti Sains Malaysia, is based in 
Penang along with the University of Science 
Malaysia (USM) and over ten other private col-
leges, all of which are able to offer association 
event organisers and their delegates a wealth 
of resources and facilities for networking and 
knowledge exchange.

TEAM PENANG

Following the launch of PCEB in 2016, the 
Team Penang alliance was formed with the 
vision of bringing together various players 
from the Penang business events community 
including hotels, venues, professional confer-
ence organisers and suppliers, to collaborate 

for greater success. The alliance has given 
Penang the confidence to bid for, and sub-
sequently win, international events like the 
World Seafood Congress 2019 and the IFLA 
World Landscape Architects Summit 2020.

“Bringing an international congress like IFLA 

World Landscape Architects Summit 2020 with 

more than 1,000 delegates is a challenging task, 

from venue sourcing and collaborating with related 

local private and state agencies, and we are glad 

that PCEB is able to bridge this process and ensure 

our event a success,” says Institute of Landscape 
Architects Malaysia (ILAM) Honorary Secre-
tary Charles Tim.

In addition to its role of attracting business 
events into Penang, PCEB has taken on the 
responsibility of helping raise professionalism 
in the business events sector by facilitating the 
sharing of knowledge and insights. It works 
with local educational institutions that have 
subjects relating to business events to teach 
the skills needed to deliver world-class con-
ferences. This December it will stage its third 
annual BE @ Penang conference designed to 
set a benchmark for organising meetings in 
Penang.

The progression of Penang as a business desti-
nation appears to run parallel with the develop-
ment of its infrastructure. At present it can host 
conferences of up to 20,000 delegates and has 
12,000 hotel rooms per night. The Setia SPICE 
Convention Centre, the world's first hybrid 
solar-powered convention centre, opened ear-
lier this year, with a capacity for 8,000 delegates 
theatre-style. It was the first in a wave of new 
hotels and venues planned for the state. Next 
year, nine new hotels will welcome conference 
guests, and in 2021 the Penang Waterfront 
Convention Centre will open its doors, boast-
ing a 1,200sqm grand ballroom and a 7,050sqm 
exhibition hall.

More information 
yasmin@pceb.my  \  www.pceb.my

Penang  
Fast Facts

 ¬ Malaysia’s top ranked second-tier 
destination in the ICCA rankings

 ¬ Capacity for conferences of up to 
20,000 delegates

 ¬ 12,000 hotel rooms

 ¬ 8,000 delegates theatre-style  
at Setia SPICE Convention Centre

 ¬ Connected to 25 major local and regional 
airports, and over 100 local and international 
destinations via Kuala Lumpur, Bangkok, 
Singapore, Hong Kong and Doha

 ¬ Penang International Airport is a 
20-minute drive from capital city George Town
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Silke  
Schlinnertz

Head of  
Operations & Events, 

Euroheat & Power

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

Jennifer 
Fontanella

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

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

Mohamed 
Mezghani

Secretary General,  
UITP: Advancing Public 

Transport 

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

David  
Macadam

CEO, Middle East Council 
of Shopping Centres 

(MECSC)

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

Giuseppe 
Marletta

Association Manager, 
International Association of 

Young Lawyers (AIJA)

Giuseppe is the Head of 
the Secretariat, facilitating 
good governance, support-
ing AIJA membership and 
communication strategies, 
over-seeing AIJA events. 
Prior to joining AIJA in 
2012, he managed several 
European and International 
groups and associations, in 
the field of intercultural 
dialogue, policy making, 
project management as well 
as in the health sector. 
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Need any help in conference organisation or 
accommodation management?

Get in touch.

Congrex Switzerland Ltd
T: +41 61 686 77 77

sales@congrex.com
congrex.com
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Things you always 
wanted to know 

about Brussels but 
didn’t dare to ask!

visit.brussels Convention Bureau
Organising an event in Brussels is all 
about making the right connections
meetings@visit.brussels 
tel : +32 2 549 50 35
www.visit.brussels/meetings 

visit.brussels Association Bureau
The gateway to association services in 
the heart of Europe
associations@visit.brussels
tel: +32 2 551 54 87
www.visit.brussels/association

MULTIETHNIC AND MULTILINGUAL
A vast community of 220,000 expats of 183 
nationalities speaking 108 languages

PEDESTRIANS FIRST
After Venice, Brussels has the largest 
pedestrian zone in Europe

PRINCIPAL SEAT FOR INTERNATIONAL ASSOCIATIONS
Largest conglomeration in the world of international asso-
ciations with 2,250 headquarters

MOST INFLUENTIAL CITY
48,000 EU-officials, diplomats, international 
business workers, and press correspondents

FAVOURITE FOR ASSOCIATION CONFERENCES
Number one in Europe, and first choice, worldwide, 
after Singapore

INNOVATIVE ECOSYSTEMS
In the top 10 most innovative 
cities in the world

ONE-SIZE-FITS-ALL EVENT DESTINATION
Over 210 event venues of all sizes in the vicinity of 
20,000 hotel bedrooms

MOST LIVEABLE
27 square metres of green space 
per inhabitant

CONNECTS THE WORLD
Brussels Airport connects 25 million passengers to 
238 different destinations per year

CULTURAL CENTRE
55 new temporary cultural events 
every day

TRANSITION TO A CYCLING CITY?
The number of cyclists has tripled over the 
last 10 years

BLACK GOLD HUB
Two tons of chocolate sold per day, 
at Brussels Airport alone

Over 500 places to try 
out the special-recipe of 
Belgian fries

WORK UNTIL BEER O’CLOCK (STEPHEN KING)
1 million beers and 100 local brands consumed 
every day in restaurants, bars, microbreweries or homes
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