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Explore the Amazing MICE
Possibilities Croatia Has to Offer

The MICE industry continues to thrive, and within corporations,
organisational meetings are now considered a crucial element to
sustainable growth, attracting talent, stimulating innovation, and
enhancing results. While countries throughout Europe have benefited
from this consensus and its robust demand, perhaps none have
matched Croatia's growth. Placing 6™ in Global DMC Partners' 2019
Meeting & Incentive Destination Hot List of the most popular MICE
destinations around the world. Considering that both the necktie

and fountain pen were first seen here, this seems to be inevitable.

Google, Mercedes-Benz and Dell (to
name just a few), have recently chosen
Croatia as their destination for meetings
focused on Sales and Marketing Train-
ing, Senior Leadership Conferences,
Think Tanks, and Incentives. If your
organisation is seeking a suitable desti-
nation for such meetings in 2019, con-
sider beautiful Croatia - the new star
of Europe’s MICE industry.

With its ten magnificent UNESCO sites,
modern and historical cities, eight na-
tional parks, eleven nature parks, and
awe-inspiring natural beauty (Croatia
is blessed by over one thousand miles of
Adriatic Sea coastline), Croatia is widely
recognised as the most attractive desti-
nations in Europe. In addition to these
natural endowments, business travel
survey respondents visiting Croatia have
cited safety considerations, ease of
travel and the wide availability of hotels
offering Electronic Sourcing (E-Sourc-
ing refers to internet-enabled applica-
tions and meeting support tools).

With its eclectic combination of nature,
culture and history, and amazing gas-
tronomy, Croatia is ideally situated to
host the increasing number of associ-
ation meetings visiting here for annual
gatherings. According to the ICCA (in-
ternational Congress and Convention
Association), association meetings have
doubled every decade since the 1960s,
approaching 70,000 in 2017, and expect-
ed to continue their exponential growth.

Where exactly? Whichever region you
choose, Croatia will not disappoint.

In addition to the capital city of Zagreb
with its unique atmosphere; there is
Dubrovnik, among one of the most pop-
ular cities in the world; Opatija, once a
trendy Austro-Hungarian epicentre of
hospitality and health resort; the Istrian
cities of Rovinj, Pore¢, Umag and Pula;
the Dalmatian cities of Zadar, Sibenik,
Vodice, Split, and Makarska; and in the
continental portion of the country, Osi-
jek and many others that are making
rapid strides in the market for confer-
ences. Then there are the thousand plus
islands dotting Croatia’s breathtaking
Adriatic coast, which offer spectacular
meeting and incentive destinations,
such as Hvar, Bol, Korcula and Mali
Losinj.

All of these areas have enjoyed invest-
ments in infrastructure, a commitment
that’s evident in the number of new or
newly-renovated hotels, which include
well-equipped conference halls  for
large, plenary sessions and for smaller
meetings.

Croatia offers a fine mix of business and
leisure: an optimal meetings and event
location with a great atmosphere for so-
cialising and networking. Together with
its regional offices, its facilities (potential
hosts ), the Croatian Convention Bureau
continues to be available to you for any
additional information you may require.

v Zagreb, by Davor Rostuhar

v Opatija, by Aleksandar Gospic
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Queenstown

businessevents.newzealand.com

Allow our natural beauty to motivate and focus your association members. New Zealand boasts world
class venues, exhilarating activities and everything close by. It’s one of those rare destinations with the

ability to move you.

Be inspired, host your next conference in New Zealand.
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The Enigmatic
Beauty of Languages

Dutch is my mother tongue. It is not a common language in our linguistic
universe, and certainly not in the diverse and multicultural meetings industry.
However, on a positive note, Dutch ranks at the 40" place as the most widely
spoken language in the world of 6,000 languages (well it is not enough as an
argument to consider it as an international language, and | had almost forgotten
to defend languages because | am so used to communicating in English — naturally).

The recent ICCA Congress in Dubai was a significant and iconic one where
votes were cast to also give Mandarin and Arabic a place alongside the of-
ficial English language. Spanish is also now the Language Champion with its
own Spanish ICCA website with all the documents translated (for more info,
flip to page 43 for a coverage from our Latin-American partner Eventos
LatinoAmericanos.)

Expanding on the diversity of ICCA’s official language(s) paves the way for
our industry colleagues to take a moment and look at language learning as a
cognitive and cultural enrichment. What a wonderful idea, and that is only the
least of the possibilities that will birth from this new change. A translator once
told me: “In your native language you say what you want; In a foreign language
you say what you can.” That is just human nature. In the EU, many people are
able to speak their own languages (thanks to interpreters), though they tend
to be able to speak English anyway. The same goes for the UN, where many
non-anglophones communicate in English during meetings.

If you can think about the chances of ‘lost-in-translation’ cases; expressions
that are unique to the language of speaker; speakers’ personalities, arguments,
messages etc. you can imagine a slither of an interpreter’s nightmare. One
must be able to speak a common language with a comfortable degree of
command, in order to convey the right idea, thoughts and emotions right.
Without this first step, we do not need to talk about delivering the right
content; the right words to convey the right feelings.

Based on my knowledge, the combination of English-French-Spanish is most
common as official languages for international institutes and associations. We
also cannot underestimate our German speaking friends. While some will say
that translators are a bite in the budget, others will say that understanding
better is more important than an invoice. | consider this a positive step as
more working languages will be used in our global meetings industry, starting
with ICCA!

m MARCEL A.M. VISSERS
EDITOR IN CHIEF
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Looking for an inspiring location for
your next event? Prague will deliver!

= 8" most popular meeting destination worldwide

= largest hotel market in Europe - nearly
rooms

= Easily accessible by regular direct flights from
destinations worldwide

= World's 5" best public transportation system

Contact the Prague Convention Bureau - our team
is ready to help you plan an unforgettable event!

pragueconvention.cz
prague.eu
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It's Time for Taiwan

Taiwan has remained somewhat of an enigma within Asia — with its daring modern architecture
interspersed with ancient pagodas, cosmopolitan cities, indigenous cultures, a pioneering
new-dining scene and traditional comfort food. So far, mostly dedicated travellers have made
their way to this island oasis on the Tropic of Cancer. Capitalising on its reputation as a global
leader in the fields of science, medicine and information technology, Taiwan has become an
unsung hero in the Asian MICE sector.

TRANSPORT HUB

It’s a meticulously planned heist of the
international MICE industry with the aim
of global domination. Making inroads,
quite literally, are the metropolitan
rapid transit systems which exist in two
of Taiwan’s largest cities, Taipei and
Kaohsiung. For longer distances, travel
time from north to south takes only
96 minutes by Taiwan high-speed rall,
making business and incentive travel
more time efficient.

Strategically located along the coast
of the Asian Continent and right in the
centre of the East-Asian island arc,
Taiwan holds a key position for transport
and trade in the Asia-Pacific region.
There are international airports in
northern, central, and southern Taiwan,
where 59 major airlines provide services.
Taiwan enjoys a convenient connection
to the world with a total of 5,000 flights
to 115 different cities weekly.

SAFETY FIRST

Not only is getting around Taiwan easy,
itis also very safe; almost as safe as it can
get! Thanks to a seamless confluence of
beliefs that co-exist stemming from the
island’s progressive, forward-thinking
attitude that remains steeped in ancient
history and culture, Taiwan is one of
the safest places in the world. Taipei is
ranked as the globe’s third safest city
according to Crime Index 2017 statistics
compiled by Numbeo.com, only trailing
slightly behind Abu Dhabi and Munich.
No wonder, in a 2018 survey from In-
terNations, the largest global network

site for expats, Taiwan is just behind
Portugal as the friendliest country in the
world to live!

INTERNATIONAL INFRASTRUCTURE

With such a solid foundation upon which
to build the pillars of MICE success,
Taiwan has invested heavily in fortifying
its professional MICE talent and infra-
structure. Since 2009, the Bureau of
Foreign Trade (BOFT) under the Ministry
of Economic Affairs (MOEA) has been
dedicated to improving Taiwan’s MICE
industry. To continue investment, the
Taiwan’s MICE Promotion Program
(MEET TAIWAN) was launched to steer
Taiwan’s MICE industry to shine on the
global stage.

Backed by its highly-developed 3C
industry, it is no surprise that the
integration of social media and tech-
nologies have been successfully
applied to MICE activities, offering
advanced, convenient, and real-time
services to MICE visitors. Currently
serving northern Taiwan are the Taipei
World Trade Center Exhibition Hall and
the Taipei Nangang Exhibition Center

V Taipei Nangang Exhibition Center Hall 2

Hall 1. For the southern part of the
island, the Kaohsiung Exhibition Center
commenced operations in 2014, while
the Tainan Exhibition Center will open
in 2021.

NEW MICE PLATFORM

Taipei Nangang Exhibition Center Hall 2
(TNEC2) will open on March 4, 2019,
the inaugurating exhibition will be Taipei
International Machine Tool Show 2019
(TIMTOS). TNEC2 will offer 156,700m?
of floor space to accommodate 32,000
visitors for exhibitions, conferences,
business meetings and events. Com-
bined with the space already available
in Taipei Nangang Exhibition Center Hall
1, total Nangang capacity will encompass
more than 5,000 booths and 38 meeting
rooms, plus feature a 6,j00m? outdoor
sky garden space on the top floor. In
addition, the convention hall on the
seventh floor will have seating capacity
for 3,600, along with a beautiful view,
while remaining multifunctional. Taipei
Nangang Exhibition Center is expected
to become the core venue of Taiwan’s
MICE industry, as well as a major conven-
tion and exhibition centre in all of Asia.

%



Immersive Experiences
— The Taiwanese Way

In the 16th century when the Portuguese first arrived in Taiwan,

they called it Ilha Formosa (Beautiful Island). The name might not have

stuck however the wonderment they experienced continues with travelers

that first step foot on this verdant isle. With its unspoiled nature, vibrant

cultural scene and robust cuisine, Taiwan's abundance of MICE
team building activities offers a myriad of planning options.

BIG ON TASTE

In Taiwan, friendships can be made over
a hearty bowl! of braised meat with rice,
a night market favorite served by many
vendors. An obsession worth indulging
in, the traditional open-air night ritual
can be found in almost every town and
in many districts. The Bib Gourmand
distinction was awarded to 10 such
eateries and even listed in the inaugural
Michelin Guide Taipei 2018. Recognising
the city’s reputation as an innovative
dining scene, the Michelin Guide Taipei
features a total of 110 establishments
that span 33 cuisines! From a three-star
exceptional Cantonese experience at
the Le Palais to a modern French fanfare
at the Orchid, there is no end to teasing
your palate and gathering for a top-rated
meal worthy of a ceremony.

HANDS-ON!

Making the Taiwan experience more
alive are opportunities to delve deeper
into the local culture of handicrafts and
artisanal heritage with old-school activi-
ties. Offering a true blast-from-the-past
is the Ri Xing Type Foundry, home to
the last remaining collection of tradi-
tional Chinese character printing tiles in
the world. Plying its trade for more than
four decades with techniques that have
been recognised since the Song Dynasty
in the 1040s, this is the perfect place to
indulge in personalised gifts and is espe-

cially popular for printing invitations and
business cards. The Foundry has been
transformed into an interactive craft
museum that offers tours recounting
the art form in its heyday. There is also an
integrated audio guide enabling visitors
to learn about printing technologies and
traditional type casting.

TOP-NOTCH EXPERIENCES

Taiwan is much more than a clandestine
affair of mighty volcanic rocks and part-
rebellious and part-serene waters. It is
an ethereal locale where one can reju-
venate inside-out with medicinal foods
and organic cuisine, Zen meditation, Tai
Chi and Qigong. Stealing the thunder
though is Taiwan’s ranking amongst the
world’s top 15 hot spring sites including
hot springs, cold springs, mud springs
and seabed hot springs! Known for
medicinal properties, a hot spring is
ideal for meeting participants to relax
after a long day. While Beitou’s hot
springs are notably the most frequented
by tourists in Taiwan, hot springs in
Jiaoxi and Jhihben also offer top-notch
experiences ranging from public pools
to private 5-star experiences!

MINDFUL SUSTAINABILITY

Corporate social responsibility (CSR)
activities enable meeting travellers to
become more positively involved with a
destination, and especially in a responsi-

ble way. To take part in supporting local
needs of countries visited with respect
and aid, CSR activities can generate
a unigue experience that combines
understanding new cultures with
making a difference.

Music is a key of the aboriginal culture,
through musical interaction with
aboriginal elementary school students
in Pingtung, the travelers are able to
bath in different cultures and have a
wider vision toward the world. Engaging
with aboriginal tribes can also result in
diversified team building activities. The
Cidal Hunter School also gives visitors
first-hand, CSR-minded experience in
living like the Amis tribe. The school
educates groups in fishing, archery, con-
structing shelters from natural materials,
and even starting fire from scratch.
An alternative could include inviting
such a troupe to perform at corporate
meetings, resulting in a positive and
long-lasting impression on both sides.

Organised by Bureau of Foreign Trade, MOEA
Taiwan External Trade Development Council
Advertorial by Bureau of Foreign Trade, MOEA



Taiwan’s MICE Promotion Program

is aimed at turning Taiwan into a leader
for outstanding MICE services with

the long-term objective to enhance
the quality and efficiency of services,
strengthen Taiwan’s brand and sharpen
the competitive edge in the global
market and make Taiwan one of the
top destinations for MICE business.

MEET TAIWAN team offers site
inspection assistance to international
organisation representatives and
provides financial assistance to promote
international conferences to be held

in Taiwan, the assistance may be up to
NT$500,000 (€14,265) on bidding and
promoting stage; up to NT$2,800,000
(€79,878) for holding.

FIND OUT MORE
| @l ABOUT TAIWAN HERE
MEETTAIWAN.COM
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MELBOURNE AUSTRALIA
IT'S WORTH YOUR TIME

ASIA PACIFIC INCENTIVES AND
MEETINGS EVENT. THE LEADING TRADE
EVENT IN THE ASIA PACIFIC REGION.
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BOOK YOUR STAND NOW.
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ICCA Congress Fuels International

Meetings Industry in Dubai

An exceptional host for the recent 57th ICCA (International Congress

& Convention Association) Congress, Dubai raised the bar with an
attendance of 1,156 meetings industry professionals and experts
from 79 countries, a record for any ICCA Congress held outside
of Europe - evidence of the increasing drawing power of Dubai.

The four-day programme (11 - 14 No-
vember) was a fruitful collaboration
between ICCA and Dubai Business
Events, the city’s official convention
bureau. Organised with the support
of key local partners including Dubai
World Trade Centre, Congress Solutions
International, and Emirates, this was the
first time for the annual congress had set
foot in the Middle East - an important
growth area in the business events industry
that ICCA has dedicated a seat for on
their board as well as a regional office.

Extending his warm welcome to the
congress delegates, His Excellency Helal
Saeed Almarri, Director General of Dubai
Tourism said: “Business events are a
crucial part of not only our tourism
strategy, but our wider economic devel-
opment. Whether through the year-round
calendar of home-grown trade shows or
major congresses like ICCA Congress that
we successfully bid for, we understand
and use the power of meetings and con-
ferences to facilitate the rapid transition
to a knowledge economy, and to grow
scientific advancement and key industry
sectors in Dubai and the UAE.”

EXPERIENCING
THE BEST OF DUBAI

Dubai recognises the business events
industry as a crucial driver in Dubai’s
economic shift and positioning as a
global business centre. As a global

knowledge hub with a strong reputation
for innovation, hosting the ICCA Congress
presented an exclusive opportunity to
showcase Dubai’s extensive meetings
infrastructure to business events heav-
yweights from across the globe. The
Congress featured rich forward-thinking
education sessions, networking oppor-
tunities, curated tours and site visits to
Dubai’s most innovative enterprises.

Beyond the core educational programme
at the event, the “Outside the Box
Sessions” presented a different side of
Dubai by familiarising delegates with the
city’s rich culture, talent development,
innovation, as well as insights into playing
host to one of the world’s largest events
- Expo 2020 Dubai. Delegates were
immersed through experiences such as
a city tour and various activities at the
Dubai Opera, Dubai Future Foundation,
Expo 2020 Dubai site, as well as
Emirates Airlines Crew Training Academy
where the importance of aviation to the
city’s development was highlighted and
delegates had a first-hand look at the
Emirates Airline’s Safety and Emergency
Evacuation Simulators, Service Training
Simulators, as well as the A380 Cabin
Service simulator.

Dubai’s focus on innovation and the
close collaborations between the
public and private sectors were also on
display through the tour of Dubai Future
Foundation, where delegates were
offered the opportunity to see

AREA2071, an experimentation cluster
for governments, multinationals and
startups to design the future. Besides
a tour of the world’s first and most
advanced 3D printed office, delegates
also learned about the “Dubai Future
Accelerators”, a 9-week program that
brings together international/local com-
panies and startups with Dubai Govern-
ment to deploy futuristic prototypes
across Dubai.

Issam Kazim, CEO of Dubai Corporation
for Tourism and Commerce Marketing,
said: “We hope these experiences, which
involve some of our key stakeholders
and partners across the city, will inspire
delegates and allow them to consider
future opportunities in Dubai.”

ENSURING MEANINGFUL
CSR & LEGACY

The exciting social programme at the
Congress allowed delegates to experi-
ence Emirati cultural delights and local
hospitality, and some of Dubai’s most
iconic landmarks. Highlights included
the “Welcome Reception” at the Armani
Pavilion, with al fresco dining and en-
tertainment at the foot of Burj Khalifa
(the world’s tallest building), CAT Night
at Jumeirah Beach Hotel, as well as an
Arabian desert camp night and the 1"
annual “Dress to Impress” gala dinner
hosted by Headquarters Magazine.
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Dubai promised a robust CSR (Corpo-
rate Social Responsibility) element when
bidding for the ICCA Congress, and the
Local Host Committee selected an
organisation that has an international
reach and can make a direct impact
on people’s lives - the Noor Dubai
Foundation, which focuses on the
prevention of blindness and visual
impairment globally.

The ICCA Charity Run’N’Walk took
place along the Arabian Gulf coastline
at La Mer, Dubai’s newest beachfront
entertainment, retail and dining district
and a popular attraction for both resi-
dents and tourists. With the choice of
a 3km run or a 1.5km walk, participants
were encouraged to donate to Noor
Dubai Foundation. Throughout the con-
gress, delegates had the opportunity
to donate pairs of glasses, including
prescription glasses and sunglasses to
the charity who will re-lens and distrib-
ute these to those in need through its
mobile eye clinic campaigns. With ICCA
also making a donation in lieu of speaker
fees and gifts, a total of €5,555 was
raised for Noor Dubai Foundation, while
591 pairs of glasses were collected.

EXCHANGING KNOWLEDGE

This year’s ICCA flagship congress fea-
tured an impressive inclusion of inspiring
local speakers, such as Alia Mansoori
(pictured above). At the age of 15, Alia
Mansoori became known in the science
world after winning the “Genes in
Space” UAE competition, a contest run
by the Boeing Company, the UAE Space
Agency, and newspaper “The National”.
Watching her winning experiment blast
off to the International Space Station was
an exemplification of how young Emirati
women can play a critical role in the
development and progress of the UAE’s
science, technology, engineering and
mathematics (STEM) sector. Delegates
learned about how her dreams of trav-
elling to space are on the way to being
achieved, and got a detailed explanation
of her scientific project, with footage
shown of an astronaut on the Interna-
tional Space Station carrying out the
experiment.

Among the other speakers was Dr. Noah
Raford who is the Chief Operating
Officer (COO) and Futurist-in-Chief of
the Dubai Future Foundation. Dr. Noah
helped establish the UAE’s first national
foresight unit, the Dubai Future Foun-
dation and the Museum of the Future,
and is part of a team that identifies
emerging opportunities, strategic part-
nerships, and future initiatives for the
Government of Dubai.

Marjan Faraidooni, Senior Vice President
of Legacy Impact and Development
for Expo 2020 Dubai, also addressed
delegates in a session at the congress.
Tasked with making sure Dubai’s Expo
2020 delivers an enduring economic
and social impact Marjan Faraidooni
was able to explain the all-important
investments in infrastructure and the
redevelopment of the Expo site after
the six-month event is over, with the
business events community set to be
a prime beneficiary of the new venues
and event spaces created at the main
Expo site.

Dubai Business Events, the city’s
official convention bureau,

works with planners and event
organisers to ensure they are

able to incorporate sustainability
and corporate social responsibility
into their events.

TO FIND OUT MORE, VISIT
DUBAIBUSINESSEVENTS.COM

OR CONTACT
ASKDBE@DUBAITOURISM.AE




HQ: Can you share with us your pro-
fessional experience and expertise?

LT: I am the head of Communications,
Events and Strategic Planning Unit at
WCO, an inter-governmental organ-
isation based in Brussels, focusing on
providing capacity building to member
countries, and also developing tools
and instruments to assist customs to
enhance their performance.

| have a long-standing experience in
communication, event organisation,
strategic planning and external relations.
As the head of communication, | am in
charge of public relations, website content,
intranet, social media communication and
publications of the WCO. | am actually
developing a Communication Handbook
that will act as a compendium of best
practices among members of the WCO
as well as a Communication Brandbook to
provide brand guidelines to the organisation.

In my capacity as Head of Events, |
organise international events such as

the WCO Information Technology (IT)
Conference and Exhibition, the Global
AEO Conference, the WCO Technology
and Innovation (TI) Forum, the Global
Cross-border E-Commerce Conference,
among other major events. | handle the
selection of the venue, the logistics as
well as the funding/ sponsorship of the
events that fall under my responsibility. |
am actually working on an Event protocol
handbook for the organisation to stand-
ardise the way events are organised
within the organisation.

My responsibility in strategic planning is
to ensure that we capture the strategic
priorities of members through a three-
year strategic plan, translate them into
strategic activities and develop measura-
ble deliverables and KPIs for all activities
that are then assessed through a yearly
operational plan. We are actually in the
process of preparing a new strategic
plan that will better reflect the needs
and expectations of customs adminis-
trations worldwide.

In the context of globalisation,
what role does the World Customs
Organisation play?

The WCO advocates the use of tech-
nology to transform globalisation into a
positive force. Every year, the Secretary
General of the WCO, Dr. Kunio Mikuriya
dedicates a theme to promote actions
that facilitate trade and promote eco-
nomic growth. In 2019 the theme will
be “SMART borders for seamless Trade,
Travel and Transport”, thus promoting
security along border lines, measura-
bility of performance, automation of
processes, risk-management based ap-
proach for control of goods and people,
and a technology-driven mindset.

As the world has embarked into an era
marked by the fourth industrial revolution,
the demarcation line between physical,
digital and biological components that
are imported and exported, has faded
away. Customs has a bigger respon-
sibility to act as a central coordinator
to ensure that all the actors along the

%



supply chain are well equipped to face
up the challenges posed by disruptive
technologies. The WCO provides Cus-
toms administrations with adequate
instruments to ensure that legitimate
trade is facilitated and that there is a
seamless flow of passengers and con-
veyances but at the same time, customs
need to protect the frontiers against a
plethora of safety, security and biosecu-
rity threats including terrorism financing,
improvised explosive devices, dual goods
and firearms.

The growth in e-commerce triggered
a high volume of low-value and small
shipments, customs have to improve
border management to respond to the
challenge. The WCO has developed a
Cross-Border E-Commerce Framework
of Standards to assist its members in
this process. At the same time, the Cus-
toms community is exploring the use of
other ICT solutions such as smart devices,
blockchain technology, cloud computing,
robotics, the Internet of Things, 3D
printing, artificial intelligence, smart
track and trace technologies for cargo,
containers and conveyances, a world-
wide standard for X-ray images, ad-
vanced chemical analysis, and the use
of geospatial technologies coupled with
drones for monitoring fragile or inac-
cessible terrains.

Customs is no longer seen as a revenue
collector but rather as a trade facilitator,
a major player that has the ability to
strengthen the global value chain. In this
regard, the WCO assists its members
to implement the World Trade Organi-
sation (WTO) Trade Facilitation Agree-
ment through the Mercator Programme
which brings together all relevant WCO
instruments and tools such as the Re-
vised Kyoto Convention on the simpli-
fication and harmonisation of customs
procedures, globally acknowledged as a
reference instrument for the TFA im-
plementation.

The WCO also manages the Harmonised
Commaodity Description & Coding System,
generally referred to as “Harmonised
System (HS)” which is a system used
by more than 200 countries and econ-
omies as a basis for their customs tar-

iffs and for the collection of interna-
tional trade statistics. Over 98% of the
merchandise in international trade is
classified in terms of the HS. The main-
tenance of the HS is a priority for the
WCO, and it includes measures to se-
cure the uniform interpretation of the
HS and its periodic updating in light of
developments in technology and chang-
es in trade patterns.

What is the impact of international
events in your opinion?

As a technical organisation that devel-
ops tools and instruments for its mem-
bers and provides capacity building, it is
of prime importance for us to provide a
platform for the customs community to
meet and network among themselves
but also to open up to the private sec-
tor in order to discover new trends, new
opportunities and share common con-
cerns.

International events are beneficial not
only for the participants but also to the
host country. We have organised the IT
Conference in cities such as Johannes-
burg, Kuala Lumpur, Istanbul, Bangalore,
Veracruz, Seoul, Marrakesh, Dublin, Se-
attle, Tallinn, Dubai, Brisbane, Freeport,
Dakar, Thilisi and Lima, and we always
receive the support of the customs
administrations in the selected country.
These events attract around 700 par-
ticipants who often extend their stay
in the country and contribute to the
economy. However, over and above the
financial impact of these events, the
selected country has a unique oppor-
tunity to showcase advancements in
terms of technology and at the same
time attracting investors and suppliers
who want to do business with the
selected countries.

Furthermore, the participants get to
meet with counterparts from around
the world, share best practices and dis-
cuss challenges while discovering new
technologies, equipment, solutions that
can contribute to assist them in enhanc-
ing their performance and meet new
solution providers.

For the business community, it is a

unique opportunity to meet decision
makers from customs administrations
who are eager to discover and learn new
solutions.

The hosts of these events also have the
opportunity of making the participants
discover the culture, tradition and culi-
nary experiences of their country, which
may convince them to come back to
the country for holidays.

How are the traveling barriers
(e.g.visa) changing?

As representatives of customs adminis-
trations, we work in close collaboration
with other partner government agen-
cies, namely Immigration and Police
among others in order to ensure the
smooth and safe travel of passengers.

Physical inspection of a traveller and a
travel document is only a small part of
border controls on passengers arriving
by air. The rest of the border control
relies on secure electronic data, some
being provided at the same time the
passenger buys a ticket and some at the
time the passenger boards an aircraft.
The flow of passenger-related informa-
tion from carriers to border control au-
thorities can be divided into two main
streams: Advance Passenger Informa-
tion (API) and Passenger Name Record
(PNR). API Data is generated during
check-in and PNR during the booking or
buying of an air ticket.

We are actually looking forward to
working jointly with the International
Civil Aviation Organisation (ICAO) and
the International Air Transport Associa-
tion (IATA) to maintain a high level of
standardisation and ensure effective
passenger profiling and facilitation while
ensuring data security and protection
of passengers.

As part of our security programme, we
promote the use of API/PNR data to
deter the threat of terrorism and organ-
ised crime, while at the same time facili-
tating international travel. To this effect,
we have developed API Guidelines and
PNR reporting standards for our Mem-
bers/partners.

HAVE A STORY TO SHARE? — PRESS@MEETINGMEDIAGROUP.COM
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The Athenian
Revival Story

Organised by the Athens Convention and Visitors Bureau (ACVB) in conjunction
with the European Association of Tour Operators (ETOA), the 6th Travel Trade

Athens (TTA 2018) was yet another successful event aimed at promoting

the Greek travel trade and MICE markets. Over the 2-day event, 100 cherry-

picked fully-hosted buyers from 25 countries participated in more than 3,000

pre-scheduled meetings with over 100 local suppliers, getting acquainted
with the alluring city-break destination through well-curated FAM trips

designed to showcase recent developments and experiences Athens
(and the wider Attica region) offers as a MICE destination.

Ken TJX reports

The Mayor of Athens, Mr. Georgios
Kaminis launched the event with the
traditional welcome speech, and then
went on to host the TTA 2018’s Press
Conference where he highlighted that
since the inception of the TTA event six
years ago, Athens doubled its number
of visitors to a record-breaking 5 million
in 2017, (expected to exceed 5.5 million in
2018). Athens also experienced a 59%
increase in international inbound flights
since 2013, and according to AEGEAN
Sales Manager (Greece) Stephanos
Sadopoulos, AEGEAN has added 13 new
international destinations to its network
this year, connecting Athens to 81 des-
tinations.

Alexis Galinos, Managing Director of
Athens Development and Destination
Management Agency (which heads the
ACVB) shared that about a third of the
meetings conducted during the annually
held TTA converts into business deals,
while ninety percent of the participants
expressed interest to attend again. The
event inversed the typical trade show
format, so buyers don’t have to navigate
around the jungle of suppliers’ booths.
This time-efficient way to conduct B2B
meetings was well-received from the
buyers who have come from strategic
markets like Europe and USA.

Athens’s unique combination of culture
and the arts, history and heritage makes
it intriguing, and the curated FAM trips
presented various attractive aspects
of the rich Athenian experience. The
“Nautical Tourism in Attica” tour took
the participants on a yacht along the
coastline of the Attica Riviera during a
dreamy sunset; “Presentation of Eleu-
sis - European Capital of Culture 2021”
showcased the fascinating archaeological
site of Elefsina, and the team behind the
winning bid shared the significant long-
term cultural, economic and social ben-
efits of Eleusis 2121 - a program with a
mission to cultivate the fertile land of
Eleusis with the seed of creativity, inno-
vation and knowledge.

The Stavros Niarchos Foundation Cul-
tural Center (SNFCC) is Athens’s new
iconic venue which houses the National
Library of Greece and the Creek National
Opera, as well as the 210,000m? Stavros
Niarchos Park. Opened in 2016, it is the
largest public-private partnership Greece
has seen and is projected to draw 6 million
visitors by the end of 2018. Nicholas
Yatromanolakis, Chief Marketing & Com-
munication Officer of SNFCC, shared
that this expensive venue is an invest-
ment in education, broadening of the
horizons and cultural advancement of

Greeks. SNFCC is certainly not afraid
of hosting big events, a recent concert
drew a crowd of 12,000 on the big lawn,
and last year’s New Year’s Eve celebra-
tion brought 20,000 people together.

TTA 2018 was held in the luxurious and
opulent 5-star Hotel Grande Bretagne
(which opened in 1874), providing a
postcard worthy view of the Acropolis.
Athens is a desirable destination that
sells itself, and it’s easy to see why. |
was instantly charmed by the vibrant
(and mythical) atmosphere, and warmth
of the event organisers and locals alike.
The farewell dinner was a night to re-
member, held in the stately Zappeion
Megaron - a neoclassical building made
for the first modern Olympic games in
1896.

The grim reality of the recent economic
recession appears to be far behind. The
City of Athens today is a contemporary
hub that has recently won this year’s
European Capital of Innovation Awards.
With an existing wealth of natural and
cultural resources, big infrastructure
investments and urban regeneration
projects (to further expand its MICE
possibilities), this city with never ending
stories to tell will keep visitors coming
back for more.



HQ magazine's conversation
with Alexis Galinos at Hotel
Grande Bretagne’s famous
Alexander’s Bar (voted as

the Best Hotel Bar in the world
by Forbes magazine)

HQ: How is Athens doing today?

AG: The economy is now stable and
we are witnessing GDP growth, Capital
controls are being lifted and unemploy-
ment is decreasing, giving a significant
psychological boost. Athens suffered a
real low in 2012, but with hard work we
managed to double our visitors in the
last five years, breaking the record five
million mark. The meeting industry took
a real hit back in 2011-2013 with social un-
rest causing concern to congress organ-
isers, but we are seeing a strong come-
back for incentives and corporate travel
today. The big picture is that Europe is

A (Clockwise from top)
The generally well-
received Buyer-Supplier
speed-dating; farewel
dinner at Zappeion; and
interactive experiences:
Presentation of Eleusis,
A Dive into Greek Gas-
tronomy, and Nautical

Tourism in Attica.

not doing so well these days while Asia
is on the rise. | would say that Athens is
doing rather well in this conjuncture. We
are back on track, things are better but
there is still work to be done and we are
focusing on new developments.

What are some of the new strategic
developments of Athens?

Athens has been enjoying a boom as a
destination in the past five years, and
we constantly have new interesting
developments. Connectivity is steadily
improving as Athens International Airport
makes new deals with a number of airlines

%
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creating new flight routes. The interna-
tional hotel industry is also investing in
Athens, with Four Seasons, Hyatt, Marriott,
and small boutique hotels joining the
ranks. Investors are sending a strong sig-
nal that Athens is rising as a destination.

And we on our side are focusing on the
meaningful alliances we formed over
the last few years. In fact, we are taking
this a step further launching This is Ath-
ens & Partners, a unique public-private
partnership bringing together the City
of Athens, the Greek Tourism Con-
federation (SETE), AEGEAN, Athens
International Airport and other major
enterprises. A partnership dedicated
in establishing Athens as an attractive
place to live, work and visit. Our plan
includes a number of projects for the
development, management and market-
ing of the city as a destination.

For a destination to be able to success-
fully host big and significant events, a
number of stakeholders have to col-
laborate and work very closely. Being
united makes us stronger and sends out
an important message of willingness to
work together to support the growth of
our destination.

How can business events benefit
from the Athens experience?

Apart from the obvious benefits of
having all the major city stakeholders
working together to enhance the visitor
economy of the city, business events
can also benefit from our knowledge

economy (and overall strateqy of eco-
nomic development). We have numerous
sectors which are of interest to the
international community, like our strong
medical and scientific community,
artists and creative industry profession-
als, a small yet vibrant start-up industry,
to name but a few.

Athens is of course well known for its
vibrant atmosphere, the climate and the
fact it’s the only European capital boasting
a marvellous Riviera, 20 minutes’ drive
from the centre. The real Athenian ex-
perience lies at the centre, Athens is still
an authentic city where real Athenians
live and enjoy themselves which adds to
the value of the destination and keeps it
vibrant and interesting.

Are there new opportunities in
Cultural tourism for Athens?

Contemporary urban culture is one of
the strong cards of our city. Athens has
been gaining momentum and rising as a
cultural hotspot over the last few years.
In 2017, the city co-hosted Documenta
14, the world-famous contemporary arts
fair. This was the first time it was ever
co-hosted outside Germany, chosen
for its unique sense of urban creativity.
Athens was subsequently named as the
Emerging Cultural City of the Year for

2017 at the Leading Culture Destinations
(LCD) Awards. Athens is currently UNES-
CO’s World Book Capital 2018 with many
events across the city.

So, it is fair to say that apart from our
breathtaking heritage, we nurture a
very rich cultural agenda throughout
the year, events and gigs taking place
in great venues like the SNFCC and the
Onassis Cultural Centre. The Athens and
Epidaurus Festival is packed with cultural
events for every taste. And we remain
committed to working with event or-
ganisers and city stakeholders to further
develop a vibrant city events agenda.

At the same time, we are currently over-
seeing a number of urban interventions
across the city engaging local residents
and professionals. We have underway
a number of projects for urban equip-
ment and green building across various
neighborhoods. Tapping into local crea-
tivity makes it all that more important.
For example, we have launched two
new hubs of contemporary creativity in
the centre, spots that were abandoned
during the crisis. We have moved and
called in local professionals to open
closed shops to boost local trade. We
have been inviting artists and members
of the creative industry to take up shops,
work and produce in these spaces, liv-
ening them up and mapping out new
and interesting routes in the city centre.
And of course, the ancient town of Elef-
sis, only a short drive from Athens, is
preparing for its stint as 2021 European
Capital of Culture.

FOR MORE INFORMATION

Anna-Maria Chatzidaki

Athens Development & Destination
Management Agency, City of Athens

Convention & Visitors Bureau

=><) INFO@ATHENSCVB.GR

%@ ATHENSCVB.GR




Value-Add to the Member-Experience
and Long-Term Sustainability

of Your Association By Moving Towards
Outcome-Orientated Events

Introduction

As the landscape of associations continues to change, we are experiencing
a transformation in the way we do business and the way we engage with our
stakeholders. The traditional motivators for members to join associations are for
learning opportunities and the formation of community connections. Association
meetings and events — where professionals from different sectors, disciplines and
geographies can converge around a focussed topic to accelerate the exchange
of knowledge, learning and professional development, is where these primary
motivators can be realised.

In this final chapter of Although increasingly challenged by competition from for-profit companies,
: | technological offerings that facilitate people to connect online, and national
ESAES regular segment, policies that may affect international travel for conferences, association meetings
Chloe Menhinick and events continue to deliver the face-to-face networking and learning experi-
shares with HO about ences that members value and thus will continue to be a, if not the key, forum in
event legacy planning which member value is reinforced.

differentiated stakeholder However, attendee preferences and expectations are evolving, and rapidly. As mil-
engagement & converging Iepnials irTcreasi.ngly dominate thg yvorkforce, t.hejse ch.allenges to the status quo
he offline & onlin will only intensify. Decisions to join an Association will be determined not just
the oftline & © € by the face-to-face networking and learning opportunities available but also by
experiences, and embracing values such as inclusivity, innovation, authenticity, legacy and impact. The event
the green generation. experience will similarly be determined by these values.

Keeping abreast of changing member expectations and what they mean for how
Association meetings & events are designed, will help ensure that Associations are
able to continue to deliver member value through the execution of exceptional,
memorable and legacy-affirming event experiences.



HQ #86 — ASSOCIATION INSIGHTS ©\

24

Deliver tangible results with

a positive impact through event
legacy planning and differentiated
stakeholder engagement

The increasing demand for more bene-
fits for the host destination and overall
positive impacts for all stakeholders
requires changing the ways events are
planned and implemented. By designing
a long-term structure for the event
with future goals, legacy planning will
become a vital tool to survive in this
more demanding environment.

As part of this process the building of
long-term partnerships and transparent
relationships to ensure both knowledge
transfer and economic impact for
associations will become a critical
component of work for Associations. In
this light, sponsors will increasingly be
engaged as key partners. Sponsorship
relationships and programmes will need
to be designed to help demonstrate
the authenticity of your Association’s
brand by engaging with your sponsors
as long-term stakeholders actively
contributing to delivering on your
Associations mission and vision.

Likewise, where events have in the past
often failed to engage or draw people in,
designing your event sessions towards

a specific outcome will help ensure
that sessions become thoughtful spaces
for dialogue and professional learning
and that the event become just one

point on a longer journey contributing
to your Association’s mission.

As event experiences will increasingly
be judged on their legacy, understanding
how to create value and just as impor-
tantly capture and communicate that
value and the legacy that the event is
leaving behind will become increasingly
necessary. For this, measuring the
success of your event will require
the introduction of metrics which go
beyond the traditional event KPIs to
also reflect your key legacy objectives.

Lead your association towards
the transition to Circular Economy:
Embrace the new green generation

The narrative in sustainability is in-
creasingly focusing on the concept of
the circular economy which has the
potential to solve the world’s mounting
waste problem by doing away with the
very concept of waste altogether. In-
deed, the transition towards a circular
economy is much more than just an-
other buzzword in the world of cor-
porate sustainability - start-ups and big
companies alike already are experimenting
with the concept to forge new business
models and buttress existing ones.

Millennials will be heavily involved in
the way the world achieves its circular
economy aspirations, and as millennials’
influence in Association life grows, they
will in turn become increasingly influ-

ential in how Associations shape their
sustainability frameworks in the future.
Their habits and expectations as socially
conscious consumers will mean that
organisations with better sustainability
credentials will gain a greater compet-
itive advantage over those with less
sustainable practices.

As major consumers in the events in-
dustry, Associations have an important
role to play in the transition to a circular
economy. Associations have no option
but to jump onto the circular economy
train that has already taken off and
start considering their event design
strategies within the circular economy
framework. This will require a step-
change in how they engage with host
city event bureaus and the key suppli-
ers across the entire breadth of the
event-design and management supplier
chain - from the food choices, waste
management, exhibition construction
companies to branding and signage.

Deliver on learning objectives
through quality content delivered
in exceptional ways

Innovations in how content is distribut-
ed and how it contributes to knowledge
sharing and learning is also driving a
paradigm shift in event design. In our
digital, networked society, people
share content more freely and are
pushing increasingly for open access;
the Freemium model has created



opportunities for quality content to
be accessed at no cost, forcing busi-
ness to move away from the traditional
content-for-cash approach to optimise
alternative revenue streams. Content
has become available through a myriad
of channels, virtual platforms and social
media. Alongside these changes, paradigm
shifts are taking place in the education
experience. Learning is increasingly
occurring through a mix of formal,
informal and experiential learning.

What does this mean for the event
experience? Content remains king
however it is no longer just a question
of what professionals are learning, but
also how they are learning. Association
events must provide for the coex-
istence of a plurality of approaches,
which consider the event delegate
as an active subject and not simply a
passive subject.

Association events will need to ensure
a blended learning approach forms a
central component of its content and
learning strategy — using new technologies,
social interaction and the sharing of
experiences to bringing an effective
knowledge sharing culture to life before,
during and after an event.

Use technology to empower
your delegates and extend
your influence

Obviously incorporating technology into
events is not new, but how delegates
expect to interact with it is. Instead of
occupying their attention, delegates
will expect technology to enhance
their experience by solving their prob-
lems, smoothly connecting them to
your content and deepening their en-
gagement with the network. Embracing
technological opportunities such as
Artificial Intelligence, Virtual Reality
and Chatbots to name just some of
the key emerging technological trends
in events, offers the potential to con-

nect your attendees with your event
more quickly and efficiently than ever
before. Where financial resources and
technical know-how is limited, form
partnerships with expert companies
occupying this space to ensure your
resources are spent most effectively
towards delivering on unique member
engagement opportunities.

Converge the Offline and Online
Experiences

Technological developments also offer
Associations the opportunity to use
events to engage non-attendees
through online activities. The live strea-
ming of sessions, live reporting and
soliciting questions from the online
community, can break the barriers of
not just time and distance, but also the
cost on a member’s ability to engage.

And so, Associations can embrace
technology to create virtual meeting
places and let virtual attendees actively
participate in discussions and the event
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journey. Digital hangouts can add a new
dimension to networking and interac-
tion. These hangouts can be accessed
at any time during the event to engage
other participants, speakers, and virtual
audiences. Importantly, this increases
accessibility for those who find it dif-
ficult to travel and extends the reach
of your Association to new audiences
in regions or demographics previously
under represented at your events and
in your membership.

Conclusion

Events are a pivotal opportunity to
showcase new global trends - in society
and in technology. As such, events
have the power to play a crucial role
in showcasing how Associations are still
relevant in today’s world. Associations
need to rise to the challenge of differ-
entiating themselves by delivering ex-
ceptional events which include oppor-
tunities for extended experiences both
offline in local communities and online
in the digital space.

They need to be able to demonstrate
the impact made on their bottom line
not just in monetary terms but also in
terms of the depth of their stakeholder
engagement and sustainability strategy.

They need to embrace technology as
a core component of their strategy
to empower delegates, enrichen their
learning experiences and extend their
influence to an online audience that
has the potential to reach far beyond
conventional audiences.

And finally, to meet the challenges
many Associations are facing in terms
of defining a unique member value
proposition, moving towards outcome-
orientated events will ensure that your
Association’s events continue to add
value to the member-experience and
long-term sustainability of your Asso-
ciation.
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" Membership Engagement
Leading Through Crisis

Jeffer London speaks with Dr. Patrick

Sweet about engagement and risk in the

missions of the Geneva Leadership Alliance.

See Jeffer’s blog about stimulating conver-

sation at JEFFER-LONDON.COM,

Risk-taking and risk exposure impacts engagement in peculiar ways. Patrick

Sweet sees this first hand, when he runs the workshops of The Geneva Lea-

dership Alliance. Participants often come from higher-risk environments.

Places where VUCA is very real and not a catch-all metaphor for ‘today’s

business environment’. Many lead in situations of crisis, come from situations

of crisis, or could be going back to the same. Leading in trauma and stress is

real. Yet people in these risky environments must take risks themselves, to

lead crisis effectively — which requires keeping others engaged, and often

taking risks themselves.

JL: What is effective, rational risk-tak-
ing? Does it encourage people to take
risks?

PS: In crisis situations (wildfires, floods,
mass refugee movements, hostage in-
cidents, armed attacks, peace-building
efforts, and the surfacing of human
rights violations in your organisation),
one is forced to lead risk. Risk is ‘having
to take an action of considerable con-
sequence, on limited information’. The
key elements here are: having to and of
considerable consequence with limited
information. Otherwise it’s not ‘forced’
or even risk-taking at all. Effective
risk-taking is also far more than having
the courage to take risks (though that
is a part).

JL: What makes some people more
comfortable with risk?

PS: We each have different ‘risk-taking
profiles’. Do you take risks? Would your
risks look risky from my point-of-view?
Is confrontation risky? What about re-
covery plans? Risk-taking is all very

relative. When leading in volatile situa-
tions, things quickly become clear and
amplified by the fact that you must take
action of consequence on limited infor-
mation, often and fast. Learn to lead risk
in crisis and you can lead well in many
simpler circumstances, so long as you
discern between what has slipped into
crisis and what is simply a tough set of
choices.

JL: How does individual risk-taking fit
into organisations?

PS: Let’s add a layer of complexity to
this crisis and volatile context. You must
not only take risk, but you must have
your team engage with you. Even teams
of teams. Risky decisions of varying
consequence must be made in both dis-
tributed and centralised manners in cri-
sis teams (or teams of teams). This lifts
your leadership and engagement chal-
lenge to understanding and leading col-
lective risk-taking behavior. Collective
risk-taking behavior that engages rather
than frightens teams and individuals is
far more than merely the sum of indi-

vidual risk-taking profiles in a team or
the so-called courage of a given leader.
You need clear risk management AND
risk leadership that works both collec-
tively and individually.

JL: How can an association develop
a better way to lead through risky
situations?

PS: The Geneva Leadership Alliance has
developed a series of simulations and
training experiences to learn to lead
in volatile/crisis contexts. One key ele-
ment we can share is that there are spe-
cific behavioral drivers that guide group
culture and behavior:

1. Decision-making styles impact
shared direction.

2. Polarities (situations where there
is no right/wrong answer, just
tension) plague necessary ad
hoc alignment.

3. Conflict styles impact commit-
ment in the team’s culture.



JL: Where does leadership fit in the
scenario?

PS: Embedded here is a well-known but
less ubiquitously practiced collective re-
lational view of leading. This collective
relational view of leading defines leader-
ship by focusing on ‘outputs’ rather than
‘inputs’. The ‘outputs’ are the shared,
team production of Direction, Align-
ment and Commitment. Alignment is
often where leadership breaks-down in
most all circumstance, but alignment is
especially tested in crisis.

JL: So, leaders need to focus on the
ensuring the outputs of Direction,
Alignment & Commitment. What
about the inputs?

PS: The input view of leading focuses on
competencies, risk-profiles, and other
individual characteristics. These are im-
portant, yet an over-focus on these in-
puts to the neglect of DAC outputsiis like
training a football team to perform as
individuals. They may be the best, even
stars individually, but a team focusing
on shared outcomes and team practices
will outlast and out maneuver a team of
individuals.

JL: Can you give me an example?

PS: One exercise we do with teams
dealing with crisis helps them collec-
tively recognise the chronic tensions
at play, and lead them as tensions and
not as problems to solve. For example,
imagine you work for a health ministry.
You receive information of several peo-
ple falling ill in what looks like a flu virus.
You also have information that it may be
related to a food-packing company. It
will take probably 12 hours to sort-out
if it is coincidence, or if it is indeed
source-localised to the food-packing
company, AND you receive social media
news that it is an airborne, viral attack
being claimed by a radical group. What/
how much do you share with the pub-
lic? Too much information, or the wrong
information, and lives or the company’s
existence, and even your ministries rep-
utation are all in the balance.
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People on your team have different
views. Some say ‘the public must know
all to protect itself’. Another view, ‘the
public needs only know the truth..wait
until you have it’. However, wait and
people will fall ill and people will ask
why they were not informed. If it is an
‘attack’, consequences could be even
worse. Etc. Or maybe it is indeed ust’
a coincidence of an aggressive flu virus.

JL: How does an experience like that
impact leadership?

PS: This kind of tension has no clear
answer without full information. Based
on real incidents, it is not unusual for
the real truth to take days to deter-
mine, much less disseminate. Having
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your team aligned and committed while
taking the best decision, is less related
to the ‘profiles in the room’ and more
closely related to their collective abili-
ty to lead in tension. Recognising these
tensions brings about wise decisions,
and avoids rushing into to short-term
fixes.

Thank you Patrick Sweet, for taking
time to talk about how your work at the
Geneva Leadership Alliance develops
leader’s capacity for leading through
crisis. You very well may be hearing
from HQ readers curious about how
you improve trust, communications
and the ability to lead through risk.

The Geneva Leadership Alliance is a joint venture between
the Center for Creative Leadership ( CCL.ORG ) and the
Geneva Centre for Security Policy ( GCSP.CH ).
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When associations decide to expand
their focus from national or regional to
global, they have a long list of strategic
decisions to make and organisational
restructuring to carry out. When they
think of recruitment, they usually focus
on the logistics rather than the impact
on the organisational culture.

Diversity is a buzz word and most
association leaders will tell you they
already cherish diversity in their teams.
Only some, however, really walk the talk.
Mainly because it is more difficult than
it sounds. It becomes even harder, but
also more important, when embarking
on a change path towards a truly global
organisation.

Why?

It is hard because contrary to the old
saying that “opposite attracts”, we tend

to surround ourselves with people that
are similar to us, often falling prey to
unconscious bias. We all have biases,
and they are not easy to counter but
working on your self-awareness is a
good place to start.

It is hard because when coming from a
European melting pot for example, such
as Brussels, we tend to believe to be
very inclusive and international, already.
Europe is indeed very diverse, but the
world is even more so. When considering
going global, try launching projects with
sister associations from other parts of
the world to challenge your assump-
tions and broaden your horizons.

Finally, review your in-house recruitment
process or engage with external advisers
to make sure you identify what “diversity”
means for your organisation. Then, build
your job descriptions accordingly to

attract diverse talent; and set your
assessment criteria to avoid bias when
choosing the successful candidates.

It is important because when your
organisation is global, your audience is,
too. And as a responsible organisation
leader you want to ensure that your
team and your work represent your
stakeholders as broadly as possible. It will
not only increase the team’s creativity,
it will help you properly understand
the needs and the pain points of your
clients, and craft adequate solutions.
Ultimately, it may just be the key to your
global success.
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Exceptional Penang

The story of the convention bureau of the State of Penang is quite
interesting. Established just three years ago, it has already conquered
a part of the world. This is largely due to the BE @ Penang event
organised by the Bureau every year. The third iteration of this event,
titled BE Exceptional, was held in early December 2018. And | am
more than glad that I had the opportunity to attend this convention
that has a good programme from start to finish.

Marcel A.M. Vissers reports

THE TWO PEARLS
IN PENANG’S CROWN

Penang’s first asset is the location of
its 285km? island, in north-western
Malaysia. Pulau Pinang is also sometimes
called the Pearl of the Orient and one
of Asia’s best foodie capitals. For many
years, | actually thought Penang was
also a city but this is a misconception.
Colonial George Town is the island’s
actual capital and a UNESCO World
Heritage Site. | would love to visit this
city again because there is so much
to see and do. The second pearl is the
Setia Spice Convention Centre, mainly
famous because it’s the world’s first hy-
brid solar powered convention centre.
This is also where BE @ Penang was
organised.

A PROGRAMME FOCUSING
ON EXCELLENCE

The excellent speakers from different
fields that were invited to this year’s
edition included a few media person-
alities to ensure a great ambience in
the hall. Keynote speaker Nina Freysen-
Pretorius, outgoing president of ICCA,
set the tone on the first day with her
speech titled “Conquering the Mountain,
my journey through business events as
PCO in South Africa to the President of the
ICCA Congress”. Mike Cannon, the former

SEO of the Sarawak Convention Bureau,
was praised for his presentation on
“Second Tier Destinations: To reinvent
the wheel or to follow the proven way?”.
| was privileged to chair the panel dis-
cussion about two superpowers in the
meetings industry, “China and India
- what makes them tick and how can |
woo them?”, sharing my insights on the
two of the largest outgoing travel and
business events markets in Asia. The
conclusion to both questions: There still
remains a lot to be done, but Penang is
on the right track after only three years
from the opening of the Bureau.

Yasmin Bathamanathan, Manager of
Marketing & Communications at the
Penang Convention & Exhibition Bureau
was applauded during her welcome
address to the Media Workshop. She
started by saying: “Editors receive hun-
dreds of press releases every week. What
is the right format for a Business Events
press release, so it makes the news?”.
This workshop was not so much about
talking as about putting the attendees to
work and think about their relationship
with media. Twenty groups were asked
to draw up an attention-grabbing press
release based on guidelines. The work-
shop was an overwhelming success and
| think we will soon be receiving some
real gems in the form of press releases
and official communications. And of
course BE @ Penang wouldn’t be the
amazing convention it is if it didn’t end
with a spectacular and special event, in
the rooftop garden of the Setia Spice
Convention Centre where attendees
sampled Penang’s many flavours until
the wee morning hours...

BE @ Penang 2018 had just barely end-
ed and Ashwin Gunasekeran, CEO of the
Penang Convention and Exhibition Bureau,
was already hard at work to prepare the
4" iteration of this conference in 2019.
Read on for my short talk with Ashwin,
to find out how he pulled off Penang’s
amazing rise in such a short time.



HQ: How was it like to build
PCEB from scratch?

AG: P've always worked in Penang but |
was born in Kuala Lumpur. On 2 Janu-
ary 2016, the government tasked me
with the establishment of the Penang
Convention & Exhibition Bureau. | didn’t
hesitate for a second and immediately
started to draw up a five-year plan. We
had neither an office, nor furniture but
worked in a small space that was made
available to us by the tourist office. The
early years were not exactly easy but
now we have superb offices and a ded-
icated team of 15 employees who are
working hard on the development of
Penang’s future.

How did the first year go?

I spent months visiting all the partners
and requesting data from them about
conventions. This wasn’t always an easy
job because hotels just don’t like to
share their data. Ultimately, we collected
data about 1,250 meetings, accounting
for 800,000 Ringgit (€168,000). The
second measure | took was to set up an
educational platform that culminated in

the ‘BE.model” which has since become
very well-known. The theme of our first
convention was BE Engaged. | think the
main thing | wanted to achieve was a
synergy with all the stakeholders. The
Penang team and Penang as a destina-
tion were my priority and the primary
building blocks.

Did this strategy work?

Most certainly. The second year we set
up BE Empowered, with the purpose of
emphasising Learning. The theme of the
conference you just attended was BE
Exceptional, or the power of top-class
service. | already know what’s the theme
of next year’s convention but | can’t
divulge it yet.

Are you satisfied with the results
after the first three years?

| am very happy with the team. | was
able to submit excellent figures to the
partners. Currently the figure stands
at 2,511 meetings, or a total amount of
1.002 billion Ringgit (€211.8 million). But
we won’t stop here, we intend to perse-
vere. On to BE.2019.

DECEMBER 2018

SETIA SPICE
CONVENTION CENTRE

The World Class Integrated
SETIA SPICE Convention Centre
has a 4,500m? pillarless ballroom,
with unobstructed views of the
stage. It can accommodate 400

round banquet tables or 8,000
seats, in a theatre set-up, for any
conference. The grand ballroom
is a truly unique event space that
offers a lot of flexibility, including

a modern retractable partition

system so the space can easily
be divided into four smaller halls.

For bigger events, the grand ball-
room is fronted by a capacious
2,000m?. grand foyer, that can
be extended to accommodate

another 150 round banquet
tables, or can be used as an
overflow space for mingling
and networking during events.
The elegant grand foyer
enhances the transition,
with its natural ambient lighting,
creating a stunning and friendly
space for interaction.

31



The Power of Live
Cvent CONNECT Europe 2018

After the sell-out success of the inaugural event in 2017,

the second annual Cvent CONNECT Europe doubled its size,

to more than 1,000 meetings, events, and hospitality professionals
converging in London’s Business Design Centre for two days

of in-depth product-training and knowledge transfer sessions

led by Cvent experts and industry influencers.

Ken TJ)X reports

The power of digital is at Cvent’s core
and the power of data is their strength
- fused together to power efficient
experiential events (because the power
of relationships goes beyond the screen,
clicks and shares). Themed “The Power
of Live”, the event delivered and show-
cased the positive impact live events
have in the MICE industry, and provided
a brilliant opportunity to explore and ex-
perience Cvent’s market-leading event
and hospitality management technology.

Held in a historical Crystal Palace-in-
spired building (opened in 1862), the ven-
ue provided a refreshing and light-filled
setting for ‘The Innovation Pavilion’, a
hands-on live-demonstration of Cvent’s
latest product enhancements and in-
novations, such as the next-generation
flagship event website and registration
solution. The new experience “Regis-
tration Reimagined” empowers event
professionals and marketers to have
total design control, by enabling them to
create completely customised, mobile-
responsive event websites in a user-
friendly, drag-and-drop site designer.

Cvent CONNECT 2018 was a well-brand-
ed holistic experience throughout the
pre, during and post event’s digital
touchpoints. | personally enjoyed using
the mobile app, which received an in-
credible adoption rate of 98%. It adds
interactivity and encouraged participa-
tion for the attendees, with functions
like personalised event schedule, in-app
messaging with other attendees, push
notifications and live polls during pres-
entations which kept the engagement

going.

The event provided attendees with 60
educational sessions covering the best
practices and latest industry trends. The
Women Leader Panel found its spotlight
in the technology event where two of
three keynote speakers are women.
Kate Ancketill, Founder and CEO of GDR
Creative Intelligence, showcased some
inspiring ideas from experiential brands
and lessons to manage today’s rapid-
ly changing expectations. The Former
Director of White House Events, Laura
Schwartz, shared six valuable points of
her secrets to building powerful, effec-
tive partnerships through live events.

¥ Laura Schwartz




Inclusivity for a Higher
‘Return on Experience’

As the former White House Director of Events, Laura Schwartz created a wealth of events that represented
a nation. She arrived at the White House (without political connections) at just 19, as a volunteer to answer
phones in the press office, and quickly climbed her way up the ranks as a Staff Assistant, the Midwest Press
Secretary, the Director of Television, and ultimately the White House Director of Events. Here's HQ magazine's
exclusive interview with Cvent CONNECT Europe 2018’s keynote speaker Laura Schwartz.

HQ: What is the most important take-
away from your experience as the
White House Director of Events for
the Clinton Administration?

LS: To be inclusive - inclusivity in the
guestlist to topics and overall event ex-
perience. My mantra is ‘We don’t host
events, we host guests’, and every ele-
ment of an event should work for the
guest experience, not fighting against
it. If it’s too loud to talk to one another
when people are there to do good net-
working, you’ve lost the opportunity for
them.

I really believe that as a host we can cre-
ate events that are both enjoyable and
productive, with a lot of opportunities
for conversations to take the message
of the event further. Guests want to
turn relationships into partnerships, so
always keeping the guests’ perspective
in mind is the number one thing I've
learned in the White House.

In relation to planning and producing
events, we are so used to measuring
by R.O.l. even though we can’t have a
straight R.O.I. for events. A better way to
measure is R.O.E., the ‘Return on Experi-
ence’, which is essentially what we are
creating. Instead of just being a guest,
make them a participant and let them
experience the event. Creating that ex-
perience goes back to my number one
thing of being inclusive - knowing their
needs and wants, and pay attention to
what gets the highest rate of R.O.E.

Can you share an event design tip
with regards to navigating around
cultural and political sensitivities, and
conflicting stakeholder interests?

Don’t be afraid to ask ahead of time. |
think asking the delegation ahead really
shows that you care about making it a
great experience and you don’t want to
assume anything when it comes to cul-
tural planning. There are a lot of cultural
assumptions, like we automatically think
what someone of a certain religion will or
won’t consume. Decrease your margin
of error and leave as little to chance as
possible, have a conversation about it
and you’ll know how defined you have
to make certain aspects.

Your book “Eat, Drink & Succeed:
Climb Your Way to the Top Using the
Networking Power of Social Events”
highlights the networking power
of professional and personal social
scenes, can you share with us some
insights from the book?

The book is all about the fact that we
can all be positive, productive and pow-
erful networkers without being manip-
ulative. Networking is not about what |
can get from you, but what | can do for
you (it’s really through helping others we
can achieve ourselves). You never know
when the next conversation will be one
to change your life or someone else’s,
so be prepared to have a conversation,
and be open and welcoming to anyone.

Before you go somewhere, think of a
great conversation starter that does
not include the weather or time of year.
Look up for the history of the building
or something exciting that happened
there. It’s a small thing that you can do
and have something to bring up to make
a good impression. It’s not about how
many business cards you give out or
collect, but about how many meaningful
conversations you have.

In your opinion, what do you think
can be improved in the meetings and
events industry?

One element that can be challenging
due to our “next” event that is always
right around the corner - is time for an
internal and external recap. As soon as
an event is over you always chat about
what happened, what almost went
wrong and so on but | believe it is critical
to carve out time post event to honestly
talk about that event - it is the secret
to making your next one even better. |
always liked to go through small details
as well as the large components from
entrance to exit as to what worked and
what could have been done better or
maybe just differently with the staff/
volunteers. And, it is important that the
recap goes beyond your office walls as
well. | encourage everyone in the indus-
try to reach out to some of the guests
you may be more familiar with to un-
derstand what they liked or didn’t from
their perspective which may line up with
yours internally or give you a whole new
view! It all goes back to planning for the
guest and message at hand.
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Successful event design is based on critical elements of sound business practice. Effective and disciplined
approaches to managing an event do not necessarily involve following trends blindly. Without under-
standing the core goals and objectives defined at the commencement of the event planning process,
and agreed to, by all key event stakeholders, no matter how inviting a particular trend or fad is, the event
success may not be realised. For successful event design, consider the following six elements critical for
intelligent event architecture.

THE BUSINESS CASE
OF EVENT DESIGN

Associations are traditionally conserva-
tive by nature. Trends or change and the
possible increase in costs need to be
accompanied by a clearly defined busi-
ness case detailing the outcomes and
benefits to delegates (the association’s
members ). A balance between traditional
and new delivery methods can cater to
those people who are resistant to alter-
ing tried and true event delivery styles.

EVENT DESIGN & THE
ADOPTION OF TECHNOLOGY

The adoption of hybrid or virtual ele-
ments to an event can certainly trans-
form the more traditional event deliv-
ery mode. Digital presentations, video
streaming, online group chat rooms

and importantly delegate work spaces
with fast, free internet can ensure that
your delegate will be able to function
within two roles - as an attendee and
as a person who has responsibilities to
their own work. Accepting that dele-
gates need to do their eal job” while at
a conference and enabling them to be
able to do both easily is critical. Work
stations, broadcasting of sessions in a
public space with headphones allows
the delegate to ‘multi-task’. This use of
technology within the event space has
become not necessarily a trend, rather
than an improvement with event design.

FINDING THE RIGHT PARTNER

For an association whose event is
outside its geographical location,
finding the right partners to assist
with the journey is essential for good

event design. Important considerations
for this event objective may involve in-
vestigating whether there is a strong lo-
cal market for the event, a willingness
from the local association to host the
event, and government support, which
may also be aligned with a city conven-
tion bureau. Convention Bureaus that
will assist with either manpower or fi-
nancial assistance to build on the dele-
gate base are looked upon favourably by
associations.

EVENT DESIGN & ROI

Importantly, 30% of the delegate base
should come from the local market.
This aspect assists with the financial
risk calculation of the event and forms
the early event design planning stage.
Convention bureaus have extensive
knowledge and experience with such



factors of economic impact, delegate
spend (the delegate dollar multiplier) and
excellent networks with a range of local
organisations, educational and scientif-
ic communities. Associations that lev-
erage this relationship with convention
bureaus can also gain access to impor-
tant tools and strategies. This experi-
ence base with bureaus may boost the
overall event design and combine with
particular current and future trends
that perhaps fit within the overall event
objectives and goals. However, caution
and careful analysis of these proposed
strategies and activities is paramount.
By combining links with government
and city bureaus, associations can gain
greater access to local communities,
which in turn may result in increased
interest and possible avenues for spon-
sorship.

ENGAGING THE COMMUNITY

Community awareness of non-mega
events being hosted within a local city
has, traditionally, been limited and gen-
erally invisible. For the majority of small,
medium and large events, community
engagement pre, during and post event
is absent. For many associations the
prime focus, energy and resources are
directed at the delegate. Generally, as-
sociations get on with doing the job and
they don’t spend a lot of time commu-
nicating with their local community with
what is on and the contribution it makes
to the local community. Associations
and PCOs are very good at talking “to
themselves” but need the expertise and
access that convention bureaus, local
governments and venues have to main-
stream media to tell the community

what happens in their city and their
venue. Associations and PCO’s need to
be the champion of getting this mes-
sage out to the wider community. This
element, however, comes with a time-
resource-cost imperative, and therefore
needs to be part of the event design
goals and objectives.

EVENT DESIGN &
RISK MANAGEMENT

Embedded within any effective event
design is the adoption of critical risk
management identification, analysis and
mitigation strategies. Risk management
policies, procedures and education/
training should flow out of the identifi-
cation of the need for the implementa-
tion of risk management as an element
of the goals and objectives of event
planning. Unfortunately, there is nothing
‘trendy’ or ‘cool’ about adopting risk
management as a core element within
event design - however it is vital. The
success or failure of your event may
be predicated on the risk platform sup-
porting the event process. This risk plat-
form developed for the event should
form the basis of identification of ‘pain
points’ or weaknesses that may impact
on plans or trends to be implemented
within the event.

Early detection of risks that may limit,
impede or harm the event should reduce
future issues relating to cost blowouts,
non-compliance matters, legal action,
or negative media scrutiny coverage.
Realistic expectations need to be made
within a risk management context. For
example, all too often local associations
involved with an international associa-

tion have to reconcile the demand for a
percentage of the revenue for the inter-
national partner regardless if the event
turns a profit or not. Many international
associations will not share the risk even
when their demands are made to the
local organising committee. There needs
to be a balance and an open and honest
communication channel between all the
stakeholders so that all the groups have
an opportunity to make money.

Therefore, given that the reporting of
risk events such as political, social, eco-
nomic or environmental in nature have
become a frequent source of interest
to the media, government, communities
and the business sector, it makes good
event management sense and practice
to not only ensure that risk management
is both visible and practical. Whether it
deals with venue selection and access,
safety and security for the event, food
handling and delivery, or event content
conflict with opposing groups or com-
munities, risk management is not an
option, it is a non-negotiable require-
ment. Associations, bureaus and venues
can’t control or know of all risks for
their event. Nor can they control risks
that might happen outside of their
event environment. However, sound
event design ensures that all relevant
stakeholders in the event understand
and are aware of the potential possibili-
ties for something to go wrong.

This risk management philosophy takes
onboard the colloquial terms of dealing
with the ‘known knowns’, the ‘known
unknowns’ and the ‘unknown and un-
knowns’ - to paraphrase Donald Rums-
feld. Pre-warned is pre-armed.

IAPCO represents today 133 companies
comprised of over 7500 professional congress
organisers, meeting planners and managers
of international and national congresses, con-
ventions and special events from 41 countries.

EMAIL
INFO@IAPCO.ORG

WEBSITE
IAPCO.ORG

The article was provided by the Interna-
tional Association of Professional Congress
Organisers, author Sarah Markey-Hamm,
Chief Executive Officer, ICMS Pty Ltd,
Melbourne, Australia. ICMS, established
in 1969, is a boutique conference manage-
ment company that specialises in forging
long-term relationships with its clients
culminating in outstanding successes for
all stakeholders.

WEBSITE
ICMS.NET.AU
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What Do

You Do

When the
Unexpected
Happens?

You are sitting at your desk, preparing the final mate-
rials for your organisation’s Annual Meeting that is just
two weeks away, when your phone rings. You answer,
and a very friendly voice says that he is the General
Manager of the hotel at which you are going to hold

your upcoming meeting.

(Note: If there is one thing that | have learned in my
many years of association management and meeting
planning, it is this: when it’s two weeks before your
Annual Meeting and you are getting a personal call
from the General Manager of your meeting hotel,

it is NOT going to be good news.)

=

=

ABOUT THE AUTHOR

Mark Levin, CAE, CSP has more than 20
years of experience as an association exec-
utive and is also an internationally-known
speaker and consultant to the nonprofit
and association community. He currently
serves as Executive Vice President of the
Chain Link Fence Manufacturers Institute,
an international trade association, and as
President of B.A.l, Inc., his speaking and
consulting firm.

He can be reached at
MARK@BAILEADERSHIP.COM

or via his website at
BAILEADERSHIP.COM

The GM starts off telling you how much
he was looking forward to hosting your
meeting (note that he said ‘was’), but
that he needed to inform you of a sit-
uation.” It seems that his hotel was the
target of strike by a couple of local ho-
tel workers unions, and they had walked
off the job. That alone would have prob-
ably caused your meeting to run a little
less smoothly but there wouldn’t be too
many inconveniences. The real problem
he continued, was that the other em-
ployees refused to cross the picket lines
of the striking workers, so the hotel was
being run strictly by administrative per-
sonnel (probably none of whom could
make a bed or cater your meeting).

Given that it was too late to try to find
another hotel, and they couldn’t guar-
antee what level of service they could
provide, he was offering a you chance to
cancel your meeting with no penalties.

| told you it wasn’t going to be good
news.

We all have contracts with cancellation
clauses that cover things like natural
disasters, strikes, wars, etc. The problem
is these clauses almost always address
the financial concerns and liabilities, but
we (association executives) have to deal
with much more than just the money.

Our organisations have a lot of actual
work that gets done at these meetings.
We have speakers that have been se-
cured; we have Annual Business Meet-
ings required in our Bylaws; we have
Boards and officers that have to be
elected; we have trade shows that have
been scheduled for years in advance,
and the exhibitors are not only a huge
part of our budgets, they are also our
partners in providing value to our mem-
bers.

I could go on and on.



Not to be trite, but it is fact that we live
in a very uncertain world. No one likes
uncertainty, but we have to deal with
it. Here are some things | would rec-
ommend you think about as (it seems)
uncertainty is now the norm.

ALWAYS HAVE A PLAN

This doesn’t mean just having insur-
ance to cover financial losses. It means
having a full checklist of things that will
need to be done if (heaven forbid) the
event - any event - gets cancelled. Ask
yourselves questions such as:

Who will notify everyone?

In what format?

Is your legal counsel being consult-
ed at all appropriate steps?

What part does each staff person
have?

Who has the authority to make
which decisions?

How much input does your volun-
teer leadership have?

How (and who) do answer your
members’ questions about what
they need to do?

How are refunds going to be
handled?

What’s the time frame?

DON’T MAKE ASSUMPTIONS

Just because you have a plan, don’t
assume everyone knows what it is and
where to find it. Cancellations are not
unheard of, of course, but they do hap-
pen fairly infrequently. There has almost
certainly been a big turnover of staff,
and definitely volunteer leaders, since
your plan was created. Be sure to review
it as part of your meeting preparations

with everyone necessary. Check to see
if anything needs to be updated, etc.

TEGRATE YOUR PLAN
INTO YOUR ORGANISATION’S
MANAGEMENT STRUCTURE.

Go back and look at your organisation’s
Bylaws and Policies. When was the last
time they were updated? Do they still
have terms in them like ‘members must
be present and voting” to conduct busi-
ness or hold elections? Why not change
them to anticipate cancellations and al-
low for electronic voting in certain sit-
uations?

AVE OPTIONS READY FOR
YOUR MEMBERS/ATTENDEES

Part of your plan should include (where
appropriate) a way to give your mem-
bers at least a part of the value they
would have received by coming to the
meeting/ event/ conference. Can you
schedule an online educational package
so members can hear and see some of
the speakers at a future time? Could
you work with exhibitors to do product
and service showcases before orfand
after the educational sessions? Could
you hold the Annual Business Meeting
online with voting and question and an-
swer options?

RY TO TURN THE
POTENTIAL DISASTER
INTO SOMETHING POSITIVE

Are there really any positive outcomes
of a cancellation? Nothing is going to
replace the excitement or professional
value of your meeting, but there are a
couple of things to consider.

A | When you develop a cancellation
contingency plan, get your insurance
carrierfagent to be a part of the discus-
sion, or at least send him a copy and ask

for suggestions. If you have a plan, and
not just a policy, you may be able to ne-
gotiate a lower rate on your insurance.

B | Instead of only asking members how
they want their refund, ask them if they
want their refund. Could you offer them
the choice of a refund or having the re-
fund credited toward their registration
for the next Annual Meeting (or another
event)?

Once your staff financial officer and
accountant get up off the floor, remind
them that yes, there will be a lot of
bookkeeping to do to keep the mon-
ey straight, but there will be a lot of
bookkeeping to do to refund it, too. By
offering the credit option three things
happen: one, your cash flow problems
may not seem so bad; two, you now
have (potentially) a lot of attendees
pre-registered for next year; and three,
when those who take the cancellation
credits fill out the registration for next
year’s event, you send them a credit
memo (“Don’t forget to deduct the fees
carried over from last year”) rather than
an invoice. Risk management is all about
anticipation. Try to envision everything
that could possibly go wrong, and then
think about what you are prepared to
do if it does.

If you are like me, you probably have
some work to do.
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Russia
Open to

the World

MOSCOW, A WONDERLAND

It has been nearly four months after
the FIFA World Cup, but | could still feel
the lingering warmth of the event. The
Nikolskaya street where FIFA fans cele-
brated the victories of their teams leads
us to the world-famous Red Square, lo-
cated perfectly in the core of Moscow,
gathering most of the city’s significant
relics such as the walls of Kremlin, the
state history museum, GUM Shopping
centre etc., and of course the iconic
Saint Basil’s Cathedral should not be
missed. Its multicoloured fusion of the
onion domes reminds me of a wonder-
land of colourful candy floss and creamy
ice creams.

We checked into the Crowne Plaza
Moscow World Trade Center Hotel,
which is located in the heart of Moscow.
The hotel is connected to the Congress
Center of World Trade Center, pos-
sessing 30 meeting halls and 14 restau-
rants with seven types of international
cuisine. Providing the optimum conven-
ience for any kinds of events, it earned
its well-deserved moniker of a ‘Business
Living Complex’.

A towering giant sits across the Moscow
River - the second tallest of the neo-
classical Stalin-era ‘seven sisters’ - the
Radisson Royal Hotel, also known as

the Ukraina. Built in 1957 and renovated
in 2010, there are 57 original sculptures
from the Soviet Union Era decorating
the hotel. 497 stylish rooms and luxu-
rious suites reflect the elegance and
iconic architecture of the historic build-
ing. Most importantly, the Mercedes Bar
on the 31 floor (with a panoramic view
of Moscow) is an irresistible selling point.

The Expocentre is just a convenient
five-minute drive from our hotel. A
proud member of the International
Congress and Convention Association
(ICCA), as well as the International Asso-
ciation of Convention Centres (AIPC),
the Expocentre devotes tremendous
efforts into MICE events from home
and abroad.

Featuring 32 modern multifunctional
halls equipped with state-to-the-art au-
dio systems, Expocentre has attracted
large events, such as the 4™ Forum of
Russian and Belarusian Regions (which
President Putin has taken pa rt in); the
68" FIFA Congress; and other large cor-
porate events with up to 8000 delegates
in banquets, etc. My favourite meeting
hall is the 12,204m? Pavilion Number 1.
The pyramid-shaped glass roof provides
natural light during the day and let stars
light up the place in the night.

HQ’S RECOMMENDATIONS

Radisson Royal Flotilla Yacht

Seeing all the significant sights of Moscow
on a 2-hour yacht trip while enjoying

a delightful meal, isn’t it appealing?

E: INFO@RADISSON-CRUISE.RU

W: NEW.RADISSON-CRUISE.RU

Zaryadye Park - Media Centre

If you are a fan of 3D experience, the
“Flight to Moscow” in the Media Centre
will make your day! Are you ready to fly?

E: PARKZARYADYE@CULTURE.MOS.RU

W: ZARYADYEPARK.RU/EN




EKATERINBURG,
A NEW RISING STAR

Regarded as the gateway to Asia, Ekat-
erinburg is situated in the centre of the
Eurasian continent and it ranks as Rus-
sia’s 4th largest city. It is also the larg-
est cultural, scientific and educational
administrative centre in the Ural region.

The Ekaterinburg Arena Stadium was
built in 1957 and fully renovated (ac-
cording to FIFA standard) in 2017. Where
modern meets history, the Arena kept
the monumental walls from the original
Soviet building and constructed their
state-to-the-art stadium on top. With a
capacity of up to 35,000 seats, includ-
ing 12,000 temporary seats, the Arena
successfully held four FIFA intergroup
matches this year.

As the candidate of the World Expo
2025, Ekaterinburg is ready to put on a
show. Ekaterinburg-EXPO is the larg-
est exhibition centre in the Ural region.
It offers a charming combination of up-
to-date exhibition space and convenient
location for international delegates, (to
spice up your expectation) they even have
a unique helicopter landing site at your
disposal!

For a quick stopover in Ekaterinburg,
the Angelo Hotel in the airport is the
ideal choice. The hotel management
team is committed to organise inno-
vative and creative events. The Angelo
Hotel is surely a favoured event venue
with nearly 500 events per year.

DID YOU KNOW?

After the match between Japan
and Senegal (which took place in
the Ekaterinburg Arena Stadium),
not only all the Japanese fans
kept their area tidy, but the
dressing room of the Japanese
team was clean as a whistle.

The Angelo hotel hosted a group
of Peruvian fans during FIFA
World Cup. After their defeated
by France, nearly 200 heartbroken
Peruvian fans arrived at the hotel
lobby. No Russian meals could
satisfy them but hamburgers and
fries, so the magical hotel kitchen
prepared 200 sets of hamburg-
ers and fries within 2 hours and
served drinks till 6am to mend

all the broken hearts.

ROSTOV, A CITY ON THE DON RIVER

Southern Russia’s largest and most cosmopolitan city, Rostov-on-Don,
has one million inhabitants overlooking the beautiful Don river. It is the
gateway to the Northern Caucasus region, and one of the eleven host
cities of FIFAWorld Cup.

The VertolExpo (connected directly to the Topos Congress Hotel),
moves ahead with a philosophy of creating an effective journey for
event organisers. Equipped with 3 exhibition halls and 12 conference
rooms, VertolExpo won awards in the category “The best regional con-
gress centre” among the organisations of all regions of Russia in 2013.
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SOCHI, A NATURAL BEAUTY

Facing the north-eastern coast of the
Black Sea and sprawling along the Cau-
casus Mountains, Sochi, the second
longest city in the world, President Pu-
tin’s personal choice for confidential
meetings on his private yacht.

We arrived in a rainy night when the city
was peaceful and quiet, and checked
into the Golden Tulip Hotel next to the
Sochi River. Having travelled from cos-
mopolitan cities, the sound of the rapid
flowing river provided much-needed in-
ner peace.

The next day, the country’s main resort
city revealed its beauty under the sun.
Thanks to the natural advantage of
the location, Sochi successfully held
the XXII Winter Olympic Games and XI
Paralympic Games in 2014, and inherited
cutting-edge sport facilities in the
coastal and mountain clusters. Moreo-

ver, the Russian Formula 1 Grand Prix in
Sochi which started from 2014 will run
(at least) till 2020. Sochi has proven its
successful transformation from a tour-
ism destination to a business event city.

The city’s infrastructure was built in har-
mony with the natural attractions. The
Rosa Hall Center located in the Rosa
Khuntor Resort area is one of the main
multifunctional ~ convention  venues.
During the visit, the 70" meeting of the
Convention on International Trade in
Endangered Species of Wild Fauna and
Flora (CITES) Standing Committee was
taking place in the centre with over 700
participants. The welcome hall on the
first floor can host up to 1,400 people in
cocktail style, and the second floor cov-
ers a meeting space of 1,000m?2, with 10
breakout meeting rooms. The 5-star Ra-
disson Blu Hotel is just a 5-minute walk.

The Social and Cultural Center Galaxy
is a fun zone where your excitement will

be lit up immediately as you stand on
the LED floor of the glowing galaxy with
a gigantic gently-rotating planet hanging
above the entrance lobby. You'll find a
big conference hall for up to 950 people
(in theatre style) and a rooftop terrace
for welcome reception with the pano-
ramic mountain view.

In 2017, the Gorky Gorod mountain re-
sort welcomed its first world-class en-
tertainment venue - Sochi Casino. The
concept of this project was inspired
by the best casinos in Las Vegas. Their
seven individual luxurious VIP gaming
halls and the biggest conference venue
which can accommodate up to 2,000
delegates make it a stand out. Also
worth a mention is the stunning Brunel-
lo fine dining restaurant in the casino
which offers an unforgettable and gor-
geous fusion Eurasian cuisine - give
their Burrata with spicy plum and sweet
cherry confiture a try and you will know
what | am talking about!



During the General Assembly at the
57" ICCA Congress in Dubai, ICCA an-
nounced FIEXPO Latin America as the
first “ICCA Language Champion”, mark-
ing the launch of ICCA’s first venture
into providing multilingual services to
its members. Providing Spanish transla-
tions of ICCA’s most important advisory
publications and digital resources, the
“ICCA Language Champion” programme
will ensure more ICCA members have
access to valuable meetings industry
expertise in their native languages.

ICCA, the leading global organisation for
international association meetings in-
dustry, has traditionally used the English
language as its main mode of commu-
nication, but with the diversification of
the association meetings market in re-
cent years, the association recognised
the growing need for industry resources
for non-English speaking members of
their community.

In partnership with FIEXPO Latin Amer-
ica, they launched the “ICCA Language
Champion” programme to ensure lan-
guage was not a barrier to meetings

industry professionals accessing the
association’s popular knowledge publi-
cations. A Spanish version of the asso-
ciation’s website is made available on
ES.ICCAWORLD.ORG, which includes
Spanish translations of some of its most
important advisory publications on
international association meetings.

ICCA Interim CEO Dennis Speet said:
“The ICCA Language Champion pro-
gramme was born out of a desire to
reach out beyond the English-speaking
community in the meetings industry and
make our knowledge resources available
to professionals who do not possess
strong English language skills. In doing
so, we hope to become more inclusive,
while extending the ICCA profile in Latin
America and other Spanish-speaking
countries and regions. We thank FIEXPO
for being the first ICCA member to join
us in pioneering this new initiative. We
hope that is the beginning of similar
partnerships for other languages”.

FEXPO Latin America Director Arnaldo
Nardone said: “A strong commitment to
improve the development of the meeting

industry in Latin America by the creation
of this bridge that unites all Spanish
speaking countries whiting the ICCA
world community”.

EVENTOS
LATINOAMERICANOS

Latin American and Caribbean Meetings & Incentive Magazine

This article was provided by EVENTOS
LATINOAMERICANOS, the only publi-
cation specialised in the meetings and
incentives market with coverage and
distribution in Latin America and the
Caribbean. A strategic partner of Head-
quarters Magazine.
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Fventiul Cities Featuring:
The Festival of Failures!

Next ECM Spring Meeting “Eventful Cities” will take place
in Edinburgh, on February 13-16, 2019. The unmissable
conference programme will tackle both the successes

and failures of some urban events’ organisation.

Urban events are awesome communi-
cation platforms and can generate great
public excitement and boost the soft
power of the city. Moreover, big events
bring with them increased economic
turnover, and - if conceived and executed
strategically - they might boost your
city’s international brand and stimulate
urban development both physically and
socially.

Events can be a great way of manifesting
your city for a global audience. In the
cultural economy, small is often beautiful
and what is local might go global.
Pamplona, Davos, Kassel and Park City -
with original and exclusive content, even
the smallest of towns can be world cities
for a few days every year. Events have
the power to make nowhere places go
everywhere. If you thought the name
Sochi was a new ice cream, a Japanese
rock band or perhaps an advanced yoga
position, the Winter Olympics 2014
should have taught you otherwise.

Yet, as it turns out, the major events
business can also be a minefield of public
dispute and an ugly waste of taxpayers’
money. For host cities, major events in
culture, commerce, science or sports
have become a complex and high-risk
business with many pitfalls and diverse
stakeholder interests.

The fully loaded two-day conference
with leading international experts, event
owners and selected international show-
cases will provide attendees with all the

insights and inspiration they need to
cultivate the event scene in their city.
The conference will present event leaders
and creatives from some of the world’s
leading happenings and dissect the
strategies that made them successful.

But it will also uncover the dark side of
the moon with a “festival of failures”
where brave survivors of epic disasters
in event management will share their
experiences and valuable learnings.
Indeed, some events just don’t go as
planned and three examples will be
presented during the conference:

First, Wonderful Copenhagen veterans
Emil Spangenberg and Peter Rgmer
Hansen will give their version of the
hybris and nemesis that brought an epic
catastrophe to Wonderful Copenhagen...
and list everything they learned from
the project from Hell aka the Eurovision
Song Contest 2014.

Then another Nordic example. For
decades, Goteborg & Co has been a
leader in hosting megaevents as an
integral part of the destination strategy.
However, in 2017 the city got severely
burnt on a European horse show. Now,
the city is well back on the horse, and
Camilla Nyman, former CEO of Géteborg
& Co will look back and share the lessons
for the future.

Finally, Fétes de Geneve is the big,
traditional summer festival in the Alpine
city by the lake, but in 2016 and 2017

the party resulted in a serious financial
hangover that killed the fun. After a year
on garden leave, Philippe Vignon will be
back from the sack and happy to share
his - now former - CEO confessions for
the common good!

There may be no universal risk
management key but somehow the
experiences and lessons learned by these
former ECM members will help the ECM
Spring Meeting conference attendees.

Al of this will unfold in the world
heritage city of Edinburgh, Scotland’s
proud capital and “the world’s festival
city” on February 13-16, 2019. For longer
than a lifetime, Edinburgh has made
cultural, sporting and commercial events
the principal ingredients in the city’s
efforts to connect and communicate
with the world. The Edinburgh Interna-
tional Festival, Festival Fringe, and the
famous Military Tattoo have become
signature events with a global out-
reach and a massive touristic attraction
that helps drive the number of visitor
arrivals to outnumber the population
of 500,000 friendly locals with a ratio
of almost 10:. Still, the city was very
recently ranked the most attractive city
in the UK to live and work in and it is
easy to see why!

Registrations are now open on ECM
Website.

%‘ EUROPEANCITIESMARKETING.COM
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Italy Has Joined Hands

When the Convention Bureau ltalia announced ‘Italy at Hand’
from the promise of creating the most interactive MICE event
to ever be held in Italy, the Headquarters Magazine was
instantly interested in becoming a part of the first edition as
International Media Partner. | can tell now that ‘Italy at Hand
- The Event’ was all this and more thanks to the dynamic
collaboration of the bureau’s many partners.

Marcel A.M. Vissers reports

From 1to 3 November, 45 international
buyersfromi8countriesand 48 qualified
Italian suppliers gathered in Bologna to
seefirst-hand everything Italyhas to offer
to the meetings industry, the event gen-
erated 888 business appointments. For
many of the participants, this was their
first visit to the city. What an experience,
what a breath of fresh air this city is!

Being able to attend an event in an Italian
palazzo is already a great experience in
itself. But, being able to attend Italy at
Hand in the historical Palazzo Re Enzo,
the chosen venue for the business
event, set the atmosphere to reach the
great success of this new MICE format.

For me, Convention Bureau Italia (CBltalia)
scores well in the meetings industry on
an international level for two main rea-
sons. Firstly, this convention bureau is
unique in Europe, because the govern-
ment is not involved in it. It consists of a
variety of partners, who undertake joint
promotion activities and offered their
services to devise a passionate marketing
programme. This is almost unheard of
in Italy. Secondly, Convention Bureau
Italia created a brilliant branding with
the clever (and so true to Italians) con-
cept of ‘hands’. This event is the logical
outcome of the marketing campaign
‘ltaly at Hand” which was launched at
IMEX Frankfurt 2017 by CBltalia and Top
Agency TerraEvents Italy.

Lorenzo Pignatti, President of TerraEvents
Iltaly, explained from A to Z how they
managed to do this. Their story, which is
told with hands, the same Italian hands
they use for almost everything, is of
capital importance in this framework.
How to capture the essence of Italy so
the rest of the world can understand
the message? Which logo or image is
best suited to present the new Meetaly?

The partners were not interested in
throwing the classics overboard, they
really wanted to promote themselves in
a different way, with hands that connect
everything. After several months of dis-
cussions, the bureau’s partners decided
that Hands are a very important part of
Italy, because as most people are aware,
they are used in a unique language of
gestures, which is internationally fa-
mous: a real symbol of Italianness in the
public imagination. As Lorenzo Pignatti
explained it so succinctly, “we started
to play with our hands, developing a new
Sformat to put Italy solidly on the map at
international meetings. To this end, we
invited conference organisers to present
this new language.”

In my opinion, the happiest face during
this event was that of Carlotta Ferrari,
the dynamic President of CBltalia. Dur-
ing the pre-event activities at Palazzo
Re Enzo, she managed to show the
participants very clearly how lItaly has
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changed tack as a meeting destination:
“For us at CBltalia, this event represent-
ed a dream we have had ever since we
began this activity, spurred by our en-
thusiasm for our work and for our love
for our country. Italy at Hand is a new
original and interactive MICE format. The
Bologna Convention Bureau was our host
destination for 2018 and | hope to be able
to present our host destination for 2019
as soon as possible to you.”

The many participants thought the event
was a great success and will remain a
success for many years to come. “What
a lovely experience to be able to redis-
cover ltaly like this”, people said. More
generally, all the participants and exhib-
itors appreciated the efforts of Gemma
Biagiotti (Communication and Marketing

Manager of CBitalia, the General Event
Coordinator for Italy at Hand) and the
organising team under the supervision of
Tobia Salvadori, bureau manager of CBltalia.
The spirit of the event was also appar-
ent in the many social events, including
the welcome dinner in Palazzo Popoli
(Museum of History of Bologna), Palazzo
Isolani and the Gala Dinner at Palazzo
Gnudi.

I can assure our readers that at the end
of the meeting, many people shook
hands with each other, which was the
original intention of the conference
(and the ultimate objective of the meet-
ings industry): to extend hands.

Next year’s Italy at Hand will take place
in Rome, on 7-9th November 2019.

President of Convention Bureau ltalia Carlotta Ferrari
interviewing Eataly World founder Oscar Farinetti

DECENS

A UNIQUE NATIONAL
CONVENTION BUREAU

I'know of very few national convention
bureaus that run on private funds and
are self-financing. Convention Bureau
Italia is a very unique partnership of
121 Members of the Community and
more than 2,000 Italian Suppliers
represented. This business partners
have joined forces to promote Italy
around the world.

FOR MORE INFO

ITALYATHAND.COM
CONVENTIONBUREAUITALIA.COM
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EATALY WORLD

The World's
Largest Agri-
Food Park

— a Unique
Experience

in Bologna

If someone wants to learn more about
Italian agriculture and cuisine, then Eat-
aly World is a must-go place, where one
can immerse in a world of Italian aromas
and tastes. During my stay in Bologna
for ‘Italy at Hand - The Event’, | had the
opportunity to visit FICO (which means
cool in Italian) Eataly World. | was most
impressed by the largest food park in the
world and its founder Oscar Farinetti, a
colourful personality and owner of the
high-end food mall chain Eataly. But he
is much more than that, he is one of the
most successful entrepreneurs world-
wide. In the framework of ‘Italy at Hand’,
Mr Farinetti was interviewed by the pres-
ident of the Convention Bureau ltalia,
Carlotta Ferrari. An interview that told
the unusual story of Italy and its place in
the world.

This is for me one of the remarkable take-
outs of the event, it was also one of the
very few times that | heard a business-
man speak so glowingly about the pro-
motion of this country. That’s the reason
his company collaborates so closely with
Convention Bureau ltalia, and the reason
they are jointly promoting Eataly as a sus-
tainable brand with respect to tradition
but looking to the future, creativity and
innovation.

ABOUT THE PARK

This impressive park comprises of 2
hectares of open-air fields and stables,
that are home to more than 200
animals and 2,000 cultivars. Here you
can visit 40 farming factories, and see
how meat, fish, cheese, pasta, oil, beer,
sweets, etc., are processed. In addition,
you can taste samples of the best
[talian cuisine at FICO’s 40 restaurants
and refreshment points. The easiest
way to get around this huge site,

is to hop on one of the six educational
themed ‘rides’ guided by one of the
FICE Biodiversity Ambassadors.

Every day, the park offers up to 30 events
and 50 classes in the onsite classrooms,
theatres and learning facilities. It is

also possible to plan meetings and
conferences at FICO’s fully equipped
Congress Centre, which can accommo-
date anything from 50 to 1,000 people
in its meeting rooms.

FOR MORE INFO
EATALYWORLD.IT/EN




HQ: Can you share with our readers
your professional experience and
personal ICCA journey?

JR: Just like many of us in our indus-
try, my career in meetings and events
began by accident when | was asked
to join the conference organising team
during my first job out of university.
From there | moved to my first venue
management role at the Wembley Sta-
dium complex and have been in the
industry ever since, which has led me
to my current position as Executive
Director of ExCelL London, where 'm
responsible for the sales and marketing
strategy of the Conference & Events
Division.

Being a part of the ICCA community has
changed the direction of my life profes-
sionally and personally. From early on in
my ICCA journey, which began with me
attending my first Congress in 2004 in
Cape Town, | wanted to become more
involved in shaping ICCA’s future direc-
tion and development. To achieve this,
I joined the UK & Ireland Chapter Com-
mittee in 2006 and became its Chair
in 2008. In 2012 | joined the Board of
Directors after being elected Co-Chair
of the Sector Venues; | had the honour
of being re-elected twice in 2014 and
2016, before becoming the Vice Presi-
dent in 2017. Throughout my time help-
ing to lead our association, my passion

for ICCA and the ICCA family has simply
grown and grown!

In fact, I can truly say that | understand
the meaning of the ICCA family! | met
my wife Claire at the ICCA Congress in
Shanghai in 2013, and together we have
two daughters, Ava and Beatrix.

What moved you to run for the ICCA
Presidency?

My involvement in ICCA has given me
so much, a point | emphasised during
my campaign and in my Presidential
Speech in Dubai. As we enter a cross-
roads in our history and come up
against the inevitable challenges posed
by a rapidly-changing political and eco-
nomic world, | feel a personal responsi-
bility to do my utmost to give back, and
to support and steer ICCA members as
we adapt to this transition.

’m immensely happy that ICCA mem-
bers have placed their faith in me;
| tried to be clear and consistent in
my campaign, which | hope compelled
them to vote for me.

What are your plans for ICCA in your
tenure?

As well as increasing turnover, | want
to continue to push forward with the
strategic plan agreed by the Board

of Directors in 2015, with a focus on
helping ICCA to become a more agile
organisation, particularly with regards
to how we deliver our services to
members on a regional level. Despite
the European region being our biggest,
our other regions are growing at an
unprecedented speed: for example,
the Middle East Chapter grew by 70%
between 2016 and 2017! It is therefore
becoming increasingly crucial for us to
enhance the benefits of membership
for our diverse global network.

| also plan to increase our advocacy
activities and our communication of
the importance of business events.
Our industry delivers billions to the
global economy and changes the world
for the better; it’s time for govern-
ments to understand, support and
celebrate this!

In addition, | want to encourage the
creativity and talents of the younger
future leaders of our association. ICCA
already runs programmes for young
meetings industry professionals, like
the Forum for Young Professionals, but
| want to expand on the opportunities
we already offer. By creating a shadow
board of young ICCA members, we can
bring fresh ideas to ICCA’s strategy and
make sure our young professionals are
fully represented at all levels.



" An Invaluable Ambassador

for Business Tourism

HQ: How was the experience of be-
ing the President of ICCA?

NFP: The opportunity given to me by
the ICCA members to lead the associa-
tion for the last 4 years has been a tru-
ly humbling, inspiring, educational and
enriching journey which I will always
value.

Were you able to put in place all the
ideas you had from the beginning?
Can you share with us some of the
ideas or changes that you didn’t
manage to implement?

Whilst serving as ICCA President for
the last 4 years, | have served on the
ICCA board and also as the African
board representative for 6 years. So, in
total | have been on the board working
with Leigh Harry and Arnaldo Nardone

With 25 years of experience in the conference industry under her belt,
the beloved former President of ICCA, Nina Freysen-Pretorius, continues
to raise the profile of MICE industry, and live up to her PCO’s mission
and vision of “bringing people together to learn and aspire”.

plus various board members. Making
changes and implementing new ideas
and adapting to the world we live in is
not something that any one person can
do - it is and have been a team effort.

Working with the previous two presi-
dents and various board members, we
have established the regional offices so
we can be closer to our members, and
can respond to the education and lob-
bying needs. In addition, we have been
working and will continue to work un-
der our new president to ensure that
our association structure, approach
and engagement is best suited to serve
our members.

Establishing a closer engagement with
associations and enhancing the ICCA
brand and our members objectives
with the UNWTO and other govern-
ment bodies is something that requires
more work and continued activism.
Without this recognition, Business
Events, Conference and Conventions
will always be in the shadow of Tourism

What do you think about the poten-
tial and developments of the associ-
ation market in Africa? What are the
strengths and challenges of African
associations?

Considerable education and support
are needed to grow and improve the
international association sector within
the African context. With other more
essential basic challenges such as in-
frastructure development, health and
governance, more work and continued
awareness will have to take place.

However any or all association growth,
improvements and engagement will
result in tremendous benefit to the
communities and the continent. We
therefore have to continue with con-
stant support, education and knowl-
edge sharing.

Are you able to give our readers
more information about the sudden
departure of Martin Sirk, ICCA’s for-
mer CEO, which happened a couple
of months ago?

Martin Sirk had been with ICCA lead-
ing our association for the last 16
years. Martin contributed towards the
growth of our membership, travelled
extensively to raise awareness of the
work our members are doing and laid
the foundation for what ICCA is to-
day. However, based on the continued
growth strategy and our association
objectives, the ICCA board agreed that
a new approach in leadership was re-
quired.

What are your wishes for the future
of the organisation and the newly
elected President of ICCA?

| am committing my support to the
new ICCA president, James Rees, for
continuing the work that the ICCA
board has started and implementing
the changes that are needed to ensure
that ICCA continues on the right path.
Our commitment to creating member
benefits whilst at the same time being
sensitive to our environment, equality
and a broad democratic leadership.



Remarkable Women
in the Meetings Industry

Marcel A.M. Vissers reports

A few weeks before the opening of the
57" ICCA congress in Dubai, the out
going president Nina Freysen-Pretorius
shared with me about her farewell
gesture to the women in the Meetings
Industry. “What kind of gesture?” | curi-
ously asked. Her answer was quick and
Clear:

“As you know | will be stepping down
as president in Dubai and as a farewell
gesture | want to acknowledge a few of
the remarkable women within |CCA.
What we have done, is ask the ICCA
Board to nominate members, as well
as the chapter chairs and regional
directors - female members of the ICCA
family who have given their time and
shared their passion about our industry.
And we have some wonderful names and
nominees!”

The second female ICCA president is
keen to show her gratitude to her in-
dustry partners from across the world
for their support during her time as
president of the global meetings in-
dustry association, Freysen-Pretorius
reached out to colleagues in the ICCA
leadership for their nominations of
women they consider to the “unsung
heroes”, leaders, innovators, pioneers
and advocates of business events. This
initiative is particularly important as
women still represent a minority in the
association’s board of directors - 6 out
of 17 board members are women.

Nominated for a variety of reasons,
each woman was ultimately chosen for
their dedication to the ICCA community
and meetings industry, and because they
exhibit the values and actions that the
association encourages and upholds.
The Inspirational ICCA Women are:

Alice Au
Business Events Toronto, Canada

Anne Wallin Rodven
Honorary Member, Norway

Bettina Reventlow-Mourier
Wonderful Copenhagen, Denmark

Carina Bauer
IMEX Group, UK

Joyce Wittelaar
Rotterdam Partners-Convention
Bureau, The Netherlands

Kitty Wong
K&A International Co., Ltd, Taipei

Maria José Alves
Cascais Convention Bureau, Portugal

Nonnie Kubeka
Gauteng Convention Bureau, South Africa

Roslyn McLeod
Arimex Pty Ltd (INCON Group), Australia

Ulrike von Arnold
Vienna Convention Bureau, Austria

Nina Freysen-Pretorius paid individual
tribute to each recipient of the Inspi-

rational ICCA Women award during her
President’s Choice (ICCA Congress)
session on Monday 12 November, pre-
senting the ten women with their
awards on stage.

She shared during the award ceremo-
ny: “Through my role as ICCA president,
I have continuously sought to champion
and encourage the achievements of
women in business events. Gender
equality in the workplace globally re-
mains a challenge with unequal oppor-
tunities and remuneration packages a
reality. Without female role models and
champions seen as leaders, presidents
and activists as examples, women will
not be able to take their rightful place
in society at different levels.”

To quote ICCA’s Interim CEO Dennis
Speet, “We all know women amongst
our industry colleagues who go above
and beyond to share their time, expertise
and energy in supporting ICCA’s many
initiatives and member opportunities.
Without them, we would not be able to
provide such a nurturing, welcoming en-
vironment for our global membership.
Too often the achievements of women in
our international and diverse industry go
unmentioned; | am proud today honour
these ten fantastic women for their mon-
umental support and work to further our
association’s values. Congratulations to
our Inspirational ICCA Women - to them
we owe a large part of our continued
success!”
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Antwerp: A Small
But Valuable Diamond

The city of Antwerp, known for its port activities, its petrochemical industries and its diamonds, might not
immediately ring a bell as a frontrunner in digital innovation. Yet the Flemish port city is exactly that. The city
administration extends a hand to start-ups, research partners and its industrial hinterland in several projects
that elevate Antwerp to the status of one of Europe’s most promising smart cities. To great success: start-ups
are booming, digital connectivity abounds, and the city is slowly but surely carving out a position for itself

on the international stage.

Antwerp welcomes some of the largest
seagoing vessels in the world, and
houses Europe’s largest integrated oil
and chemical cluster. Yet the image of
the lumbering giant - strong on logistics
and industry but characteristically slow
on adaptation and flexibility - doesn’t
fit the bill, at least not anymore.

Over the course of the last several
years, the Antwerp administration de-
veloped a start- up-friendly support
system and an ambitious smart city
vision. It is a facilitating partner in
an adaptive ecosystem, involving in-
dustrial corporations, research insti-
tutes, the educative bodies, business
mentors, venture capitalists as well as
the Antwerp citizens themselves. Add
to that Antwerp’s legacy as a hub of
creativity, with international acclaim
in the areas of fashion, modern arts,
design and architecture; an extra
explanation of its magnetic appeal to
innovative companies.

START-UPS

The city administration acts as a fa-
cilitator of private projects, clearing
administrative obstacles to create a
solid footing for starting businesses. It
has scaled up the number of business
savvy yet tech-minded university grad-
uates to give much-needed oxygen to
its innovative workforce. In general, it
encourages students with big ideas to
take the plunge and become entre-
preneurs, by offering them a co-work-

ing hotspot to mix and mingle free of
charge. The city provides financial sup-
port to Antwerp entrepreneurs wanting
to sharpen their entrepreneurial skills
and their network abroad, and is a rel-
evant partner in several Europe-funded
projects on the exchange of best prac-
tices and the support of SME’s.

Antwerp is host to an ever-expanding
array of business incubators and ac-
celerators, such as Start it @kbc, The
CoFoundry and The Birdhouse, accom-
modating and coaching those new dig-
ital entrepreneurs. A significant share
of new co-working spaces that offer an
experience, combining work and leisure
on top of the common office amenities,
have followed in their wake.

A centrepiece of the city’s policy on
innovative entrepreneurship is Start-
upVillage, a picture-perfect growth
space for promising local start-ups. It
accommodates them for up to three
years, giving them comfortable breath-
ing room to look for international
opportunities. Several business incu-
bators have set up shop at the same
location. They bring in start-ups of
their own, offering coaching, expertise
of experienced business mentors and
networking opportunities. Together
with the city’s hospital network, but
also some of its private partners such
as Agfa Healthcare, UCB, Cronos and
Microsoft , the city hosts Flanders’ only
e-health incubator - BlueHealth Innova-
tion Centre - in StartupVillage, coaching

and investing in start-ups building
wearable, applications in elderly care
and patient management platforms.

SMART CITY

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

As such, Imec is outfitting the city with
data transmitters and sensors that gath-
er data on - for instance - traffic flows
or air quality. The port experiments
with drone technology and smart
trucks, and is opening up its logistics
and shipping data on an open platform,
accessible by other companies. The
city’s IT department is building an open
data management and visualisation
platform centralising all data flows. All
of these initiatives combined, make
Antwerp a very attractive prospect for
Internet of Things companies that want



to test a particular sensor or applica-
tion in real life. Antwerp actually invites
companies to test their technologies
into a specially designed Smart Zone.

In a more traditional fashion, Antwerp
invests in smart digital services as solu-
tions to any modern city’s challenges.
Clogged at times by road works and
rush hour, the city works together with
private suppliers of smart multimodal
mobility solutions. It invests in smart
bins and smart garbage trucks. And it
has put durable technologies and re-
newables on the centre stage, with
infrastructure projects such as ‘Nieuw
2uid’ (self-sustaining smart homes) and
Blue Gate Antwerp, a brownfield rede-
veloped into a highly sustainable busi-
ness park.

The city, its Capital of Things partners
and Agoria unveiled The Beacon in Sep-
tember 2018, just ahead of the interna-
tional technology festival SuperNova.
The Beacon is an innovation hub for

companies developing products and
services through the Internet of Things
and Artificial Intelligence. It offers of-
fices and flex seats to start-ups, scale-
ups, tech corporations and research-
ers, bringing innovative minds together
under the same roof. Managed by the
experienced Belgian ecosystem builder
Co.Station, The Beacon will accelerate
its residents’ development in the do-
mains of smart city, smart logistics and
smart industry by enhancing their busi-
ness models, stimulating their R&D and
providing them with a dense network
of potential partners and clients. Com-
bined with the city’s living lab premise,
The Beacon garners significant interna-
tional attention to Antwerp as a hub for
smart industrial solutions.

Being able to show what’s on offer, is
obviously part of the game. Antwerp’s
next economy is a perfect companion
to its more traditional economic en-
gines in attracting major international
conventions. The brand new confer-

ence Flanders Meeting & Convention
Centre Antwerp, can host all mid-size
conferences up to 2000 delegates. A
few examples of upcoming conven-
tions in the field of technology are
Cleantech Forum Europe, imec’s Imec
Technology Forum, and the Internet of
Things Convention Europe. Antwerp is
as well present at international exhi-
bitions like Smart City Expo World in
Barcelona or World Cities Summit in
Singapore.
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ON THE STRIP

It was a windy day, as the plane hurtles
down the runway experiencing strong
turbulence, the glamorous Strip lit up the
sky and sprawled across the city. “Wel-
come to Las Vegas!” the Captain said.

I quickly made my way to the luxurious
Mandalay Bay Resort and Casino Hotel.
Operated by MGM International, this
43 storey hotel resort has 3,209 rooms
and 24 elevators! One of the hotel
towers operates as Delano, where | in-

dulged myself in the fascinating fluores-
cent-painted panoramic view of Vegas
city from the Skyfall Lounge located on
the top floor. Adjacent to the hotel is the
2,000,000 square feet Mandalay Bay
Convention Center and the 12,000-seats
Mandalay Bay Event Center, which
hosts a number of various music, sport,
and martial arts events.

| personally enjoyed taking the free
Mandalay Bay Tram, which is easily con-
nected to the other sister properties of
the hotel as well as the Strip. Be warned

that Vegas is known for its magical dis-
tance on the Strip, the walking distance
can be much longer than it looks - a
3-minute-drive from Mandalay Bay to Park
MGM can take you 2§ minutes to walk!

The partnership of MGM Resorts Inter-
national and Sydell Group had produced
a new distinct result - the Park MGM
Las Vegas redefines Las Vegas’s hos-
pitality with a fresh experience. Joined
by the Sydell’s NoMad Hotel, the resort
brings fine dinning experiences, lounges,
shops and innovative meeting spaces



all under one roof. This 20-year-old
property devoted itself to cater to the
innovation of hospitality. Having adopt-
ed a new “Stay Well” concept after the
completion of their renovation last May,
the hotel truly pays attention to the
well-being of guests and infuse wellness
into their hotel rooms and meetings
spaces, minimising the impact of travel
fatigue and maximising the experience
at the same time.

With a tender mix of pale green and
light pink colour, the Madison Meeting

Center generates an instant residential
feeling. It houses about 3,000 custom-
designed guest rooms, open floor plans
(which gives guests a space to socialise),
10 flexible meeting rooms, and two
self-service community lounges inte-
grated with high tech audio and visual
equipment and rolling whiteboards.
The Madison Meeting Center caters
specially to custom meetings of 10-50
occupants, which is ideal for classroom
trainings, certifications, workshops and
any other tailored events.

Newly opened in the past October, The
Ideation Studio possesses 10 unique
environments and 4 distinctive meeting
room configurations. With the goal of
creating high engagement for corporate
retreats and brainstorming sessions, the
Ideation Studio is furnished with high
tables and chairs, allowing audiences to
have similar eye level with the speakers
for a better learning conversation.

Collaborating with Cisco company, the
All-In-One  Collaboration Board can
conduct wireless presentation, meet-
ing room collaborations, secure con-
nections to virtual meeting spaces for
continuous workflow during and after
meetings, as well as high resolution
visual and audio conferencing. Park
MCM is honoured to be the first prop-
erty of MGM Group to present the idea
of Ideation Studio.

What event planners cannot afford to
miss is the intimate and authentic out-
door public spaces in the hotel, the
Central Park Terrace. Accommodating
up to 5,200 guests across 30,000 square
feet, it delivers an ultimate sophisticat-
ed vibe with their open-air foyer which
makes it the best choice for an inspiring
and cosy networking event.

IN THE DOWNTOWN

Perhaps the overwhelming Strip would
wear you down after a couple of days,

that’s when you should go downtown
to the tiny and old part of Las Vegas.
Comparing to the stunning Strip, the
downtown may seem seedy like an
outlaw, but hidden treasures abound.
Fremont Street is home to most of
downtown’s hotels and casinos, and
also the original casinos of Las Vegas
which existed before the Strip.

| was introduced to The Mob Museum,
the National Museum of Organised
Crime & Law Enforcement, a non-profit
organisation with a mission to advance
the public understanding of organised
crime’s history and impact on American
society. Presenting true stories of or-
ganised crime from vintage Vegas to the
back alleys of American cities and across
the borders to the entire world, the
museum exhibits the artefacts found,
in a restored 1933 former courthouse
and post office building located just
minutes from Fremont Street.

The Historic Courtroom (furnished with
original furniture) can host up to 200
guests in reception style. The Speakeasy
space (which was used as a hard-to-find
place during the prohibition era), is built
around a well-stocked bar and space
for a stage for evening entertainments,
can accommodate up to 9o guests in
reception style. The Mob Museum is a
popular event venue which provides a
memorable and iconic experience. The
entire museum is available for buyout,
combining 3 floors the maximum capac-
ity is 600.

s

FOR MORE INFO

LVCVA.COM
MANDALAYBAY.COM
PARKMGM.COM
THEMOBMUSEUM.ORG
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What can international associations find
only in Brussels and nowhere else?

N°1 association city!

Brussels is a headquarters city, home to
NATO, the World Customs Organisation, The visit.brussels Association
the European Commission, most EU Bureau is a key gateway but also
organisations, UN representations, and
important intergovernmental bodies.

a multilingual and motivated team
wainting to accompany you!

Guides associations to the right resources
and organising continuous educational
activities for achieving professional
objectives.

Assists to create meaningful connections
and networking with other associations and
service providers.

Helps deploy development strategies in other
regions by offering access to the Global

Association Hubs Partnership (Brussels, o

Washington DC, Dubai, and Spingapore). VISIt.beSSGlS QQ‘
LTI W

The visit.brussels Association Bureau visit.brussels Association Bureau

proposes you a large panel of cultural associations@visit.brussels

activities, festivals and events. Brussels or tel: +32 2 551 54 87

how to combine business with pleasure! www.visit.brussels/associations

Nowhere else but Brussels!

REGISTER NOW: 7" European %uropean

Association Summit (EAS)

28 February - 1 March 2019 at SQUARE ASSOCiation (\Y)

Brussels Convention Centre ﬂ

[ J
International education and networking Summ|t 2019

forum for associations by associations!

easummit.brussels
The EAS is organised easummit@visit.brussels
in partnership with: #EASBrussels






HANGZHOU — INTERNATIONAL MICE DESTINATION
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Hangzhou MICE Event Roadmap

2018

* The Third International Conference
on Energy, Environment
and Natural Resources

* 2018 TechCrunch International
Innovation Summit (Hangzhou)

* 2018 Global Entrepreneur Forum

2015

Yungi Cloud Town
Computing Conference

2013

China (Hangzhou) International
Automation and Robot Exhibition

2000

Western China International Fair

T

2022

The 19th Asian Games

2016
Hangzhou G20 Summit

2014

The Hangzhou Cultural
and Creative Industries EXPO

2012

International Digital Marketing Exhibition

LS
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Awards & Honours

» Chinese Top Ten Best Business Cities (Forbes) from 2004

* Top-ten happiest cities in China (State Statistical Bureau) 2007-2018
* Top-five urban security in China (Blue Book of public service)

+ China Top-ten smart city (MOHURD) 2012

» China's Best Tourist City (UNWTO from 2006)

* The best sample city for global tourism of 2017 United Nations World
Tourism Organisation

» World Tourism Alliance headquarter located in Hangzhou (2017)
* Top-ten tourism cities in China 2018

* Top-ten tourism cities in Asia 2018

Meeting Organising & Promotional Performance

Data of conference consumption of more
than 5.4 billion yuan

More than 220 batches of award-winning enterprises
Total income: 304, 134 villion

More than 20 batches of more than 700 professional conference buyers

Hangzhou M.I.C.E. Association already has

206 90 29 50 3

Meeting Service
Travel Conference Providers of

Agencies Companies Others

Members Hotels
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EVENT
CASE
STUDY

The Future's Right Here
— Alibaba Computing

Conference 2018

Organised by Alibaba Group,
one of the top influencers
in the global stage of the
technology industry.

The Computing Conferences 2018 was
held in different Chinese cities such as
Beijing, Shanghai, Shenzhen, Nanjing,
Chongging, Guangzhou and Wuhan.
Hangzhou - where the headquarters
of Alibaba Group is located - was also
(proudly) one of the event’s hosting
cities. The conference took place on
19-22 September to great success in
Cloud Town, Hangzhou.

The overall scale and impact of the
conference has reached a higher level
compared to last year. The conference
attracted in total 75,985 scientific and
technological elites from home and
abroad. A total of 125,626 delegates
participated in various activities during
the four-day session. The conference
provided a panoramic view of Alibaba’s
technology commitment by inviting
most influencial speakers of the world
data technology and sharing the vision
of the future on cloud computing and
artificial intelligence.

NEW TECHNOLOGICAL
ACHIEVEMENTS

This conference consisted of two main
forums, 20 summits such as ATEC
developer challenge conducted by Ant

Financial, Al Summit, New manufac-
ture summit and other 151 sub forums.
Alibaba Group has announced a series
of new technological achievements
and business cooperation programs,
such as Smart Mobility Initiatives,
Roadmap for Frontier Technology Re-
search and Innovative Cloud Solutions
for the Olympic Games.

INTERACTIVE
EXHIBITION DISPLAY

In order to create immersive, scenar-
io-based experience of professional
exhibition, the conference gathered
international top science and technology
enterprises to work closely to present
interactive exhibition. Various of inter-
active exhibition programs were imple-
mented during the exhibition, including
the Starry Sky theme exhibition, Cloud
Surfing Water World and KOB Global
Robot Fighting Competition, etc. More
than 200 international companies took
part in the exhibition.

INNOVATIVE
ACTIVITIES

Apart from the interactive exhibition
program, numerous innovative activities

took place during the conference, such
as The Cloud &Xiami Music Festival,
The Cloud Geek School, The Cloud
Intelligent Games, etc.

The Cloud &Xiami Music Festival,
known as Silicon Valley Music Festival
in China, merged with leading scientific
and virtual technology, brought an
extraordinary live performance to the
conference. Advanced tech-installa-
tions showed on the stage, such as
Al intelligent capture, 200 glittering
UAVs, and intelligent robotic arms.

CHALLENGES

Though a thing to celebrate, the un-
precedented scale of the conference
was the biggest challenge. The newly
developed and launched conference
service APP designed by Nail-Based
provided non-stop bus transfer service,
catering ordering, personalised agenda
booking services, customised private
calendar, exclusive traffic navigation,
check-in guidance and real-time view
of the forum, restaurant inquiry, exhi-
bition area display, etc. The aim of the
Nail-Based conference service APP was
to offer delegates a convenient one-
stop service during the conference.






Recommended Routes

’ Cultural Tour

HIGHLIGHTS

- West Lake

- China Silk Museum

- The Imperial Street of South Song
Dynasty and Hefang Street

- Chenghuang Pavilion

- Wangxingji Fan Museum

- Doctor Hu Qingyu’s Clinic

- The Grand Canal

RECOMMENDATIONS

- Attend a themed evening banquet

in West Lake
- Watch the performance of “Enduring
Memories of Hangzhou” and “The
Romance of the Song Dynasty”
- Practice Taiji
- Trace the ancient canal by boat

2 Business Tour

HIGHLIGHTS

- Famous local enterprises and
universities (such as Alibaba,
HIK VISION, Zhejiang University
and China Academy of Art)

- Longjing Tea Village

- Famous social location such as
Chenghuang Pavilion, Qiangwang
Temple, and Hangzhou Cuisine
Museum, etc.

RECOMMENDATIONS

Visits to well-known universities and
enterprises in Hangzhou for knowledge
exchange, a buffet party can be held at
the hotel or social location.



3 Romance Tour

HIGHLIGHTS
West Lake
Leifeng Pagoda
Louwailou Restaurant
Xiling Seal Engraver’s Society

RECOMMENDATIONS

- Take the bicycle
around West Lake
- Cook Hangzhou-style dishes
at the local household
- Selfies with West Lake
sceneries and at Xixi Wetland Park

q Innovation Tour

HIGHLIGHTS

- Xixi Wetland Creative Industry Park
- LOFT49 Studio
- Kaiyuamo8 at West Lake

Creative Valley

- Zhijiang Cultural Creative Park
- West Lake Digital Entertainment

Industry Park

- The Cloud Town

RECOMMENDATIONS
- Visit Kaiyuan198 at West Lake

Creative Valley

- Admire artistic buildings

in China Academy of Art

- Take a boat on the West Lake
- Exercising at Air Runway

in the Cloud Town



" Distinctive Conference

Hotels & Venues

Hangzhou International T
Expo Centre

Located in the Qianjiang Century City
(Xiaoshan District), on the south bank
of Qiantang River and east of the
Third Qiantang River Bridge, Hangzhou
International Expo centre is affiliated
to Hangzhou Olympic and International
Expo Centre Xiaoshan Construction
Investment Co., Ltd. and has been en-
trusted to North Star Events Group, the
largest convention and exhibition out-
put management group in China, for its
management and operation.

Famed as the main venue for the G20
Hangzhou Summit, the Hangzhou Inter-
national Expo Centre had a remarkable
performance in its first operational year
— hosting 1804 conferences in 2017,
and totalling exhibition area of over 3.62
million square metres. By being a mem-
ber of various international associations
(including ICCA, UIA, IAEE, UFI, AIPC),
the venue has fostered a stronger pres-
ence on the international stage.

Cloud Town T

The Cloud Town International Conven-
tion & Exhibition Centre is a 197 million
yuan (€2smillion) investment creatively
designed as an open 3D park’ full of
attractions, and it covers an area of
427m? and total construction area of
20,150m>2 It has an exhibition area of
2,300m?, a lecture hall with a capacity
of 3,000 people, and 15 small to medi-
um-sized conference rooms. The Centre
has a meaningful colour palette — its

white facade represents a cloud; the
blue and green external decorative bars
symbolise science and technology (blue
sky) and innovation (green field).

This project was launched on 25" June,
2015, and construction was completed
on 17" September within 85 days! Its
official opening on 14™ October 2015 has
spawned the term ‘West Lake Speed’.
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EVENT
CASE STUDY

The 22" International
Forging Conterence

The 22" International Forging Confer-
ence was successfully held at the Hang-
zhou International Expo Centre on Sep-
tember 17—22, 2017. The conference
was attended by nearly 300 foreign
representatives from 18 countries and
300 domestic and Taiwanese represent-
atives.

The IFC is an important exchange plat-
form, which not only promote the pro-
gress of technology, equipment, tool-
ing, heating and heat treatment, as well
as experience exchange of marketing
and business management. Integrating
with the world, it also drives the com-

munication and cooperation among
entrepreneurs, scholars and excellent
workers to co-build the platform which
belongs to the forging colleagues of the
world.

During the conference, 40 domestic
and foreign enterprises (SAT, ASIL CE-
LIK SANAYI VE TICARET A.S, Transval-
or S.A., Actemium Maintenance Presses,
Fagor Arrasate, CONDAT, etc.) displayed
their latest products and technologies
in the designated exhibition area, which
provided delegates with an intuitive up-
date of the latest industry development
and progress of new technologies.

The International Forging Asso-
ciation is supported by twenty
national and regional associa-
tions and organisations, such as
the European Forging Alliance,
the American Forging Associ-
ation, and the Japan Forging
Association. The International
Forging Association began in
1953 and has a history of 60
years. The conference is held
every three years and is rotated
by national and regional forging
associations.

IX



Distinctive Conference
Hotels & Venues

Intercontinental Hotel
Hangzhou —

Located in the beautiful and scenic
Hangzhou Qianjiang New Town, the
InterContinental Hangzhou is nestled
in the pride of the city, 25km away
from Xiaoshan International Airport. Its
unique design and magnificent archi-
tecture make the hotel one of the city’s
newest landmarks. The InterContinental
Hangzhou has five restaurants in various
styles as well as over 30 meeting rooms
of different sizes — which includes a
pillar-less 1,78om2 grand ballroom and
two auditoriums. It also houses a spa,
384 spacious rooms, a club lounge and
clubrooms for delegates to unwind.

Park Hyatt Hangzhou «

Designed by award-winning New York
duo Yabu Pushelberg, Park Hyatt
Hangzhou has been conceived as a
contemporary Jiangnan-style resi-
dence, referencing the local South
Yangtze River (Jiangnan) area. Inspired
by the former home of Hu Xue Yan, a
legendary merchant during the Qing
Dynasty who was hailed as a “Hong
Ding Shang Ren (Red Merchant)” for his
contributions to Chinese society, Park
Hyatt Hangzhou mirrors the home of
the Hangzhou connoisseur who loves
travelling, art, culture and, most of all,
hosting friends from around the world.

Park Hyatt Hangzhou’s event facilities
includes a 9,849 square feet (915m?)
conference centre, three restaurants,
a bar/lounge, and complimentary wire-
less internet access, onsite-parking,
indoor pool, steam room, and 24-hour
fitness centre. This luxury hotel also
has a nightclub, a rooftop terrace, and
provides tour/ticketing assistance.



The Dragon, Hangzhou —

The Dragon is Zhejiang’s premier luxury
hotel, and the first hotel in the world to
be fully equipped with groundbreaking
high-tech intelligence systems. The
1o,00om? hybrid establishment marries
modern elegance with traditional Hang-
zhou architecture style, providing an
ideal relaxation destination for business
and leisure travelers alike.

The hotel contains 566 guestrooms,
which includes a wide range of suites
such as the superior rooms, deluxe
rooms, ladies’ superior rooms, exec-
utive floor, executive suites, deluxe
suites, dragon suites, chairmen suites,
and presidential suites. The 13 function
rooms have a total 4,500m? space (in-
cluding two 1,200m? ballrooms), and the
intelligent management systems en-
hances efficiency and productivity of
business meetings. There are also cafes,
a cigar lounge, and a veritable smor-
gasbord of restaurants for gastronomy
indulgence such as the all-day-dining
Chinese restaurants which makes every
meal a refreshing experience. From the
menu design to the interior décor, The
Dragon’s special attention to details
ensures an unforgettable experience.

Shangri-La Hotel, Hangzhou T

Shangri-La Hotel is located beside the
picturesque West Lake (by car it is five
minutes from the downtown; 15 minutes
to the railway station and 4§ minutes
drive to Xiaoshan international airport).
The hotel has 382 beautifully appointed
guest rooms and suites located in two
wings (the East and West Wing), and
three villas in a separate annex. The spa-
cious rooms (some of the largest among
Hangzhou luxury hotels) are tastefully
designed to complement the alluring
natural setting. The Horizon Club rooms
offer an enhanced level of service, com-

fort, and convenience for busy travelers.
The hotel is also suitable for seminars
and celebrations besides conferences,
with 21 meeting and function rooms and
a traditional fixed seating auditorium
which accommodates 600 guests.

The hotel strives to meet all kinds of
requirements from guests. The profes-
sional and experienced staff is always
available to offer complete service and
support from picking up meals to deco-
rating venues for private parties of ten
people or large business meetings.



Post-G20
Developments

The eleventh G20 Summit was held in Hangzhou on
September 4—5, 2016, coming to China for the first time
since its establishment in 1999. This significant global event
put Hangzhou on the map, and brought new momentum
to the development of the city’s MICE industry.

In addition to the hardware improve-
ments Hangzhou landed many large-
scale events post-G20, further bene-
fiting stakeholders by providing more
business opportunities for local busi-
nesses. In view of the characteristics of
the international academic conference
bidding process, Hangzhou has set up
the Hangzhou International Conference
Bidding Service Centre, assembling the
destination’s resources (like hotel, con-
ference centre, transportation compa-
ny, scenic attractions, PCO, DMC and
exhibition organiser etc.) to facilitate
efficient communication with the var-
ious professionals in the MICE eco-
system. Adhering to the principle of
“market sharing, sharing of results”,
these professionals and the govern-
ment convene to classify and analyse
bidding clues to determine the bidding
plans for their coalition of bidding cen-
tre members, industrial enterprises and
the Hangzhou Conference Ambassador.

The series of upgraded measures rolled
out by the government have created
a conducive environment for the de-
velopment of Hangzhou’s MICE indus-
try. As more high-profile international
conferences descend onto this poetic
empyrean, a higher emphasis on the
specialisation and service standard has
also been imposed. The local award-win-
ning enterprises have taken the initiative
to adapt to the new requirements, by
recruiting more professional and crea-
tive planning talents.



Hangzhou seizes these global events
as an opportunity to promote their
high-quality resource integration and
preferential policy implementation. In
2016, business meetings and conferenc-
es accounted for 14.6% and 5.9% of vis-
itors to Hangzhou, up 0.8% and 1.3% re-
spectively over 2015. With the influence
of the G20 summit, MICE has grown
into a force that cannot be ignored in
Hangzhou’s tourism.

Increasing Bidding Odds Through
Resource Integration

Digital economy is the foundation of
Hangzhou, reflecting the current height
of urban development. The digital
economy is the result of “Internet +”,
and its trove of wonderful possibilities
that stem from the infinite imagination
of the future. Hangzhou has vigorously
conducted major scientific and techno-
logical research projects, as well as pro-
moting innovation platforms such as Zhi-
jiang Laboratory, West Lake University,
Alibaba, and Yungi Engineering Institute
to achieve world-class levels.

Subfields such as artificial intelligence,
cloud computing, big data, Internet of
Things, Network data security, and in-
tegrated circuits have contributed to
a number of original innovations and
world-class theoretical results in Al
chips, new databases, intelligent net-
working, intelligent driving, and quan-
tum computing. The establishment of
a world-class digital economy and tech-
nology hub has unleashed new ideas
and technologies in China, and the ef-
fect ripples throughout the world.

These initiatives are an important part
of the “Hangzhou Conference Ambas-
sador” program, which was launched
in 20m to identify leading figures in
Hangzhou’s key industries, to integrate
resources from all aspects and actively
introduce high-value international con-
ferences to advance Hangzhou’s MICE
development.

The title of “Meeting Ambassador” re-
fers to an elite in an industry who can
use his or her appeal and influence
to recruit professionals for the city.
“Hangzhou appoints meeting ambassa-

dor by hiring member, director, executive
director, etc. who has a certain influ-
ence. Through the relevant information
and work provided by the conference
ambassador, the city has brought a large
number of high-level and large-scale
international conference projects with
remarkable results” Mr. Zhao Hong-
zhong, Deputy Director of Hangzhou
Tourism Commission said.

Hangzhou has hired a total of seven
batches of 52 conference ambassadors
to date, covering the fields of medicine,
science, engineering, education, art, ag-
riculture, management, law, and history.

Hangzhou will continue to explore new
value-added MICE products with a
broader global perspective and further
enhance service standards; elevating
the global influence of Hangzhou’s
MICE brand to let the world rediscover
the lyrical charm of Hangzhou and its
values — to cement its status of a world-
class conference destination.



Take a Poetic Journey
through Hangzhou

LOCATION

Located in the north-eastern part of
Zhejiang Province, Hangzhou is less
than 180 kilometers away from Shang-
hai. The capital city of Zhejiang Province
and the political, economic and cultural
centre of the province.

AREA

16,596km?, consisting of ten districts,
one County-level city, and two counties.

POPULATION

9,468 million

CLIMATE

Subtropical monsoon zone with four
distinct seasons. The annual average
temperature is 16.2 °C, and the annual
average rainfall is 1,500 mm.

WI-FI

i-Hangzhou covers all public area

CONNECTIVITY

By Flight — Hangzhou Xiaoshan Interna-
tional Airport is the third largest air portal
in East China, with routes reaching more
than 100 cities in China and abroad. The
airport is 27km from the city centre.

By Railway — Hangzhou East Railway
Station is one of the largest railway hubs
in Asia. The high-speed railway connects
all major cities in the country, including
the fastest ghrs and 23mins train ride to
Beijing and 45mins to Shanghai.



Hangzhou is one of the seven famous
ancient capitals cities in China and a key
scenic tourist city and historical and cul-
tural city determined by the State Coun-
cil of the People’s Republic of China. Es-
tablished in the Qin Dynasty as a county
government, Hangzhou is steeped in
more than 2,200 years of history.

Known as the “paradise on earth” thanks
to the natural haven of picturesque
mountainous landscape and rivers. With
natural landscape, rich history, cultural
art performances, fashion, shopping,
celebrated gourmet food, leisure and
entertainment options, the abundant
tourism resources ensure that Hang-
zhou satisfies every business delegates’
needs.

The poetic West Lake, the Grand Canal,
and the Xixi National Wetland Park are
significant natural attractions, while the
cultural landscape includes Xiling Seal
Engravers Society, former residence of
famous people such as Hu Xueyan. The
West Lake and the Grand Canal (both
are enshrined as UNESCO World Herit-
age Sites) highlights Hangzhou’s cultur-
al heritage, a valuable treasure of China
— 30 million visitors come to Hangzhou
each year to gain a deep insight of this
representative culture. The iconic West
Lake is an embodiment of the tradition-
al and distinctive beauty of a perfect
mix of humanity and scenery. The Grand
Canal on the other hand is the longest
(1,776 km) as well as the oldest canal or
artificial river in the world, it intertwines
with the regular lives of native civilians.
Additionally, the scenic and peaceful
Xixi National Wetland Park (nicknamed
“wetland paradise”) is the first and only
wetland park covering urban life, agri-
culture, and culture in China.

Art performances showcase Endur-
ing Memories of Hangzhou and The
Romance of the Song Dynasty. As for
shopping, the Women’s Fashion Gar-
ments Mall delights, but it is mandatory
to visit the tea and silk shops. Hangzhou
is the “land of fish and rice” and “land

of tea” in China — renowned for the
production of the famous Longjing tea.
The abundant resources and traditional
cultural diversity offer great possibility
for the MICE industry.

Positioning Hangzhou as a prime des-
tination for international conferences
is one of the city’s key goals, as part of
the overall mission to transform Hang-
zhou into an international gateway city.
With its extensive resources, Hangzhou
is uniquely positioned to develop the
meetings, incentives, conventions and
exhibitions (MICE) sector.
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As a representative of China’s new era
of high-speed development, Hangzhou
has become an important engine to
boost economic development. Over the
last few years, Hangzhou’s MICE sector
has transitioned from one that drew in
clients based chiefly on its resource ad-
vantages to one that utilises its industry
advantages as a strong selling point. The
Internet, the culturally-focused creative
industries, financial services, healthcare,
as well as renewable and sustainable
energies are among the roster of in-
dustries that have started emerging in
Hangzhou.

The destination is devoted to the knowl-
edge economy, integrating it with the
development of the digital economy to
boost the magnetism of their historical
and cultural opportunities. Hangzhou
is marching towards the “First City of

China’s Digital Economy”. As a distinc-
tive tourism destination, Hangzhou has
abundant and high-end tourism facilities
offering MICE planners with a wealth of
different options.

The G20 Summit was an opportunity to
comprehensively upgrade their recep-
tion hotels, venues, scenic spots and
itineraries. The International Expo Cen-
tre is ready to receive large-scale ex-
hibitions. High-end hotel clusters such
as West Lake, Qianjiang New CBD, Xixi,
Wulin CBD, Binjiang District, Xiaoshan
District and Qiandao Lake have been
created.

Currently serving a China’s major MICE
destination, Hangzhou has put great
emphasis on MICE which has become
a sector of importance within the tour-
ism industry in Hangzhou. Additionally,
Hangzhou government and its relevant
sectors have established close cooper-
ation to guarantee the smooth organi-
sation of large MICE events in terms
of transportation, public relations and
publicity, food supply and service qual-
ity monitoring and other arrangements.
Furthermore, the government has is-
sued a series of incentives and initia-
tives to support a faster development
of the MICE industry.

After the launch of its new brand
“Hangzhou, Inspiring New Connec-
tions” in 2016, Hangzhou’s MICE indus-
try has gained attention nationally and
abroad as an international destination,
and developing rapidly. Escalating its
influence, Hangzhou established itself
as a high-quality MICE platform which
has organised more than 220 batches
of award-winning enterprises to partic-
ipate in 28 domestic and international
professional conferences and exhibi-
tions; and invited more than 20 batch-
es of more than 700 MICE buyers to
personally experience Hangzhou’s rich
tourism resources. The city will explore
a broader global vision in the future to
discover new value-added products and
further enhance service standards.






