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The rise of  
stand-up meetings?

I was listening to the radio the other day and was surprised to 
learn that, on average, I spend 9 hours every day, sitting on a chair, 
a seat or a sofa. Of course, this is true for the average inhabitant of 
my country, and not just about me. This is also the case in many 
other European countries. So what about the average meetings 
industry person who is constantly sitting at meetings? 

According to the Flemish Institute for the Promotion of Health and Sickness Prevention, sitting is 
bad for your health. Their report states that it’s time we put a halt to the culture of sitting. What 
does the report say precisely?

In total, we sit down an average of 50 to 85% of the day, especially at school and at work. Children 
in elementary school spend nearly 40% of their school hours sitting and secondary school pupils 
as much as 50%. Flemish office employees and managers spend 70% of working hours sitting. 
There’s more chair time at home: for meals or in front of the TV or computer. Recent research 
reveals that sitting all day increases the risk of, among others, heart diseases, bowel cancer, depres-
sion and premature death.

Researchers are recommending to reduce long periods of sitting and to stand up after sitting for 
20 to 30 minutes. Are you seated for long periods at work or at home?  Get up after half an hour 
and stretch your legs for example. Or make your phone calls standing up instead of sitting down. 
And what about stand-up meetings?

We are part of a sedentary industry and are exposed to health risks. At the last ICCA world congress 
in Buenos Aires, I tried to attend stand-up meetings. Not an easy thing – after all I’m no stand-up 
comedian and my peers know this!
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> Airline

SkyteaM HelpS yOU Save 
SOMe valUaBle tiMe
When you’re an event organiser, you’ve got 
a million things to do. Online registration 
with SkyTeam’s Global Meetings Program 
is fast and frees you up to get on with the 
job. And it’s just as easy for your delegates. 
They enjoy attractive discounts with all 
20 SkyTeam member airlines. And they fly to 
join you through the world’s best hubs from 
SkyTeam’s network of more than 1,057 des-
tinations. Organiser incentive tickets and 
other handy extras add up to a rewarding 
level of simplicity for you.

15 yearS at yOUr Service... 
and cOntinUing
SkyTeam has come a long way since their 
humble beginnings in 2000. With 20 world-
class airlines, more than 1,057 destinations 

and 636 lounges, they work every day to 
make your travels seamless and easy. It’s 
what led SkyTeam to bring you SkyPriority, to 
be the alliance offering the most in Greater 
China, to pack the SkyTeam app with handy 
tools and to create the best places in the 
world to unwind, like SkyTeam Exclusive 
Lounges in Heathrow T4, Istanbul, Sydney, 
Hong Kong and soon in Dubai and Beijing. 

tHe SkyteaM exclUSive lOUnge, 
an OaSiS OF tranQUility
At their hubs and beyond, SkyTeam mem-
bers’ world-class lounge facilities are a wel-

come escape from busy terminals and the 
place to enjoy a little pre-flight or stopover 
relaxation. They add a breath of fresh air to 
your travels with their lush botanical walls. 
And they’re fully equipped for a bit of work, 

a bite to eat or a longed-for break. And 
it’s easy to find the best lounge with the 
Lounge Finder at skyteam.com, or you can 
download the SkyTeam app. 

travel witH a tOUcH OF HOMe 
On SkyTeam airlines, cabin attendants and 
ground staff answer your questions in your 
language, provide complimentary news-
papers or magazines in Chinese, and meals 
with flavors you know and love. And one 
doesn’t even mention the priority airport 
services for Elite Plus, First and Business 
Class passengers. Choose any of SkyTeam’s 
20 member airlines and it all adds up to 
make you feel at home on every long- 
distance flight to and from China.

Organising a meeting with global reach 
requires partners who span the globe. 
Reaching out to people globally is what 
SkyTeam does every day, caring more 
about you.

skyteam.com

What skyteaM can do for you

SkyTeam’s 20 member airlines provide comprehensive access to an extensive global network of more than 1,000 destinations in 
179 countries, and over the years made sure to offer a competitive package to meeting planners. But what’s SkyTeam added value?  
Let’s find out.

SkyteaM HaS cOMe a lOng way Since tHeir HUMBle 
BeginningS in 2000. witH 20 wOrld-claSS airlineS, MOre 

tHan 1,057 deStinatiOnS and 636 lOUngeS, tHey wOrk 
every day tO Make yOUr travelS SeaMleSS and eaSy
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ISWA is the world’s leading network 
promoting professional and sustainable 
waste management. More precisely, the 
International Solid Waste Association is 
a global, independent and non-profit 

making association, working in the 
public interest and is the only world-
wide association promoting sustainable, 

comprehensive and professional waste 
management.

HQ: How were the reactions after the 
congress in antwerp?

Gerfried Habenicht: We received a lot of 
extremely positive feedback from the 
participants. So, there’s only one possible 

answer to that question: this event was a 
success in every aspect.

HQ: who decides where the iSwa world 
congresses are held?
Gerfried Habenicht: Our national member 
organisations can submit a bid. In the end 
the ISWA board decides who has made the 
best proposal. A world congress is organised 
every year with an average of 1,250 delegates 
attending. The congress was organised in 
Antwerp this year, also because Flanders is a 
leader in the field of waste management. 

InternatIonal solId 
Waste assocIatIon
Experts in waste management
The International Solid Waste Association, ISWA, organises many international events, 
working groups, board meetings, conferences and congresses. The ISWA World Congress 
2015 was held in Antwerp from 7 to 9 September and the event clearly made its mark. 
Gerfried Habenicht, Communication Manager, told me “It was a complete success!”.   
But who and what is ISWA?

Interview Marcel A.M. Vissers

iSwa FactS and FigUreS
• ISWA was founded in 1970.
• the ISWA General Secretariat is situated 

in Vienna, Austria.
• Managing Director: Herman Koller
• Event and Project Manager:  

Kim Winternitz
• ISWA has members in more than 

100 countries, with National Member 
Organisations in 41 of these countries.

• ISWA has some 1,400 members 
worldwide and additionally some 
100,000 members associated with their 
National Member Organisations.

tHe iSwa cOngreSS waS OrganiSed in antwerp 
tHiS year BecaUSe FlanderS iS a leader in tHe Field 

OF waSte ManageMent
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HiStOry OF iSwa 
internatiOnal cOngreSSeS 
(average of 1,250 delegates)
2014: Sao Paulo Brasil
2015: Antwerp, Belgium
2016: Serbia
2017: Baltimore, USA
2018: Kuala Lumpur, Malaysia
2019: Bilbao, Spain
2020: Bid open in January 2016

HQ: you mentioned anywhere in the world.
Gerfried Habenicht: Yes, the congress can be 
held in any country where we have a national 
member. This are currently 41 countries. We 
do consider a fair distribution around the 
world. The next congress will be held in Novi 
Sad, Serbia, in September 2016. Then we will 
be in Baltimore, USA, and the year after in 
Kuala Lumpur, Malaysia. In 2019 we will be 
holding the world congress in Bilbao, Spain.  
We haven’t decided yet for 2020.

HQ: what kind of venues do you prefer?
Gerfried Habenicht: It depends on the choice 
of the national member who in principle is 
responsible for the organisation on the spot. 
In general, a congress centre is chosen in a 
location with a wide range of hotels and an 
airport nearby.

HQ: does iSwa use a pcO?
Gerfried Habenicht: Again, it’s the same 
principle and this depends on the national 
member organisation. In Antwerp, we very 

successfully worked together with alder-
man Philip Heylen and his staff, who only for 
selected tasks used the services of a PCO. The 
same goes for our 2014 World Congress in 
Sao Paulo, Brazil, where our national member 
partners partly organised things themselves 
and partly cooperated with a PCO.

www.iswa.org

Philip Heylen, Antwerp’s Vice Mayor for Culture, Economy and City Maintenance, chaired the ISWA Congress in Antwerp
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> Congress

Building on the recent successful meetings 
in Vienna and Glasgow, the ESOT Congress 
used all forms of modern educational and 
training aids in use. Besides different State 
of the Art sessions dealing with several, 
still burning, questions about organ dona-
tion and transplantation, many important 
European contributions in the field of organ 
and tissue transplantation as well as pro-
curement were highlighted. Attention was 
also given to the European view in rela-
tion to ethical and legal aspects in the field 
of donation and transplantation. 

SUcceSS FactOrS
In a very competitive world when there is a 
constant need for an association to remain 
relevant and innovative, Annalisa Ponchia, 
ESOT Congress Director, has grasped, maybe 
like only a handful of association executives, 
that you have to stay on top of your game, 
working and performing to maintain the rep-
utation of your organisation steady. She says: 
“Associations have understood the importance 

of a strategic approach 
to make their meetings 
grow, the critical success 
factors and the impact 
of technology on the 
success of their events. 
Communication is also 
crucial and the use of social media has become 
mandatory. My personal experience proves that 
associations are now setting the trend and dare 
to taste the waters with regards to technology 
and new formats.”

And that’s exactly what came to life at 
SQUARE-BRUSSELS MEETING CENTRE. Firstly, 
people who could not make it to Brussels 
were still be able to catch selective bits of 
content through five interactive online shows, 
combining the most thought-provoking live 

performances on stage with more in-depth 
interviews from a so-called Transplant Live 
Studio. Then there was the ESOT2015 ePoster 
Lounge, a feature allowing delegates to 
request an appointment with poster pre-
senters or join other booked slots in an inti-
mate and relaxed setting, thus boosting the 
learning and networking experience.

In the end - and in the beginning in 
fact - it was all about creating a level 
playing field for the 3,600 participating 

transplantation specialists. A sophisticated 
bespoke App made none to miss the ‘old’ 
paper program and abstracts books. To 
achieve this ESOT and SpotMe developed 
matchless functionalities to cater for all 
tastes and need. 

case Study

esot at square-Brussels MeetInG centre
The biennial, now paperless congress of ESOT, the European Society for Organ Transplantation, took place in the capital of Europe at 
SQUARE-BRUSSELS MEETING CENTRE last September. Themed “From the Heart of Europe to the World of Transplantation”, it was the 
occasion for the organisation to showcase how innovative it can be, engaging participants from all corners of the globe, and for the 
main congress centre in Brussels to successfully push its limits in terms of services. 

Report Rémi Dévé

in tHe end - and in tHe Beginning in Fact - 
it waS all aBOUt creating a level playing Field 

FOr tHe 3,600 participating tranSplantatiOn 
SpecialiStS

Annalisa Ponchia
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> Congress

Attendees brought their own tablets and 
the organisation provided loaner iPads for 
the others. And the investment paid off: 
over four days the participants posted liter-
ally thousands of session comments, easily 
appointments and exchanged dozens of 

thousands messages. They also used the 
mobile event app to document their event 
journeys, saving abstracts, posters and notes 
to their online briefcases – it was indeed a 
paperless congress, from top to bottom.

venUe aS attractiOn
All those efforts, from a “content” point 
of view were of course backed up by the 
team working at SQUARE, which was instru-
mental in getting the event to Brussels. 
SQUARE was more convincing mainly due 
to Belgium’s and Brussels’ attractiveness as a 
venue and to a modern, innovative congress 
format. Professor Jan Lerut, who strongly 
supported the candidacy of Brussels and 
SQUARE to host the Congress, explains: 
“Belgium has established an international 
reputation for itself in the field of organ 
transplantation. This is expressed not only in 
the high number of organ transplants, but 
also in the excellent results obtained. Besides, 

transplantation research in Belgium is at the 
head of this field with a host of innovations 
and multicentre studies.”

Ariane Deguelle, CEO of GL events in the 
Benelux, the company behind SQUARE, 

adds: “Once again, the tried and tested coop-
eration between SQUARE, the organisers and 
VisitBrussels played a decisive role here. This 
was particularly difficult at first, since ESOT 
thought our venue was too small, especially in 
terms of exhibition space. But our remarkable 
and mutual perseverance paid off: if ESOT’s 
organising committee showed flexibility, we’ve 
also shown our limits were opportunities. By 
literally increasing our capacities and pushing 

our boundaries, we have pioneered the way 
Brussels can host large events. And the full 
cooperation between all stakeholders involved 
also helped tremendously: it is a unified effort 
that led to the success of the ESOT Congress.”

Along with their partners, the idea for 
SQUARE and GL events is to foresee the 
needs and expectations of their clients, even 
be one step ahead of them, working on 
meeting design, room layouts, and the over-
all atmosphere of the venue as to make it 
the epitome of knowledge transfer, whether 
in the field of science, politics or society. 
That’s exactly what happened in the prepa-
ration stages of ESOT2015: the teams work-
ing at SQUARE initiated a certain number 
of propositions to make things smooth and 
easy that was welcomed with open arms by 
ESOT organisers.

Stimulating various economic partner-
ships and sharing their expertise with sup-
pliers from the corporate, academic and 
institutional world, SQUARE and GL events 
are surely moving ahead of many of their 
competitors.

cOntact
Antony Jean-Mertens 
Director of Business Development 
T. +32 (0)2 515 13 21
antony.jean-mertens@square-brussels.com 
www.square-brussels.com / www.gl-events.com

eSOt2015 in nUMBerS
Four full congress days
3,600 onsite delegates 
+500 online unique users
181 speakers
1,235 session comments
30,000+ messages
1,650 abstracts
4,587 room nights

alOng witH tHeir partnerS, tHe idea FOr SQUare and 
gl eventS iS tO FOreSee tHe needS and expectatiOnS OF 

tHeir clientS, even Be One Step aHead OF tHeM

ESOT2015 ePoster Lounge

ESOT2015 registration area
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A successful organisation will meet its objec-
tives, but an excellent organisation demon-
strates impressive achievement and inspires 
a loyal following. When you only measure 
progress toward objectives, you are missing 
the most important driver of excellence: eval-
uating and communicating. If you say “this 
year, we’ll deliver 100,000 more free emergency 
meals than last year,” you need to quantita-
tively measure actual donations, without a 
doubt. But don’t forget to qualitatively evalu-
ate the impact and communicate compelling 
stories surrounding this achievement that 
will impress and motivate your stakeholders. 
When you are an NGO saving lives, this seems 
obvious. When you are a trade association 
that represents makers of widgets, it is less 
so, but just as important.

Baselines, metrics, benchmarks, SWOT analy-
ses, ROIs - and so many other evaluation acro-
nyms - will surely help with measurement, 
and there are many experts that you can turn 
to for advice. But have these metrics done 

enough to inspire staff, association members 
and external stakeholders to follow you 
further into the future of your organisation? 
When you underline the number of follow-
ers and likes in social media channels, but do 
not evaluate and communicate the emotion 
your messages and mission impress upon 
your audience, you will not inspire continuous 
excellence or survive to your next AGM.

As an association executive, let’s assume 
you have 3 key priorities: i.) Demonstrate 
relevance, ii.) Attract members and funds, 
iii.) Satisfy core constituents (members 
and stakeholders). So, when your Board of 
Directors expects you to justify continued 
‘wasteful’ or ‘unnecessary’ communications 
expenses (how many of us have heard 
this!?), don’t waste any time evaluating the 
past: make plans to exceed measurable 
expectations today, but much more impor-
tantly, think ahead very strategically about 
how you will draw a picture of your achieve-
ments that can inspire a visionary future.

Philip Springuel

surVIVe and excel 
WIth eValuatIon
Let’s get straight to the point: evaluation is a strategic tool, not just a measurement 
method. Use it to demonstrate progress and survive until the next annual meeting, 
sure, but to genuinely excel, you must strategically plan to impress members and 
stakeholders.

Text Philip Springuel, Head of Corporate Affairs,  
European Food Information Council (EUFIC), and ESAE President

execUtive MaSter in 
internatiOnal aSSOciatiOn 
ManageMent
ESAE and partners invite you to apply 
to its Executive Master in International 
Association Management. The next ses-
sion begins 14 January 2016. (Details: 
solvay.edu/iam). 
Association executives need both policy 
perspective and core management skills 
to navigate and lead their associations in 
continuously changing economic envi-
ronments. To improve the leadership, 
strategic planning and management skills 
of Europe’s top association managers, the 
Solvay Brussels School of Economics and 
Management, the European Society of 
Association Executives (ESAE), the Union 
of International Associations (UIA), the 
Federation of European and International 
Associations (FAIB) and VisitBrussels, collec-
tively designed and support the academic 
structure of this Executive Master course.
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Keep in mind that ‘value’ is a perception 
that can be shaped by one part 
measurement, one part evaluation and 
one part inspiration: do quantitative 
measurements, communicate qualitative 
evaluation, then tell the inspirational story 

that wraps this all together. Did you “save 
lives” (or just as importantly for some 
association boards, did you “save money”), 
or did you just “meet donations targets” 
or “increase followers on social media”? 
In assessing ‘reach’ (which is quantitative), 
also offer ‘tone’ (which is qualitative) with 

impressive storytelling to add to your 
quantitative reporting.

Impressing your core constituency therefore 
takes inspired leadership infused with crafty 
strategic planning, and it can be risky. But if 
you set the stage for success rather than just 
measuring it, you can inspire continuous 
organisational excellence.

With this, I again invite you to contact me 
with questions, comments and suggestions 
at president@esae.org. I also encour-
age you to consider applying to ESAE and 
partners’ Executive Master in International 
Association Management, which offers a 
unique platform for learning to concretely 
develop the visionary leadership skills we 
discuss in this column. One recent graduate 
said the course offers a “blend of Solvay pro-
fessors and international association experts 
providing a broad theoretical base flavoured 

with case studies, bringing situations to life 
and assisting you in applying the knowledge.”

For more information
ESAE – European Society of Association 
Executives
President: Philip Springuel
Av. d’Auderghem 63
1040 Brussels
office@esae.org
www.esae.org

iMpreSSing yOUr cOre 
cOnStitUency takeS 
inSpired leaderSHip 
inFUSed witH craFty 
Strategic planning,  

and it can Be riSky
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The challenge is to mobilize your leader-
ship and influence to get things done 
effectively and sustainably when you aren’t 
in a position of formal authority. In addi-
tion, you have to do it without damaging 
relationships.

Success involves the understanding and 
application of 4 principles:
• Recognize how we’re hardwired to 

behave under pressure
• Practice new behaviors that unlock liber-

ating leadership alternatives
• Engage people in a process that creates 

value for organizations and customers

• Use communication to create shared 
reasoning and commitment

tHe inHerited MOdel 
Think about a time when you had a tough 
conversation that did not go well. You knew 
you were right, but they just didn’t get it. 
Tensions ran high until you finally agreed to 
disagree. What a waste of time and energy. 
Why does this happen? The short answer 
is your amygdala, the part of the brain 
designed to protect physical and emotional 
well-being. It’s a sensor that looks for threats 
and when there is danger, signals the body 
to focus resources on survival. 

Imagine crossing the street and all of a 
sudden a speeding car is heading straight 
for you. Your brain tells your body to release 
stress hormones and you get a surge of 
energy that allows you to jump to safety. In 
a split second you are more aware, awake 
and laser-focused. Now imagine your boss 
sends you an email marked urgent at ten 
o’clock at night. Your amygdala doesn’t dis-
tinguish between life threatening and tough 
work issue. The hard-wiring is activated 
only this time instead of saving your life, it 
causes you to lose sight of the big picture, 
stop listening and restricts problem-solving 
abilities.

leadInG WIthout forMal authorIty
how to Get things done When you’re not in charge

You don’t have to look far to find numerous examples of how complex our organizational lives have become. We work in matrix 
structures. We have diverse stakeholders to manage who often work at cross purposes. We facilitate teams of external people 
with strong opinions on how we should run our organizations. We are expected to exercise leadership up, across and outside our 
organizations. The problem is that this complexity has increased faster than leaders’ capacity to deal with it.

Text Susan West



16 HEADQUARTERS - NovEmbER 2015

Exercising leadership requires more of the 
prefrontal cortex part of our brain, also 
known as the “Executive Brain”. That’s where 
cognitive functions like making trade-off 
decisions, distinguishing among differ-
ent options and analyzing risk take place. 
Recognizing how our brains react under 
stress and anxiety is key to changing how 
we show up as leaders. 

Thanks to the groundbreaking research 
and thought leadership of Dr. Chris Argyris, 
Professor Emeritus at Harvard Business 
School, we know how leaders behave in real 
time when under pressure. Argyris’ original 
research1 studied 8,000 leaders in organiza-
tions across the globe and determined that 
all people in all cultures defaulted to certain 
behaviors under moderate stress. This uni-
versal pattern of behavior includes:
• Undisciplined analysis
• Maximizing comfort and minimizing 

stress
• Win/lose mentality
• Controlling
• Trying to appear rational 

Over the last 20 years, the Cambridge 
Leadership Group added to this body 
of knowledge with action research and 
development of 25,000 leaders across 
companies and cultures. Their work 
identified advanced competencies and 
behaviors leaders can use to respond to 
increased organizational and business 
complexity. We aspire to achieve outcomes 
that move our organizations forward. In 
order to achieve that, there are certain 
things we have to do differently. 

tHe BreaktHrOUgH MOdel
To avoid breakdowns and have real break-
throughs, leaders need to learn how to:
• engage the real challenges 
• express emotion productively
• collaborate on problem-solving, not just 

action-planning
• Be open to explore and test all views

It takes discipline, focus and practice to 
catch and correct yourself when you fall 
prey to the inherited behavior patterns. The 
goal is to stop struggling to manage difficult 
conversations and strained relationships 
and to start leading in a way that builds 
trust and creates value.

MOBilizing OtHerS On BeHalF 
OF tHe OrganizatiOn
Mobilizing people is a process where leaders 
influence, focus their efforts and measure 
progress. Each step can be used as a metric 
that enables leaders to know whether they 
are on the right track to engage people in 
ways that will produce value for the organi-
zation and its customers.

Most people do well with the first “A”, the 
up-front analysis. The mistake they make 
is to jump right into action mode without 
engaging others. They try to get agreement 
to the solution without getting agreement 
on the real issues. We live in a “get it done”, 
“just do it” world. Unfortunately the seduc-
tion to just do it ends up costing us even 
more time as we re-visit unproductive con-
versations. A disciplined approach covering 
all four A’s can help prevent derailments.

leaderSHip cOnverSatiOnS
Communication breakthroughs don’t 
happen on their own. Even the most 
naturally gifted communicators use certain 
techniques to increase the probability that 
real understanding and learning occur. 
Leadership conversations have four steps 
and the point of entry depends on the con-
text. What’s important is to use all the steps 
as you build understanding and commit-
ment to action.
• point of view - state your point of view 

and own the fact it is a concern
• reasoning - say why it’s important, be 

fact-based
• inquiry - ask for their view, avoid yes/no 

questions
• listening - really listen to their views and 

reasoning, avoid the temptation to go 
back inside your own head

It seems simple, however, in practice rela-
tively straight-forward topics require several 
iterations and complex topics can require 
even more. Meaningful dialogue is an 
investment to help people understand and 
accept solutions they may not otherwise 
have considered or actively worked against. 
At its heart is the achievement of shared 
reasoning and trust. 

So the next time you find yourself being 
asked to lead and influence outside your 
scope of authority while building relation-
ships and deepening trust, remember you 
have some liberating choices. 

Susan West is a leadership consultant and profes-
sor based in Brussels. She collaborates with the 
Cambridge Leadership Group on breakthrough 
leadership throughout Europe.

1 Argyris, C., Schön, D.A. 1978. Organizational 
Learning: a Theory of Action Perspective. Reading, 
Mass.: Addison-Wesley.

tHe cHallenge iS tO MOBilize yOUr leaderSHip 
and inFlUence tO get tHingS dOne eFFectively 

and SUStainaBly wHen yOU aren’t 
in a pOSitiOn OF FOrMal aUtHOrity

Mobilizing as a process...

ANALYSIS
1

What’s Most iMportant?

AtteNtIoN
2

FraME thE ChaLLEnGE & 
thE staKEs

AGReeMeNt
3

CrEatE BUY-in, LEarninG &
MotiVation

ACtIoN
4

DECiDE soLUtions &  
Monitor rEsULts
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After many years of exploring various 
approaches to improve performance in the 
meetings sector and bring about organ-
isational excellence, I have come to realise 
that there are 6 key elements that need 
to be managed to excel and all 6 must be 
managed simultaneously to keep them all 
moving forward at the same time.

1. Process 
2. Project Management
3. Culture
4. Change
5. Knowledge 
6. People 

By effectively managing these 6 key ele-
ments and leveraging their interdependen-
cies and reactions, a company can bring 

about tremendous positive change and to 
the outputs of the meeting. On the softer 
side of organisational excellence, there must 
be desire, drive and passion to be the very 
best you can be. An ability to look inward 
and carry out self-assessment and continu-
ous improvement and implementation cre-
ates the base for organisational excellence, 
sustainability and future success.

prOceSS 
To manage a process, we must define and 
agree upon:

1. The meeting objectives and an output 
requirement statement between the 
process owner and the client. We must 
define expectations, determine what 
results the client wants from their 

meeting and how will it be achieved over 
a specific time period.

2. An input requirement statement 
between the process owner and 
suppliers.

3. A process that is capable of transforming 
the delivery of the meeting that meets 
the clients’ quality requirements.

4. Feedback measurement systems 
between process and the client and 
between the process and the suppliers.

Process must be managed at both the 
micro-level, within a team or departments 
and at the macro-level, directed at manag-
ing process that flows across departments 
within the company. Refining the process 
is an ongoing activity to ensure the core 
objectives of the company and the client are 
consistently being met.

orGanIsatIonal excellence 
how to measure success and what to do with the results
To survive in today’s competitive MICE environment, you need to excel. To excel, a company needs to focus on all parts of the organisation, 
optimizing the use and effectiveness of all of its resources.
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prOject ManageMent
Processes define how the company func-
tions and projects are the means by which 
companies improve their process. Therefore, 
we must consistently assess and measure 
the results of our meetings, assess the 
people who manage them, and ensure we 
retain intellectual capital and knowledge 
transfer. 

Project managers require skill, training and 
effective leadership specifically related to 
their type of meeting. In today’s busy MICE 
environment, companies have numerous 
event projects running at the same time. 
Many of these projects are interlinked and 
interdependent. Their requirements and 
schedules are continuously changing, caus-
ing a chain reaction through the company. 
As a result the company may not manage 
each project individually. It has to manage 
its portfolio of projects, making the proper 
trade-off of personnel and priorities.

cUltUre
There is a need for an appropriate culture 
to support achieving organisational excel-
lence. Client focus, systems approach, team-
work, creativity, involved management and 
continuous improvement are the aspects 
that facilitate improved organisational 
excellence, growth, and competiveness. 
It’s important to complement process and 
project management with innovation – it 
will result in the successful exploitation of 
new ideas. A clear synergy appears between 
the two corporate success factors as they 
are often integrated under an appropriate 
corporate culture. The results can lead to 
substantial improvements within the com-
pany together with improved creativity in 
how you deliver your clients’ meeting. 

cHange 
We must embrace change if we are to be 
successful in our challenging world of meet-
ings. Change management systems are 
made up of three distinct elements:
• Defining what will be changed
• Defining how to change
• Making change happen
An effective change management system 
requires us to step back and define what 
will be changed. Which of the key business 

drivers needs to be changed. This applies to 
the overall company and to each meeting/
project its takes on to ensure that we are 
meeting the demands of our clients and 
their client – the delegate. 

knOwledge 
In today’s world of technology, more than 
ever, knowledge is key to organisational 
excellence. However, we are overwhelmed 
with so much information that we don’t 
have time to absorb it all. The critical ele-
ment to knowledge management is the 
documentation of its knowledge. 

Given the endless information that clogs 
up our computers, desks and minds, a 
knowledge management system needs 
to be designed around the company’s 
key capabilities and competencies. 
Documentation of knowledge leads to 
improved efficiencies in achieving the 
desired ROI of the meeting and optimizing 
the effectiveness of all of its resources. The 
true standard of success for knowledge 
management is the number of people 
who access and implement ideas from the 
company knowledge network. The biggest 
challenge is changing the company culture 
from knowledge-hoarding to knowledge-
sharing. To achieve this, time is needed 
not just to documenting knowledge, a lot 
of time needs to be dedicated to sharing 
knowledge and ensuring knowledge that 
rests in the minds of individuals is shared 
amongst all individuals in the company. 

I achieve the softer side of knowledge shar-
ing through creativity forums every two 
weeks. Each individual must come to the 
table with a new idea or experience that is 
worth sharing. This may relate to the format 
and design of the meeting, the meeting 
content, the marketing of the meeting, new 
technology and so on. All shared knowledge 
must be consistently transformed into a 
format that can be easily shared amongst 
everyone in the company.

peOple
The business of meetings is very much 
about people. People are at the heart of 
everything we do. When we talk about 
people in the meetings sector, we are talk-
ing about it in the broadest sense. It is all the 
resources that are available to the company. 
This includes employees, management, 
suppliers, alliances and partnerships, clients 
and knowledge. The interconnection and 
relationship building between all resources 
is critical to achieving organisation excel-
lence. It takes communication, training, 
teamwork, empowerment, respect, honesty, 
leadership, quality and fairness to get the 

best from your most valuable asset in a 
service industry – your talent, your people, 
your knowledge bank. 

In conclusion, clients won’t accept second 
best. To succeed in the competitive envi-
ronment of the meetings market place, we 
need to excel in all parts of the business. The 
internet allows our clients to shop globally, 
so it’s easy for them to get the best quality, 
reliability and value. Clients are concerned 
about service and quality, but they are also 
about dealing with companies who care, are 
quick to respond, will listen, will bring inno-
vative ideas and processes to their meeting, 
and react to their unique requirements.

This article was provided by the International 
Association of Professional Congress Organisers, 
author Nicola McGrane, IAPCO Council, and 
Managing Director of Conference Partners Ltd., 
Dublin, Ireland. IAPCO represents today120 profes-
sional organisers, meeting planners and managers of 
international and national congresses, conventions 
and special events from 41 countries. info@iacpo.org 
/ www.iapco.org

tO SUcceed in tHe cOMpetitive envirOnMent  
OF tHe MeetingS Market place, we need tO excel  

in all partS OF tHe BUSineSS





20 HEADQUARTERS - NovEmbER 2015

HQ: Mr. Franschitz, we had the chance to 
talk before and you said: “The world has 
changed but the associations have not”. 
it’s quite provocative, isn’t it?
Franschitz: Yes, I am aware of that, and it is 
meant as a wake-up call. The truth is, there 
are, of course, some international associa-
tions which have recognized the change 
in their business environment. They have 
started to change their tactics by adapt-
ing their offer to the existing membership 
market. But the majority of them appear 
to be frozen in time, for many reasons, and 
mostly unaware of what the future will 
bring. They do have to understand their 
world is changing with or without them. 

Reyero Miguelez: We are living in an infor-
mation society. Information is available all 
around the clock and all over the world. 
Therefore the demands and expectations 
of people in their search for information 
have changed and still do. Years ago every-
body booked a journey in a travel agency. 
Because the information the people were 
looking for was available only there. Now it 
is just a few clicks away on the web. Travel 
agencies, as the former gatekeepers of that 
needed information, have lost their main 
purpose. The same scenario also applies to 
print media businesses. They all were forced 
to develop new strategies, they had to think 
about their new and future clients’ needs 
and to modify their offerings. 

HQ: But how does this affect the associa-
tions? they are information-providers by 
themselves.
Franschitz: That´s a good point. I believe one 
of the major flaws of the basic concept of 
associations nowadays is their “exclusive” 
approach by creating barriers, through 

monetary, educational, occupational and 
geographical means. They also consider and 
treat their information and their platforms 
as exclusive goods. However, in many cases, 
the reality is that their information is not 
exclusive enough anymore. There are a lot of 
other sources and networks in a global digi-
tal world competing with each other. You do 
not have to be a member of an association 
or a participant at their annual meetings 
anymore to have access to it. 

HQ: Mr. von arnold, recently you asked the 
Managing directors of six leading inter-
national associations about their opinion, 
experience and challenges in their daily 
business. what’s their point of view?
von Arnold: The effects of increasing digitiza-
tion (live-streaming, hybrid meetings, etc.) 
in the meeting world cannot be accurately 

estimated, yet. But change is happening. 
At the latest when the digital natives are 
the new clientele. They are fast, flexible 
and used to permanent dialog. They have 
increasing demands on information flow. 
The members as known today, who pay 
their fees once a year and are satisfied with 

the things they usually get, will be a thing of 
the past. Therefore associations will need to 
stop defining their markets by members and 
participants, and start to see and approach 
them as their potential clients. As business 
corporations, they have to have a clear pur-
pose and vision and a clear strategy.

HQ: and what are the main challenges 
associations see today?
von Arnold: As a consequence of all of 
the above, the associations already find 
that financing is increasingly difficult. The 
acquisition of sponsors requires high levels 
of manpower and new solutions. The situ-
ation is also made more difficult by stricter 
compliance regulations and higher member 
demands. Moreover the potential partici-
pants have consistently less time and finan-
cial resources. They attend one top event 

chanGe Is happenInG 
WIth or WIthout you
ENITED Business Events Experts, Managing Directors Ivo Franschitz, Rosa B. Reyero Miguelez and Senior Consultant Henrik von Arnold 
share their insights about the major, future challenges faced by international associations, and consequently the way to measure their 
success in the long run. 

By retHinking tHe reaSOn FOr tHeir exiStence, 
aSSOciatiOnS need tO redeFine tHeir pUrpOSe, tHeir 
StrategieS and deFinitiOn OF FUtUre MarketS and, 

cOnSeQUently tHeir tacticS
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each year. And this means internal competi-
tions between association meeting organis-
ers. It will be all about offering added value 
to the target group.

HQ: if you were an association, what 
would you do in the current situation? 
Reyero Miguelez: First of all, I would start 
by asking myself the most fundamental 
questions: “Why am I (the association) here?” 
and “What is my purpose?” Followed by: 
“Why should potential clients choose me or 
my offer?” Or in the corporate marketing 
language: “What is my USP (Unique selling 
proposition)?” “Where do I differentiate myself 
from my competitors in the market?” 

Franschitz: By rethinking the reason for their 
existence, associations need to redefine 
their purpose, their strategies and definition 
of future markets and, consequently their 
tactics. No matter if you are a for-profit or 
non-profit organisation you need a clear 
vision. It is your soul, this is what you want 
to be. That enables you to develop precise 
strategies and objectives and create tailor-
made tactics. Your action plan to reach your 
operational goals is the final step. This is 

the basis for a sustainable development of 
every association. 

HQ: and how do you measure success of 
associations in the future?
Franschitz: Following our point-of-view and 
arguments of the future of associations, 
of course, also the criteria and methods 
for measuring the success will have to be 
designed anew. To take an example, if the 
purpose of an association in the future is to 
create a community of common interest, in 
an inclusive way, instead of maintaining an 
exclusive and closed membership model, it 
is obvious that counting membership and 
meeting participation numbers becomes 
obsolete. New criteria could be, for instance, 
the variety and diversity of the “followers” of 
the association or the “connectivity” to other 
entities with similar subject matters.

This article is a contribution of ENITED, a European 
Business Event Agency. ENITED provides solutions 
in the field of Live Communication, with a 360° 
approach and their own ENITED Excellent.C Model©. 
ENITED works with ambitious corporations, active 
associations, and up-and-coming destinations.   
More info: www.enited.eu / welcome@enited.eu

wHat’S tHe UniOn OF 
internatiOnal aSSOciatiOnS 
(Uia)?
The Union of International Associations is a 
non-profit, independent, apolitical, and non-
governmental institution in the service of 
international associations. Since its founda-
tion in 1907, the UIA is a leading provider of 
information about international non-profit 
organisations and a premium networking 
platform between international organisa-
tions and the meeting industry worldwide. 

Main activities: 
• Yearbook of International Organisations 

- contains information on over 68,000 
international organizations active in all 
fields of human endeavour, in all corners 
of the world.

• International Congress Calendar - with 
information on over 428,000 interna-
tional meetings. Available online, in pdf, 
and on paper.

• Annual Associations Round Table

For more information, please contact  
uia@uia.org
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… aS a tranSit paSSenger
Aimed at providing a more in-depth 
Singapore experience beyond Changi 
Airport, the “Free Singapore Tour” has taken 
more than one million passengers on free 
guided tours of Singapore’s vibrant land-
scape and heritage attractions. As part of a 
strategic partnership between Singapore 
Airlines, the Singapore Tourism Board and 
Changi Airport Singapore, these tours avail-
able to transit passengers with a minimum 
stop-over of six hours have been refreshed 
and enhanced, now boasting longer itiner-
aries (2.5 hours) and more frequent tours 
with both day and night options covering a 
greater range of iconic sights, photo stops, 
and seasonal editions during festive peri-
ods.  (www.changiairport.com/en/airport-
experience/attractions-and-services/free-
singapore-tour.html)

… aS a FirSt-tiMe viSitOr
Explore and appreciate Singapore’s rich 
heritage through the captivating stories 
and works of local craftsmen at craFt | 
Singapore. The exhibition, curated by the 
Singapore Tourism Board (STB), features 

traditional and contemporary crafts found 
in Singapore’s precincts. It is taking place at 
the newly-opened Singapore Visitor Centre 
at 216 Orchard Road.

Now in its second phase, the exhibition cur-
rently showcases evolution of craftsmen 
till 21 February 2016. It features works by 
contemporary creative talents who are blaz-
ing new trails through the development of 
new creative works. Their Singapore stories 
will bring to light their personal experiences 
in the development of their craft.  

“There is a myriad of hidden treasures in 
Singapore’s neighbourhoods. Many of our 
successful craftsmen built their crafts and 
businesses in the ethnic precincts that are now 
an important bastion of Singapore’s heritage. 
We hope the personal stories will connect 
and inspire visitors to explore these precincts 
in Singapore,” said Ms Choo Huei Miin, 
Director, Visitor Experience & Capability 
Development, STB.  
(www.yoursingapore.com/about-singapore/
traveller-information/tourism-centre.html)

… like a lOcal
Fancy exploring popular Singapore neigh-
bourhoods such as Tiong Bahru and Joo 
Chiat just like a local? How about chancing 
on hidden attractions like the swimming 
pool at Changi Airport? Or even discovering 
original Singapore souvenirs by local inde-
pendent brands?

With the recently launched live like a local 
hub, travellers can whisk themselves off the 
beaten path with things to see, do, eat and 
drink in Singapore. The customised microsite 
hosted on TripAdvisor saw Singapore Tourism 
Board (STB) and TripAdvisor joining forces to 
promote the quirky and lesser known side of 
Singapore. Working for the first time with a 
National Tourism Organisation, TripAdvisor has 
incorporated user reviews and recommenda-
tions from its local experts, to offer specially-
curated content for travellers, through inspir-
ing and engaging stories. (www.tripadvisor.
com.au/SingaporeLiveLikeALocal)

cOntact
Singapore Tourism Board - Frankfurt Office
Karin Thönes
Manager, Central & Southern Europe
T. +49 69 920 7700
stb_germany@stb.gov.sg
www.yoursingapore.com/mice

so Many Ways to explore sInGapore! 
Whether you’re in Singapore for the very first time, you just drop by on your way to 
some place else or you want to live like locals do, the ways to discover and experience 
Singapore are legions.
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South Korea provides the optimal meeting 
environment through its geographic advan-
tage as Asia’s hub, and vast transportation 
network connecting to every corner of the 
world. 1/3 of the world’s population are 
within a 3.5 hour flight from Korea, includ-
ing Japan, Russia and China, and 88 airlines 
link 183 cities globally with a direct flight 
into the country. 

If everyone is impressed by Seoul, an aspira-
tional city with a modern landscape and high 
tech infrastructure - COEX offers a compre-
hensive congress and exhibition space with 
two onsite hotels - what sets Korea apart is its 
diverse but equally attractive regional cities. 

incheon, including Songdo, offers facili-
ties for events at the airport such as the 
Grand Hyatt Incheon with two Ballrooms 
and 11 other event rooms, hospitality suites 
and outdoor spaces. Songdo, nicknamed 
the sustainable city of the future, and, is just 
20 mins from Incheon International airport 
by road, making this ideal for meetings, as 
well as those looking to invest in Korea.

daejeon is the R&D hub in Korea – City 
of Technology & Science, home to the 
Korea Advanced Institute of Science and 
Technology - KAIST, Samsung Research at 
Daedeok Innopolis, and a member of the 

Science alliance1. The convention centre 
DCC, has a capacity for 2,857.
 
daegu, the medi-city and birth place of 
Samsung, was also the textile industry of 
Korea until manufacture moved to China, and 
still the Korean Fashion Industry’s main hub. 
EXCO can handle 7,900, and should you need 
overspill, the World Water Forum this summer 
utilised nearby Gyeongju and HICO to ensure 
40,000 delegates were well housed.

Korea’s second city and the world’s fifth largest 
sea port, Busan is an Asian hub for marine and 
shipping, with major manufacture just up the 
coast in Ulsan. It also keenly keeps a toe in the 
creative industries as host to the International 
Film Festival. BEXCO (capacity 9,822) offers 
state of the art facilities and the Busan cinema 
offers a mixture of interior spaces and outdoor 
spaces, for up to 4,000 people.

gwangju, the birthplace of a modern dem-
ocratic movement in Korea, is also the arts 
hub of Korea, excellent for Humanities, Arts, 
Agriculture and home to Chonnam National 
University. The KCC holds just under 5,000 
pax and the new Asia Culture Centre offers a 
range of indoor and outdoor space, exhibi-
tion areas and a 1,200 pax theatre.

Last but not least is jeju, a resort Island, 
strong on agriculture and a smart Grid Test 
bed (Smart Grid is the basis for a low carbon, 
green growth strategy), and ideal for high 
level meetings that have synergy with their 
industries or wish to keep their delegates 
immersed and engaged on this delightful 
sub-tropical island. ICC Jeju offers a range of 
spaces and views over the sea.

cOntact
Korea MICE Bureau, Appointed Representative
Anne Ridyard
T. +44 1628 52618
KoreaMice@moulden-marketing.co.uk 
www.koreaconvention.org

1 These cities have been identified as having syn-

ergy in Science and Technology for key association 

congresses and meetings.

All photos courtesy of Korea Tourism Organisation

What you May not knoW aBout korea
Playing a pivotal role in the global economy, home to LG, Hyundai, Samsung, Kia et al., and an array of international chain hotels, 
extensive convention facilities and architectural wonders old and new, Korea offers a wealth of options to association planners. 

recent and UpcOMing 
eventS in kOrea 
2010 G20 Seoul Summit 
2013 World Energy Congress 
2014 ITU Plenipotentiary 
2015 World Water Forum 
2016 Rotary International Seoul 
Convention

Bongeunsa Temple, overlooking COEX in Seoul Busan International Film Festival
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StUdiO city MacaU
Set to be Asia’s first leisure resort to inte-
grate television and film production 
facilities, retail, gaming and hotels, Studio 
City Macau has just opened last October. 
Situated close to the Lotus Bridge immigra-
tion point connecting Hengqin Island and 
a future station-point for the Macau Light 
Rapid Transit, in Macao’s glitzy Cotai Strip, 
the peninsula’s answer to the Vegas Strip, it 
includes four hotels, complete with meeting 
space: Ritz-Carlton, W Hotel, Marriott Hotel 
and Tang Hotel, as well as flexible to organ-
ise meetings of any size or format.

With its faux Art Deco design, the 
giant $3.2 billion casino apes the golden 
age of Hollywood in all the signature ways 

– glitzy gambling floors, movie-themed 
entertainment options, and last but not 
least, a Ferris wheel built to look like a 
gigantic 35 mm film reel, joining 1,600 hotel 
rooms divided between the “Celebrity 
Tower” and the “Star Tower”. 

St. regiS MacaO, cOtai central
As the travel industry becomes more and 
more invested in China, luxury brand 
St. Regis Hotels & Resorts is gearing up 
for its seventh hotel in Greater China: the 
St. Regis Macao, Cotai Central. Designed for 
entrepreneurial and business travelers, as 

well as luxury-minded travelers and families, 
The St. Regis Macao, which is due to open in 
December this year, will feature 400 guest 

rooms and suites and reflect traditional 
Chinese and Portuguese elements Macao is 
indeed Special Administrative Region of the 
People’s Republic of China today, but it was 
also a former Portuguese colony.

In addition to a signature restaurant and bar, 
the Iridium Spa, and an outdoor swimming 
pool featuring a 2,457 square-meter deck 
and private cabanas, the St. Regis Macao 
will boast extensive meeting and banquet 
space. The biggest meeting room, the 
600 square-metre Astor Ballroom, will seat 
570 people. There will also be five smaller 
meeting rooms, two boardrooms, and an 
exclusive VIP meeting room - all named after 
goods found on the Silk Road, a legend-
ary ancient trade network.

cOntact
Macao Economic Services
ddceae@economia.gov.mo
www.economia.gov.mo

postcards froM Macao
Some people are quickly labeling what’s going on over in Macao as a kind of “hotel 
madness”. If it’s correct that the city likes to see things big, it’s also correct that brand-new 
infrastructure developments are very handy for association planners who now have a 
wealth of choices to organise meetings. In this respect, Studio City Macau and St. Regis 
Macao are the latest addition to Macao’s already fascinating portfolio.

in MacaO, Brand-new inFraStrUctUre develOpMentS 
are very Handy FOr aSSOciatiOn plannerS wHO nOw 

Have a wealtH OF cHOiceS tO OrganiSe MeetingS

Studio City Macau

St. Regis Macao, Cotai Central
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Operating in a multi-ethnic, multi-cul-
tural and multi-lingual landscape such 
as Malaysia has also been integral to 
the Centre’s success and a key point of 
difference. “We are fortunate to be in a coun-
try with such a rich cultural heritage. This 
provides both the perfect setting for a kaleido-
scope of unique experiences and a myriad of 
holiday options for delegates, and the impetus 
for us to innovate or craft offerings that ensure 
clients receive a truly unique Malaysian experi-
ence when hosting events at the Centre,” says 
General Manager Alan Pryor.

The Centre’s complimentary cultural 
Showcase is a fitting example. A firm 
favourite with international delegates 
and visitors, the showcase is part of its 
RM100,000 (€21,000) Conventions Value-Add 
Programme. 

A presentation of eight Malaysian arts and 
crafts - batik painting, basket weaving, wood 
carving, songket weaving, pewter smithing, 
henna painting, Chinese calligraphy and the 
gamelan (traditional Malay orchestra), the 
cultural Showcase gives foreign delegates 
a snapshot of the country’s rich and diverse 
cultural heritage without having to leave 

the facility. “Interactive and participative, the 
Cultural Showcase is a great convenience for 
delegates with limited time to visit attractions 
or undertake pre- and post-tours,” explains 
Pryor. 

Moving forward, “we are also extending 
our 2014 prices for popular Day Conference 
Packages (DCPs) With a Difference, 
PlenaryOnCall, PlenaryHallOnCall and 
Banquets & Functions menus to the end of the 
first quarter next year (2016),” adds Pryor.

This is in addition to the latest value-add for 
DCPs which already include coffee break(s), 
lunch, ‘Snack on Arrival’, unrivalled IT and 
A/V support, free Wi-Fi and much more for 
half and full-day packages. Between now 
and 31 December 2015, Convention and 
Conference clients who confirm their book-
ings for three or more consecutive years will 
enjoy the previous year’s all-inclusive dcps 
rates as well as a ‘special rebate’ of 10% to 
25% on venue hire, depending on event size.

Similarly, a new À la carte & venue Hire 
package which gives clients a selection of 
coffee breaks and lunch options on a person 
basis offers confirmed bookings made for 
three or more consecutive years the benefit 

of the previous year’s rates and a 3% to 9% 
‘special rebate’ on venue hire. 

Another exciting development on the 
horizon is the Centre’s expansion plans. 
Groundwork has started on the adjacent 
Lot 91 development with completion 
scheduled for 2018. The additional 
10,000 sqm of flexible and multi-purpose 
space will mean more room to comfortably 
accommodate larger international 
association meetings and concurrent 
events, and for many current clients to grow 
their activities and/or events significantly.

For more information,  
visit www.klccconventioncentre.com.

kuala luMpur conVentIon centre
…Premier Meetings Destination with a Difference!
In just over a decade, the Kuala Lumpur Convention Centre (the Centre), which opened in June 2005, has established itself as Malaysia’s 
premier convention venue and one of the leading meetings destinations in the Asia-Pacific region. Its success can be attributed to a 
technologically-advanced and purpose-built facility, strong industry relationships and a highly knowledgeable and professional team 
committed to the delivery of flexible, innovative and value-add solutions to clients across the board.

Operating in a MUlti-etHnic, MUlti-cUltUral and  
MUlti-lingUal landScape SUcH aS MalaySia HaS  
alSO Been integral tO tHe centre’S SUcceSS and  

a key pOint OF diFFerence

Cultural Showcase - GamelanKuala Lumpur Convention Centre Cultural Showcase - Pewter Smithing
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land OF 1001 adventUreS
Refined hotels with state-of-the-art confer-
ence facilities and an increasing number of 
venues designed to cater to large numbers 
of delegates are being developed in Oman 
as it positions itself to become a leading 
MICE destination. For those who are looking 
for a special destination, there are unique 
opportunities to create, for instance, an 
intimate atmosphere of authentic Arabia: 
need a fort or a castle? Oman is the place. In 
the spectacular scenery of wadis and desert, 
traditional tents can be set up and make any 
event memorable.

FaScinating experience
The landscape of Oman is fantastic, from 
the fjords in the north in Musandam to the 
waters in Muscat. The combination of red 
sand dunes, green mountains and azure 
seas creates a fascinating experience. All the 
usual attractions of Oman - the stunning 
landscapes, the rich culture, the incredible 
array of historical sites and the various mix 

of hotels will be appealing to MICE visitors 
and holiday-goers alike.

natUral BeaUty 
Muscat, the white capital city, is like a mirror 
of the past and the present. Archeological 
sites, ancient forts and museums alternate 
with contemporary buildings like the Sultan 
Qaboos Grand Mosque and the Royal 
Opera House. Muscat is a symbol of the rich 
culture of all Oman.

The desert occupies seventy percent of 
Oman. But rest assured: it is anything but 

boring or inaccessible. On the contrary, the 
desertic landscape is rich and varied, with 
impressive sand dunes and rocky formations. 
In addition, a journey through Oman’s desert 
offers the opportunity to get acquainted 
with the daily life of the hospitable Bedouins.

Oman’s coastline is 3165 km long and 
characterized by quiet beaches, bays and 

high cliffs. Not far from Muscat International 
Airport, there are beautiful beaches and 
high-end hotels. The Musandam peninsula, 
in the north, is known for its spectacular 
fjords. In the south, near Salalah, you have 
banana plantations, frankincense trees and 
tropical beaches.

The mountain landscape of Oman is 
impressive. The peaks of the Al Hajar 
Mountains are more than 3,000 meters 
high, making spectacular panoramas 
and unique landscapes, ideal for outdoor 
activities. There are also picturesque 
villages on the cliffs and in the valleys, 
where fruits like dates, apricots and 
pomegranates are cultivated.

More information
www.visitoman.be 

oMan
The best kept secret in Arabia
The Sultanate of Oman has one of the most diverse environments in the Middle East. Its strengths? Its authenticity, diversity and 
hospitality. Oman is also a perfect location for conferences and events. The winning combination of excellent infrastructure, easy access 
from around the globe, and welcoming people can make any event a success.

FOr tHOSe wHO are lOOking FOr a Special deStinatiOn, 
tHere are UniQUe OppOrtUnitieS tO create,  

FOr inStance, an intiMate atMOSpHere OF aUtHentic araBia
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Oman is a land of immense beauty and 
culture, famed for its outstanding hospitality 
and friendly people. A symbol of tolerance 
and neutrality and an oasis of stability and 
tranquillity, the Sultanate often acts as a 
bridge between international adversaries. 

SaFe Haven
A safe haven for visitors from around the 
world, the latest security and safety statistics 
from the World Travel and Tourism Council 
(WTTC) Report placed Oman at an impres-
sive 9th position, out of 141 countries and 
thanks to its virtually crime free environ-
ment, as well as its economic and legal 
transparency, Oman is known as the peace-
maker of the Arabian Gulf.

A unique and irresistible destination with 
increasing delegate interest, Oman’s tremen-
dous offer has been endorsed by numerous 
accolades. It was recently ranked seventh 
in the world for Quality of Life by Numbeo.
com, the world’s largest database of user-
generated content on cities and countries. 
The New York Times named Oman as one 
of the top 52 places in the world to visit in 
2015 and the Sultanate was the number one 

destination for 2015, according to the global 
travel industry website skift.com. 

Such is the charm of Oman that many 
visitors choose to stay on and make the 
country their home, amongst them former 
American Ambassador Richard Baltimore III: 
“When my period ended in 2006, I was here 
with my father, my wife and our daughters. 
We reflected and decided there was no rush to 
leave. This is a very, very safe country - a beau-
tiful and welcoming country.” Ambassador 
Baltimore’s views are echoed by those 
of Salim Al Maamari, Director General of 
Tourism Promotion, Ministry of Tourism: 
“Oman has been famous throughout history 
for its hospitality and is known worldwide for 
its safety and cleanliness. This is what differen-
tiates us from other destinations, not only in 
the region, but in the whole world.”  

icOnic venUe
Within this stable environment, the OCEC 
has been purposefully designed and sus-
tainably built to meet the complex and 
evolving needs of the global meetings 
and events industry. Its exceptional assets 
include: 22,000 square metres of superb 

column-free exhibition space spanning five 
halls; ten outstanding hospitality suites; 
a spectacular 3,200 seat lyric-style tiered 
auditorium; another elegant 450 seat 
theatre; two lavish ballrooms that can be 
divided into a number of self-contained 
event spaces and a further 13 meeting 
rooms; to collectively offer over 55 meeting 
space options.

This world-class events hub is the cen-
trepiece of Oman’s business development 
programme, supported by the Sultanate’s 
immense intellectual capital and its growing 
reputation for education, research, innova-
tion and entrepreneurship. Acknowledged 
as the most exciting emerging convention 
and exhibition destination, and backed 
by fully integrated transport, logistics and 
communications infrastructure, the OCEC 
will attract over 200,000 visitors in its first 
year of operation. 

to book an appointment for your 
next event or for more information, 
please visit stand k50 at ibtm world or 
email gillian taylor on  
gtaylor@omanconvention.com. 

an eVents oasIs
The Oman Convention & Exhibition Centre is an 
Exciting Business Events Hub in a Haven of Tranquillity
With the highly anticipated opening of Phase One of the Oman Convention & Exhibition Centre (OCEC) in early 2016, the Sultanate of 
Oman will be placed front and centre on the world stage. 

Aerial View of the Oman Convention & Exhibition Centre Hospitality as nature
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annUal SelectiOn
Dubai Association Centre has identi-
fied prominent business personalities 
who have been leading associations in 
the region. Ambassadors include David 
Macadam, CEO, MECSC-ICSC Middle 
East & North Africa, Waleed Refaay, 
Managing Director, SPEMENA & India, Faris 
Abouhamad, Chairman & World President, 
IAA, Worldwide, Mohamed Mezghani, 
Deputy Secretary General, UITP, France, 
Hussein Ghattas, President, IIBA, United 
Arab Emirates, Dr. Wael Abdulrahman 
Almahmeed, President, GHA, United Arab 
Emirates.

These Ambassadors will be in charge of 
creating public awareness about the centre, 
representing DAC internationally at events 
and exhibitions, and actively participating in 
its activities.

“They are selected on an annual basis 
through mutual consent of the DAC Steering 
Committee,” says Hassan Al Hashemi, a 
member of the DAC’s Executive Committee 
and vice president of International Relations 
for the Dubai Chamber. “These individuals 
should be board member, chairperson, CEO or 

managing director of an association, prefer-
ably licensed by the center, with past experi-
ence in business development, strategy and 

pioneers in their field.” Al Hashemi further 
states that this is just the first of many initia-
tives and is in line with DAC’s mission.

12 cUrrent MeMBerS
Under a memorandum of understanding 
(MoU) which was signed in 2014, the Dubai 

Association Centre (DAC), currently with 
12 members currently, offers assistance 
for the establishment of international 

non-profit, professional associations and 
trade bodies in Dubai. Once set up, the 
associations have access to the UAE and 
GCC markets, as well those in the wider 
Middle East, Africa and Asia. This allows for 
a formal environment where associations 
can form a membership-based community 
or open a regional representative office 
to conduct business in the UAE and 
beyond, the Middle East region being a 
relatively untapped market for international 
organisations.

to learn more about how to access services 
related to business event development, 
destination expertise, convention plan-
ning, attendance building and onsite event 
servicing, visit dubaibusinessevents.ae,  
call +971 6005 55559, or email  
askdbe@dubaitourism.ae

Why assocIatIons Meet In duBaI
Helping associations set up in Dubai and opening them to the Middle East community is all what the Dubai Association Centre is about. 
An initiative designed to facilitate the licensing of associations, whether regional or international, the Centre has now launched an 
Ambassador’s Programme, aiming to work with senior Association Executives to promote the Centre, engage with other associations 
and exchange knowledge.

lateSt winS FOr dUBai
• Neuromarketing World Forum 2016
• World Steel Association Conference 

2016
• Amway India Leadership Seminar 2017
• World Congress of Acute Heart Failure 

2017
• 13th Conference of Parties to the 

Convention on Wetland 2018
• International Conference on Medical 

Regulation 2018

dUBai’S aMBaSSadOrS will Be in cHarge OF creating 
pUBlic awareneSS aBOUt tHe centre, repreSenting 

dac internatiOnally at eventS and exHiBitiOnS, and 
actively participating in itS activitieS

Sikka Art Fair in Al Fahidi
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Affordable rates, excellent value for money, 
new infrastructure, easy accessibility and 
connections from more than 80 destina-
tions in Europe by air, safe and compact 
character making commuting and transfers 
very comfortable… reasons are actually 
legion to come to Riga! In the past, the city 
has proved its capacities by hosting vari-
ous high level meetings during the Latvian 
Presidency of the Council of the European 
Union - it indeed hosted more than 200 offi-
cial events along many other conferences.

And if you need help, MEET RIGA, the official 
convention bureau, will provide valuable 
information to associations and meeting 
planners. Whether you search for a reliable 
supplier or an unusual venue, they will 
provide impartial advice and have a very 
efficient website - www.MeetRiga.com - 
designed just for you.

MeetingS FacilitieS and MOre…
Riga offers more than 80 different styles 
and sizes of hotels: most of them have been 
recently renovated and always offer afford-
able rates (inclusive of all taxes, with free 

WiFi throughout the hotel… and delightful 
buffet breakfasts!). Large conferences and 
international association congresses can be 
hosted in the largest conference hotel in the 
Baltics - Radisson Blu Hotel Latvia, which 
offers 18 meeting rooms and 571 guest 
rooms. Or if you have a seminar or board 
meetings, there are a vast choice of smaller 
hotels, which will offer more intimacy and a 
real sense of exclusivity.

But note that Riga not only offers confer-
ence hotels – it also boasts outstanding 
venues, unusual sites or academic facilities, 
which are suitable for conferences and 
congresses.

and tHat’S nOt it!
Riga won’t rest on its laurels, as it contin-
ues to develop its meetings infrastructure. 
One of the leading airports in the Baltics, 
Riga International Airport, has been 
extended by a Northern Pier, enhancing 
the comfort of travellers upon their arrival 
to and departure from the country.

plan your MeetInG In rIGa!

Let’s be honest. Riga and Latvia are not - yet!- the obvious destinations in our industry. But, still, if you are looking for a new and trendy 
city in an emerging country for your future meeting(s), there are a number of reasons why you should consider Riga and Latvia. Let’s 
what they are! 

wHetHer yOU SearcH FOr a reliaBle SUpplier Or an 
UnUSUal venUe, Meet riga will prOvide iMpartial 

advice and Have a very eFFicient weBSite
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The accommodation options will also be 
enriched by the addition of at least for new 
hotels due to open in 2016. For example, 
the Pulmann Riga Old Town hotel will offer 
160 guest rooms and 6 meeting halls, while 
the Kempinksi Riga Hotel will open with 
a premium location next to the Latvian 
National Opera house, offering 136 comfort-
able guest rooms and numerous meeting 
halls. Last but not least is the beautiful, 
brand-new Wellton Minsterija Hotel.

All in all, if you are looking for a new, afford-
able, reliable and safe destination to host 
your upcoming meeting, why note to con-
sider Riga! Rates there are competitive even 
without subvention programmes… Should 
there be anything else to add?

For more information, please visit  
www.Meetriga.com or contact:
aigars Smiltans, Marketing director
Meet riga
meet@liveriga.lv
t. +371 2232 0416 Radisson Blu Hotel Latvija, Omega hall

Energy Union Conference of the EU

Aigars Smiltans
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estonIa
northern europe’s undiscovered Gem

It’s no secret Estonia is still a relatively undiscovered country. So why not organise a 
conference there and you’re sure participants will discover an exotic, new destination 
that’s full of surprises, from the historic, fairytale charm of Tallinn’s Old Town to the 
natural beauty of the country’s primeval forests and rugged seacoast.

What first strikes visitors in Estonia is its 
historic ambience. Imagine indeed stroll-
ing past Medieval walls and gates, Gothic 
churches, curious little lanes lit with old-
fashioned lamps! But don’t get mistaken: 
Estonia’s cities are also surprisingly modern, 
with the latest high-tech conveniences 
always at hand. It’s this very combination of 
old and new that gives Estonia its unique 
flavour.

BUzzing tallinn
The capital, Tallinn, is best known for its 
unforgettable, UNESCO-listed Medieval Old 
Town, a fairytale neighborhood of cobble-
stone streets, gabled houses, picturesque 
lanes and Gothic churches. Here culturally-
minded visitors can explore a vast range of 
museums - the maritime Seaplane Harbour 
is quite enticing! – churches, handicraft 
workshops… and many more!

Thanks to the city’s rapid development as a 
travel destination, it’s now home to dozens 
of new, top-quality, business-class hotels 
and conference facilities that offer the latest 
in comfort and technical capability. Tallinn 
has around 7,200 hotel rooms in all, and a 
good mix of 3- to 5-star hotels can be found 
in the city centre, providing excellent access 

to the larger conference venues such as 
Solaris and the Estonia Theatre.

Tallinn has lately been among one of 
Europe’s fastest-growing conference desti-
nations, particularly for small and medium-
sized events. As word has spread, the city 
has begun attracting large conferences as 
well - it recently had a record-breaking year, 
holding three events in the ‘1,000 partici-
pants and over’ category. 

Naturally, a city like this offers some unfor-
gettable venues for social events and recep-
tions. In addition to historic spots like the 
opulent Town Hall and the towering ruins of 
the Pirita Monastery, there are more modern 
choices like the stylish, Kumu art museum, 
the Tallinn TV Tower, which has the highest 
viewing platform in the Nordic region, and 
even a Stalin-era airport terminal. 

cOMpact & clOSe
Distances in Estonia are conveniently short. 
After landing at any of the international 

airports, delegates can be in their respec-
tive city centres in a matter of minutes. The 
cities themselves are built on a very human 
scale, with major hotels, event venues, 
sights, restaurants and shopping concen-
trated the same central area, all within easy 
walking distance. 

In Tallinn, for instance, the city centre is just 
a 10-minute drive from the airport. This is 
a city where nobody wastes time in traffic 
or has to figure out a complicated metro 
system. If your meeting is 10 minutes from 
your hotel, that’s considered a long walk. 
An hour in a coach will take you to the 
heart of Estonian countryside. Three hours 

will take you to the opposite end of the 
country.

As to accessibility, getting to Estonia is 
easy. Many European cities are less than 
two hours away by air. Tallinn is only 1 hour 
from Stockholm and Copenhagen and 2 
hours from Amsterdam, Brussels, Berlin and 
Frankfurt. Oh and did we mention the excel-
lent value for money? Most planners find 
it cheaper to organise a meeting in Estonia 
than in Central Europe for instance - a real 
added value it is!

tHe citieS in eStOnia are BUilt On a very HUMan Scale, 
witH MajOr HOtelS, event venUeS, SigHtS, reStaUrantS 

and SHOpping cOncentrated tHe SaMe central area, 
all witHin eaSy walking diStance.
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eStOnian cOnventiOn 
BUreaU at yOUr Service
Anyone planning an event in Estonia 
will have the added bonus of assistance 
from the Estonian Convention Bureau. 
Established in 2008, the ECB is a non-
profit organisation made up of the top 
players in the industry and is your part-
ner for putting together any conference, 
meeting or other corporate function in 
the country.

cOntact
Kadri Karu
Estonian Convention Bureau, Managing Director
T. +372 6 450 029
kadri.karu@ecb.ee
www.ecb.ee

case Study

37th euroheat & 
power congress in tallinn
Head of Operations, Communications & Events at Euroheat & Power, Silke Schlinnertz 
explains what makes Tallinn a great event destination, after the success of the 37th 
Euroheat & Power Congress in Estonia.

could you briefly describe the euroheat 
& power congress?
Organised by Euroheat & Power (EHP), 
the international association of District 
Heating and Cooling (DHC) and Combined 
Heat and Power (CHP), the congress, a 
biannual event, discusses major issues 
of importance for European and Global 
District Energy sectors, in technical and 
business areas, from resource assessment 
and innovative technological design to 
market and policy developments. The 
37th edition of the Congress was held in 
Tallinn in April 2015, at the Original Sokos 
Hotel Viru, bringing together 301 key lead-
ers in the field and providing all attendees 
with an in-depth look into the current 
status of District Energy.

why did you decide to hold it in tallinn?
The Estonian Power and Heat Association and 
the Estonian Convention Bureau were able to 
highlight the key strengths of Tallinn and the 
local support as well as the programme in the 
bid book sent. EHP board members believed 
that Tallinn would make a big contribution 
to the Congress and were excited to find 
out more about the city, the country and to 
meet with their peers from all parts of Europe; 
Besides, we hadn’t organised the Congress in a 
Northern European country for a long time…
 
what was the feedback of the 
participants? How helpful was the 
estonian convention Bureau?
The feedback from the participants was 
absolutely great. Satisfaction results of 

the congress evaluation questionnaire 
showed over 90% of the participants were 
“Very Satisfied” and “Satisfied”! A highlight 
was the evening dinner at the Seaplane 
Harbour: it was just amazing!

Tallinn is definitely a hidden gem, and for 
sure one of the most exciting European cities 
to hold a Congress in! Once the Estonian 
Convention Bureau won the bid, they con-
tinued to support our Events Team, whether 
with information on activities, suggestions 
on venues for dinners, etc. – they were really 
fast answering our requests and provided 
useful contacts. As organisers, we were 
delighted with the service and the profes-
sionalism shown by the whole staff at the 
Original Sokos Hotel Viru Conference Centre, 
they were personable, helpful, knowledgable 
and nothing was ever too much trouble. We 
would have no hesitation in recommending 
Tallinn and Estonia as a congress destination!
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Located in Western France, Nantes is two 
hours away by plane from most European cap-
itals and boasts top quality accommodation 
(8700 hotel rooms on offer). The birthplace of 
Jules Verne, Nantes unveils stunning venues, a 
giant elephant walking in the city centre, gala 
dinners held among huge odd creatures. 

Nantes’ convention centre called La Cité 
Nantes Events Center is situated at the heart 
of the city, opposite the TGV train station, 
2 hours from Paris and 20 minutes from the 
international airport. With 3 auditoriums 
(450, 800 and 2,000 seats), 30 meeting rooms, 
6,000 sqm of flexible space, state-of-the art 
facilities and eco-responsible services (ISO 
26000), La Cité is a venue that lives up to the 
industry’s high international standards. 

An economic tool of global exposure, La 
Cité has developed closed relationships and 
signed partnership charters with the local 
competitiveness clusters to stage international 
events. As a result of this strategic orientation 
towards international associations, the desti-
nation now ranks 176th worldwide (2014).

Since 2010, La Cité Nantes Events Center 
and the city of Nantes have been actively 
engaged in welcoming international asso-
ciations and hosting conventions. They have 
adopted a Charter for hosting events with 
a view to making life easier for corporate 
event organisers. Social and environmental 
responsibility underlies all the commit-
ments set out in the Charter. Through 
sustainability and collective commitments, 

two overarching values that are consistently 
demonstrated towards event organisers and 
delegates, Nantes and La Cité clearly stand.

Not surprisingly, Nantes was awarded 
European Green Capital 2013 and La Cité 
became the only French congress centre 
to have successfully achieved the “Gold” 
AIPC Quality Standard. In addition, the new 
Convention Bureau run by the Nantes Saint 
Nazaire Development Agency is dedicated 
to making Nantes and Saint-Nazaire an 
international, visible and attractive region. 

la cité nantes events center
t. +33(0)2 51 88 20 56
www.lacite-nantes.com

WelcoMe to nantes
An amazingly creative destination
In Nantes, innovation means audacity and imagination. The city revels in originality and boosts inspiration. Amazingly creative, Nantes 
has become an unmissable congress destination. 



Association Grand Ball

Save
the

dateThursday 17 December 2015 Château Sainte-Anne - Brussels

Organised by In partnership with

More information: event@meetingmediagroup.com   l   www.meetingmediagroup.com › events
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incentiveS and wOrkSHOpS
Organised by Atout France in partnership 
with Air France-KLM and the official sup-
port of Access Alsace, France Meeting Hub 
was all about educational tours, incentives 
and workshops. If the general focus was on 
Alsace and its many attractions, meeting 
planners could also meet with a few other 
suppliers coming from all over France, from 
Cannes to Calvados, from Paris to Lille, 
both casually and formally, at Strasbourg 
convention & exhibition centre, cur-
rently undergoing a massive refurbishment/
extension.

What made France Meeting Hub unique 
for participants was the chance to dis-
cover three different MICE destinations 
from Alsace: Mulhouse, the creative, 
colmar, along the famous wine road, and 
Strasbourg, the European gem. Highlights 
of the trip included the gala dinner at the 
Museum of Modern and contemporary 
art in Strasbourg, a visit of the council of 
europe, and some fun incentives at the 

château de pourtalès (perfect for this kind 
of activities for up to 450 people). All in all, 
there were many opportunities for exhibi-
tors and meeting planners to get together 
in a relaxed but professional atmosphere.

Isabel Pelletier, from Madrid-based 
EventsME, put it like this: “The format of the 
event is really ideal. Opportunities to network 
are legion, and if you want a more focused 
perspective, the workshops work quite well. 
Besides, the whole trip is really well organ-
ised and personally I had no idea that Alsace 
was so beautiful. The cruise on the Ill river in 
Strasbourg was just breathtaking!”

OBject OF attentiOnS
Alsace, as a whole, was understandably the 
object of many attentions from the part of 
the organisers. Pre-tours were organised 
in colmar, Mulhouse and ribeauvillé 
to make guests discover what the region 
has up its sleeves. Participants particularly 
enjoyed a private dinner at the cité du train 
in Mulhouse, a unique museum retracing 

European rail history and future, and the 
Museum Unterlinden in Colmar, which will 
re-open in December after a top-to-bottom 
refurbishment. I personally enjoyed two new, 
very different venues in Strasbourg: Shadok, 
a digital factory which addresses the issues 
raised by the digital revolution and which can 
also serve as a venue for a dinner or a trendy 
cocktail, and villa Quai Sturm, a beautifully 
renovated mansion complete with high ceil-
ings and stucco friezes which was once a 
German casino!

This overall operation aims to strengthen 
the position of France in the professional 
meetings and events sectors. With regard 
to the feedback I heard from participants 
altogether, this was clearly a success and the 
France Meeting and Convention Board of 
Atout France can be proud of their efforts.

More info on France as a business events 
destination
www.rendezvousenfrance.com
www.atout-france.fr

lookInG Back at the thIrd france MeetInG huB
Alsace is the place
In the meetings industry today, it’s mandatory to remain competitive as a destination. France has clearly understood this and organised, 
for the third consecutive year, France Meetings Hub, but this time in Alsace. At the invitation of Atout France, about 120 hosted buyers 
from more than 30 countries met, conversed and networked with French professionals for a few days in October. The aim? To promote 
the French regions among international business tourism professionals and give them a taste of Alsace!

Report Rémi Dévé

Strasbourg European Parliament, Strasbourg
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Association Grand Ball

More information: event@meetingmediagroup.com   l   www.meetingmediagroup.com › events
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travel tiMe MatterS
Multiple connections, long hours wasted 
at the airports, ages to get to the hotel, 
well, definitely not in Sapporo. The city 
can easily be reached directly from major 
capitals in Asia, while it is only a 1.5 hour 
flight away from Tokyo – the world’s busiest 
air route with over 70 flights per day. Once 
at Sapporo New Chitose Airport, the travel 
time between the airport and the city centre 
is only 37 minutes via rapid train. And just 
so you know, a food market filled with fresh 
local delicacies, Ramen noodles restaurants 
from all over Hokkaido, Japan’s famous 
sweets avenue, not to forget a hot spring, 
will all be at the airport as well.

UnBeataBle priceS, 
aMazing cHOice
When it comes to meeting venues and 
hotels in the nation’s most walkable city, 
the prices and options are unbeatable. All 
major convention facilities and hotels (over 
20,000 rooms) are located within 1 km 
radius of Odori Park. A short 10-15 minute 
walk from the hotel to the meeting venue 
will be enough to start your day. And in case 
you are staging your meeting at Sapporo 
Convention Center, it is just a short 7 minute 
ride on subway from downtown. Speaking 
of cost, meeting space and room rates are 
about twice cheaper compared to Tokyo or 
other major cities in Japan.

UniQUe iS gUaranteed
Sapporo has been the front-runner of Japan’s 
unique venues arsenal. Be it a gathering of 
about 50 to 200 pax, the Ski Jump Stadium 
at Okurayama or the Glass Pyramid at 
Moerenuma Park would definitely wow your 
guests. Sapporo Racecourse, a chic facility 
right outside of the city centre, could be a 
perfect option for a networking event or a 
gala for a group of 300. And if you need to 
go big, beer halls at the historical Sapporo 
Beer Garden will accommodate up to 
1,000 guests.

valUe FOr MOney
For the last couple of years, Sapporo has 
been seeing a dramatic increase in the 
attendance when it comes to participa-
tion from Asia-Pacific members. One 
example is the Asia Oceania Geosciences 
Society Annual Meeting, held last August, 
which hit its record attendance of 
3,100 participants. 

With academic institutions such as 
Hokkaido University, Sapporo Medical 
University and Rakuno Gakuen University 
leading in the fields of geosciences, 
organic chemistry, agriculture, forestry, 

energy, medicine, pharma, animal 
behavior and veterinary sciences, 
Sapporo’s unique and rich natural 
environment has a lot to offer when it 
comes to the value of a meeting. This 
collaboration of natural environment and 
the value of a meeting was particularly 
obvious when the participants of the 
5th International Wildlife Management 
Congress 2015 together with the citizens 
put their forces together for a good cause 
– clearing out and cutting down thickets 
and tall grass along Toyohira River.

Sapporo’s IT sector has also been develop-
ing strong recently, with various interna-
tional IT meetings of all sizes increasing 
their appearances in the northern capital. 
This year’s key gathering was W3C Technical 
Plenary / Advisory Committee Meetings 
Week, which attracted over 500 special-
ists from all over the world to Sapporo in 
October.

cOntact
Dima Azarov
Sapporo Convention Bureau
azarov-d@plaza-sapporo.or.jp
www.conventionsapporo.jp

sapporo: natural – conVenIent – sMart 
Ranked 3rd in Japan, following Tokyo and Kyoto, in the 2014 ICCA rankings, Sapporo has surely been proving itself as an attractive 
destination for both world’s travelers and meeting organizers. 

SappOrO’S UniQUe and ricH natUral envirOnMent 
HaS a lOt tO OFFer wHen it cOMeS tO tHe valUe 

OF a Meeting

Hokkaido University Moerenuma Park - Glass Pyramid






