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MONACO & NICE
COUNT ON THEM WHEN
MEETING IN FRANCE

Situated between the French and Italian Rivieras, Monaco is an
easily accessible, surprisingly affordable destination, offering
both glamour and knowledge to the most demanding association
planners. Dipping its feet into the sparkling blue Mediterranean,
Nice is shimmeringly pretty and full major museums and Roman
ruins, wonderful hilltop vistas and upscale resorts.

MONACO

AN OBVIOUS BUSINESS
DESTINATION

estled in the heart of Europe, less than two
Nhours by air from all major European cities

and situated near the Nice Cote dAzur
International Airport, Monaco, in addition to being
easily accessible, is an obvious business destination.
But the Principality’s assets are not just geographical,
and its other advantages are less well known.

Monaco has excellent hotel facilities, which offer
altogether 2,500 rooms, with a real tradition of
welcome. It also boasts a modern, eco-certified

congress centre, Grimaldi Forum Monaco, which SURGEONS DON'T OPERATE
is internationally recognised by the profession and ON BLACKJACK TABLES

meeting planners alike.

IN MONACO

Monaco is a hard working “city-nation” and a highly
diversified economic platform. The leading business
sectors in the Principality are healthcare, banking
and finance, high tech, tourism, international trade,
shipping and real estate. > : e e S

and coameetic congresses over the e

THE NUMBER OF mo.na.co YOUR EVENT NEEDS MONACO
BUSINESS EVENTS THIS Camvention H,_..L:, WL VISItMOnAcs.com
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With a calendar of more than 500 business events,
including numerous association congresses, Mona-
co is strengthening its position as a destination for
events. Prices are reasonable in this safe state, the
climate is sunny even in winter and the Principality's
image is strong and dynamic.

CONTACT

LAURENCE PAPOUCHADO
DEPUTY DIRECTOR - MONACO
CONVENTION BUREAU
LPAPOUCHADO®@GOUV.MC

NEW WEBSITE:
WWW.MONACONVENTIONBUREAU.COM
FOLLOW MONACO ON TWITTER
@MONACOCVB - LINKEDIN: MONACO
CONVENTION BUREAU

NICE

AN ACTIVE MODERN
CAPITAL

he 5™ largest city in France, Nice is an active
modern capital that has preserved its art of

living over the centuries. This authentic city
finds its energy in the sea and from the mountains
around Baie des Anges, cultivating its modernity
and dynamism with a policy of constantly improved
services.

©AISSOCK

With luxury hotels in Baroque or Belle-Epoque
style, fine ultra-designer hotels, artists' rooms,
hotels with Mediterranean atmosphere, Nice
boasts more than 30 properties offering the finest
seminar rooms, providing a very pleasant setting
for fruitful meetings and comfortable stays. The
majority of hotels for delegates can be reached
quickly by tram, with services running from the
Place Masséna to the Acropolis.

Nice is close to Sophia-Antipolis Technology Park,
a leading centre of scientific and medical research.
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TH THE PLACE OF

NICE IN FRANCE
5 IN TERMS OF SIZE
In the heart of the city, the Acropolis Congress
Centre is located 15 minutes from Nice Cote dAzur
International Airport. The main train station has
been preserved in its original condition and is
served by high-speed trains link up with Europe’s
main cities. The predominance of nature serves as
the foundation for a new green policy, and becoming
a benchmark for ecology among Mediterranean
‘green cities' is a priority for Nice. [




In recent years Nice has been enjoying a genuine
economic and architectural revolution. Creative, dynamic,

young, Nice is bubbling with innovative creations worthy @ ACADEMIC
of Europe's greatest capitals. EXCELLENCE!

ASSOCIATE NICE In January 2016, UCA (University
Céte d'Azur) has been awarded

by an international jury the IDEX
label «Excellence Initiative» and
= An international airport connected to more than 100 Nice is the 1st ranking French
University in the field of life science

and health.

cities, just 15mn from the city centre

<> Adequate accommodation capacity, 200 hotels and
residences, 10,000 rooms (80% in 4* & 3* category)

= A 38,000 Sqm modular convention centre, Nice-Acropolis
in the heart of the city and certified ISO 14001

?
> A hub of internationally-recognized healthcare facilities: your eve nt S — |
9 hospitals, 26 clinics, 7 specialist centers, an ICT expertise : Su rge on.

in the service of e-health

Nice Convention Bureau

> An Ambassador's programme in the Scientific and Medical
field
> A region dedicated to research and innovation: 130 labs,
O researchers

Photos : OTC Nice 2016

ddikt.biz

en in Nice : 2nd Tramway line in
blic rented bikes =
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. TOURISM AND
CONVENTION BUREAU

Find out more
en.meet-in-nice.com

T.+33(0)4 9214 46 27
conventionbureau@otcnice.com
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NORTHERN IRELAND

THE BELFAST WAY

The warmest of welcomes, unique and intriguing attractions and
now a world-class conference venue await business travellers in
Northern Ireland’s capital city. Thanks to a significant investment
programme, Belfast has developed as a highly desirable destination
for all types of meetings, conferences and events. When event
planners choose Belfast, the city promises that all its service
providers - all 333,000 of them - will be ready to make sure each
business visitor experiences the Belfast way.

A CITY AT YOUR SERVICE
Team Belfast, comprising Tourism Northern Ireland,
Visit Belfast and Belfast Waterfront has its eyes
firmly on the prize of becoming a world leading
business tourism destination.

Key to achieving this goal is its one city, one team
strategy. Behind the scenes, key service providers
are working hand in hand to create a unique and
memorable experience citywide. From taxi drivers
to bartenders, all ready to give the famous Belfast
welcome. They will be on hand to deliver bespoke
social programmes for delegates seeking to
experience the city riches as well as the enchanting
beauty of Northern Ireland. Its landscapes are home
to HBO's blockbuster Game of Thrones, from the
spectacular Mountains of Mourne to the legendary
UNESCO protected Giants Causeway.
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This approach is already helping the city win
industry accolades as well as turn clients into
advocates.

Indeed at the city's most recent major conference, the
Association of Surgeons of Great Britain and Ireland
(ASGBI) hailed Belfast as the friendliest host city at
its annual International Surgical Congress held in the
newly extended Belfast Waterfront last month.

Bhavnita Patel, General Manager at ASGBI thanked
the city for its warm reception: "The city has been
extremely helpful and welcoming. | have been
organising events for thirteen years, and | found
Belfast to be the friendliest host city. There is a real
buzz - everyone knew about our conference and
joined in to ensure that we, and our members, had a
truly memorable experience."

New Belfast Waterfront

©T0DD Architects

ASGBI are not alone in acknowledging the city's
friendliness, this has been cited by other customers
and research studies. Dr Ed Fitzgerald, Conference
Director and Past President of the Association of
Surgeons in Training explains: */ can say without
hesitation Belfast’s friendliness, excellent support,
value for money, location and conference facilities
make it stand out as the perfect business tourism
destination.”

Furthermore, research for fDi's Global Cities of the
Future 2014/15 named Belfast as:
the world's top business friendly city in the small
to medium category, and
one of the world's top 10 cities for Business
Friendliness of any size.




NEW WORLD CLASS CONFERENCE CENTRE

Just a 10-minute drive from George Best Belfast
Airport visitors can reach the beating of heart of
this vibrant city and the new Belfast Waterfront
conference facility.

Re-opened last month, this 7000m? world-class
conference centre can deliver a brand-new event
experience for up to 5,000 delegates.

Expanding the city's highly reputable and only
purpose-built conference centre will help cement
Belfast's position as a must-visit business tourism
destination, It is a real game-changer for the city
- as the venue is now able to accommodate larger
events with a wider variety of requirements.

Jennifer Crawley-Patterson, Sales Manager at Belfast
Waterfront comments: “Our 7000m* state-of-the-
art conference venue has enabled us and the city to
facilitate the return of many large scale events. Interest
in the new facility has been extremely positive and we
are already seeing the dividends with an increase
in -major national and international bookings. Now
with double our event space, an innovative catering
approach and advanced event technology at our
fingertips, we're able to compete against the best-in-
class across UK and Europe and are ready to welcome
many more prestigious conferences."

NORTHERN IRELAND ———

And many more big names are on their way to the
stunning riverside venue including BBC Good Food
Show, the World Credit Union Conference and the
Royal College of Nursing (RCN) Annual Congress, to
name just a few.

Belfast Waterfront's stylish and flexible spaces
create the perfect meeting place for delegates to
learn, share and celebrate.

Visitors will enjoy brand new conference facilities
with stunning riverside views as well as good old-
fashioned service and courtesy.

Bhavnita Patel added: "The integration between the
new and existing facility is seamless and the entire
venue Is fantastic. Feedback from delegates has
been extremely positive, in particular the friendliness
and helpfulness of the front of house team, Staff went
to great lengths to ensure delegates had everything
that they needed."

"Our members also remarked on the stunning views.
The venue’s design cleverly brings the outside into
the building. Whatever floor you're on, you can
enjoy beautiful views and plenty of natural light.
At registration, during lunchtime and even when
picking up their luggage, delegates enjoyed stunning
views across the River Lagan,"
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ACCESS FOR ALL

Belfast's good news keeps getting better. More flight
routes have been announced for this dynamic city.
With 158 European and international destinations
servicing both Belfast and Dublin and 26 direct UK
flights into Belfast, the city is easily accessible for
international business travellers.

[t's time to visit Belfast and discover the Belfast
way.

TO FIND OUT MORE
ABOUT THE CITY'S EXCITING
OFFERING AND NEW CONFERENCE
FACILITY, CONTACT BELFAST
WATERFRONT TEAM
ON +44 (0)28 9033 4400, EMAIL
CONFERENCE@WATERFRONT.CO.UK
OR VISIT
WWW.WATERFRONT.CO.UK
TWITTER: @BELWATERFRONT
#BELFASTWATERFRONT




THERE'S NOTHING
LIKE AUSTRALIA

Australia is a place where big landscapes inspire big thinking. Where
innovation and a can-do attitude filter through all walks of life, from
event delivery to medical breakthroughs.

Iready over a billion people around the world
Arely on Australian discoveries including Spray

on Skin, the Cervical Cancer Vaccine, Ultra-
sound, high speed Wi-Fi and the Bionic Ear. And this
is only going to increase, as innovative Australians
across a number of knowledge sectors including
professional services, advanced manufacturing,
food & agriculture, resources & energy, and health &
science, develop new cutting edge technology such
as the bionic spinal cord. Australia's innovative peo-
ple, and the skills and expertise they hold, are one of
the key reasons so many associations are choosing
the destination for their events.

Australia is also making sure that infrastructure
keeps developing in order to meet current and
future demand. Multimillion dollar investment is cur-
rently transforming the country, with thousands of
new hotel rooms coming on line, as well as new and
redeveloped event spaces and convention centres
expanding the country's offering and appeal. Some
of the key developments currently underway are
the AUDS$! billion development of the International
Convention Centre Sydney (ICC Sydney), scheduled
to open December 2016, and the redevelopment of
Darling Harbour, the area surrounding ICC Sydney.

Beyond new infrastructure and its people, Australia
continues to be a highly desirable destination for
business events globally, ranking either first or sec-
ond, as a place offering an exceptional combination
of world-class beauty and natural environments,
outstanding business events facilities, quality ac-

Australia is making sure that infrastructure keeps
developing in order to meet current and future demand.
Multimillion dollar investment is currently

commodation, exclusive experiences and local cui-
sine and wine.

Business events visitors can taste the depth and
breadth of Australian cuisine first-hand at venues
across the country - from the globally renowned
restaurants to outback country pubs - and impor-
tantly, at convention and exhibition centres whilst
at their conference. Australia’s approach to food and
wine respects tradition, whilst seeking to challenge
it. The result is produce driven, fresh and innovative
cuisine paired beautifully with wines that regularly
gather accolades and devotees.

With Australia's proven track record of successfully
delivering events, producing innovative people, and
reputation as a place with world-class research
facilities and universities, it's no wonder that the
appetite for Australia as a leading business events
destination continues to grow, attracting large-scale
conventions including the 2018 World Congress of
Accountants and the 2021 FIGO World Congress of
Gynecology and Obstetrics.

Find out for yourself why there is nothing like
Australia for your next conference. [l

transforming the country.

LEVERAGE AUSTRALIA'S
OFFERING FOR YOUR
NEXT CONFERENCE*

«In a ranking of the world's top 200 universi-
ties by five key subject fields, Australia was
the fifth highest ranked country overall, with
particularly strong performances in Life and
Agriculture Sciences, Engineering/Technology
and Computer Sciences.

o Australia's CSIRO ranks in the top 1% of the
world's scientific institutions in 15 research
fields.

e According to the Global Talent Competitive-
ness Index 2015-16, Australia ranks in the
world's top 20 for the talent of the people it
produces, attracts and retains. Australia is
ranked 13" out of 109 countries.

e Australia is a hub for Asia-Pacific due to its
close proximity and longstanding trade, in-
vestment and cultural ties with the region.

*Source - Austrade.gov.au
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WITH THIS ISSUE ONLY!

Read all about Sydney in our Special
Destination Supplement

Managing Director Rémi Dévé travelled
to Sydney earlier this year and reports on
the rejuvenation of the buzzing Australian
metropolis. Sydney is indeed designing its
future, with a constant focus on innovation
and major infrastructure developments
underway, starting with the brand-new In-
ternational Convention Centre Sydney (ICC
Sydney) opening in December — giving
association planners all the more reason to
consider meeting in Sydney.
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CONTACT

LENE CORGAN
BUSINESS EVENTS MANAGER,
UK & EUROPE
T.+44 207 438 4633
E: LCORGAN@TOURISM.AUSTRALIA.COM

WWW.AUSTRALIA.COM/
BUSINESSEVENTS

BUSINESS EVENTS AUSTRALIA?

r
1




EoGG L6 SRS

HEADQUARTERS NOW AVAILABLE
AT PARIS, FRANKFURT AND
BARCELONA AIRPORTS

As of today, Headquarters is the one and only MICE magazine
available in the business lounges of Paris-Orly Airport,
Frankfurt Airport, Barcelona Airport

In collaboration with
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I P A WV F
Lo T

m BUILDING BRIDGES IN THE MEETINGS INDUSTRY... HELPING YOU INCREASE YOUR VISIBILITY A ¥ 4 4R

WWW. M E E T I N G M E D I AG R O U P.C 0 M www.premium-traveller.com/en
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HOW A TRADE SHOW

BECOMES A MASTERCLASS
MARCEL A.M. VISSERS EDITOR IN CHIEF

When | was a little boy | was often asked: "What did you learn today, Marcel?.
My many travels have taught me that for our business traveling is the best
university. Nothing beats going away. Observing, touching and feeling. It's a
great way to find time to listen, read, talk or becoming otherwise involved in
knowledge and experience gathering.

Today a lot of time is invested in visiting trade shows and attending congresses.
When [ visit a fair, | always get this special feeling as a result of being suddenly
exposed to so many impressions, colours, smells... It's like being dropped into
an ants colony and to have to suddenly pay attention to what to Mr & Mrs Ant
are saying.

But the session that | miss most is the IMEX Politician Forum. Is it worth
going? You bet! Last year | was fortunate enought to discover in person how
important the commitment of policymakers is in shaping a meetings industry.
But | wish the Politician Forum would pay a little more attention to those
destinations that are still in the process of searching for their soul. The fact
that the first East Africa meetings show became a reality is, for instance, the
achievement of one man, Mr. Kumneger, who understood that without the help
of government not much would happen.

Other sessions that always catch my attention are those that deal with ‘Trends:
But who determines what is a trend exactly? Take IMEX Team'’s ‘Idea # 6' for
instance: it states that Asia is potentially the key growth area for meetings.
I've been hearing that this is a trend for the past ten years. So, in the end, |
don't tend to believe all that is being said because it turns out that most of the
time it's just a bunch of words about ‘doing business: And there is more to the
meetings industry than only growth and more growth.

Another subject that always appeals to me is the ‘big news' on the trade show
floor. There is no doubt that this year the trophy goes to the Memorandum
of the first European Convention Bureau group, an alliance that | think has
much in store for the years ahead. If| get a chance | will definitely try to delve
deeper into this as | believe their initiative is proof of their capacity to act with
foresight, relying on market research as the foundation for future development.

MORE STORIES ON WWW.MEETINGMEDIAGROUP.COM
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INTRODUCING
CHENGDU

The provincial capital of the Sichuan province
in Southwest China, Chengdu is one of the most
important economic, financial, commercial, cultural,
transportation, and communication centres in
Western China. The fertile plain, on which Chengdu
is located, is also known as the "Country of Heaven"
and the giant panda, a Chinese national treasure and
one of the rarest animals in the world, also lives in
the Sichuan province. Known as "China’s Famous
Exhibition City", Chengdu is taking the lead in the
convention economy, having become one of the five
largest convention and exhibition cities in China.
Numerous companies have invested in Chengdu such
as UK-based Reed Exhibitions, as well as domestic
companies such as the Chinese European Art Center,
Sanlian Exhibition, and Eastpo International Expo.

WWW.CBE.GOV.CN

4

HANGZHOU GEARS
UP TO HOST 2016 G20
SUMMIT

It has been more than a decade since the govern-
ment of Hangzhou set the goal of turning the Zhejiang
Province capital into an international meetings hub.
With the news of G20 combined with the announce-
ment that Hangzhou will host the 2022 Asian Games,
the city is poised to take its place on the world stage.
The G20 is the main forum for global economic and
financial cooperation that brings together the world's
most advanced and emerging economies, represent-
ing around 85 percent of global GDP, 80 percent of
world trade, and two-thirds of the world population.
The local government named 2015 as the "internation-
al convention year" for Hangzhou, by strengthening
the connection between the city and international
agencies to bring in more high-end international con-
ventions before and after the Summit, aligned with
the city's goal to establish itself as an international
conference destination.

WWW.MICEHANGZHOU.COM/EN

ON THE RADAR

2

THREE KEY

DEVELOPMENTS FOR

THE GLOBAL ASSOCIATION
HUBS PARTNERSHIP

Following the launch of the Global Association Hub
Partnership (GAHP) in October 2015, the partners -
Destination DC, Dubai Association Centre, Singapore
Exhibition & Convention Bureau™ and visit.brussels
- have announced three key developments to
support their plans to help associations grow and
expand internationally: the appointment of former
head of Brussels Convention Bureau Hervé Bosquet
as GAHP's Senior Advisor; the introduction of a host
of dialogue platforms with senior executives of
associations; and the launch of a dedicated website
to provide associations with information on GAHP
and benefits provided by the partners.

WWW.ASSOCIATIONHUBS.ORG

5

WARSAW,
A GLOBAL CITY

In 2012 the Economist Intelligence Unit ranked
Warsaw, the capital and largest city of Poland,
as the 32" most liveable city in the world. It was
also ranked as one of the most livable cities in
Central Europe. Today Warsaw, historically at the
crossroads between the Western and Eastern
Europe, is considered a global "alpha” city, a major
international tourist destination and a significant
cultural, political and economic hub. Whether
you come to Warsaw on a business trip, for a
conference, or as a tourist, Warsaw has everything
that a modern European capital has to offer: a
dynamic and stable business environment, historic
and modern meeting facilities, vibrant cultural life
and green space covering a quarter of the city.

WWW.WARSAWCONVENTION.PL
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PARIS, STILL A LEADING
DESTINATION FOR
INTERNATIONAL
CONFERENCES

Once again this year, Paris proved that it still has
a commanding presence on the global conferences
market. With 186 events organised by international
associations in 2015, Paris took second place
in the ICCA rankings. In addition, Paris hosted a
total of 1,004 conferences with more than 700,000
attendees, a 9% increase over 2014. Overall, Paris
remains a highly attractive city capable of hosting
successful events. Viparis played a part in this
success, as its venues played host to a number of
these events. During the year, it welcomed a number
of large-scale gatherings, including the World Gas
Conference, the European Wind Energy Association
Conference and Euro PCR. The 21 Climate Change
Conference, known as COP21, was a historic event
that took place at Paris le Bourget, a Viparis site.

WWW.VIPARIS.COM

6

LIMA TOPS RANKING FOR
INTERNATIONAL EVENTS
IN THE REGION

Lima maintains its leading position as the most
popular venue for international meetings in the
Americas, according to the ICCA 2015 rankings. In
2015, Peru's capital city experienced a 28% rise
from last year in the organisation of events (82) and
the Andean country is placed 39" in the ranking of
countries, posting a 25% growth. “Lima and Peru have
moved up several spots, this reflects the good strategy
that is promoting Peru as a favorite destination where
meetings can take place in the region,’ Foreign Trade
and Tourism Minister Magali Silva noted. Even though
Lima ranks first in the 2015 ranking of cities in the
Americas along with Buenos Aires, it is the absolute
leader by number of attendees. 2014 attracted 28,477
participants, whereas 2015 drew 52,868, that is, the
number grew by 86%.

WWW.LIMACONVENTION.COM




ON THE RADAR ———
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EFMA

—— ASSOCIATION PORTRAIT ———

THRIVING IN A CONSTANTLY
EVOLVING DIGITALIZED WORLD

Efma promotes innovation in retail finance by fostering debate and
discussion among peers supported by a robust array of information
services and numerous opportunities for direct encounters. Karine
Coutinho, Deputy Managing Director, explains how the organisation
operates. Interview Rémi Dévé

KARINE
COUTINHO

Could you please present Efma?

Efma is a global non-profit organisation, estab-
lished in 1971 by banks and insurance companies.
It facilitates networking between decision-makers.
It provides quality insights to help banks and
insurance companies make the right decisions
to foster innovation and drive their transforma-
tion. Over 3,300 brands in 130 countries are Efma
members. We are headquartered in Paris and have
offices in London, Brussels, Barcelona, Stockholm,
Bratislava, Dubai, Mumbai and Singapore.

Can you describe the challenges you've
had to face over the last few years?

As an association, Efma needs to strive hard to
survive in a constantly evolving digitalised world.
Competitions from smaller but innovative players
specialised in niche services that are also provided
-by our association is something that is some-
times not easy to manage.

I would say that in today’s context, the challenges
associations have had to face is threefold:

- Digitalisation: many associations have heavy IT
legacy and are not using 360° CRM tools enabling
them to better know their members and proper-
ly engage with them. The lack of agility towards
the adoption of new technologies and innovative
tools is one of the reasons why associations are
sometimes failing to be in line with members
expectations. We need to bear in mind that our
members are also “customers” and that most of
the time, their experience when buying a product
or reading content online is set by the Facebook’s,

17

Amazon’s, Apple's of this world. Associations need
to go this route is they want to survive. As an
association whose mission is to help its mem-
bers in their digital transformation, Efma needs
to set the standards and create innovative digital
tools to meet the expectations of its membership
base.

- Internationalisation: After the 2008 financial cri-
sis, Efma suffered a harsh decline as many financial
institutions left the association. As we used to be a
European-centric association until 2008, we had no
choice but to expand to new geographies. The hard-
est part when going global is obviously the cultur-
al discrepancies in terms of membership services
consumption. While in some geographies, members
are favoring networking opportunities and events,
in other ones, they prefer to get access to online
portals and reports. Besides, these preferences can
vary from one member to another making it hard
for local relationship managers to set up standard
approached and service packages. Addressing the
needs of remote members and retain them is a key
challenge today. >



Efma

We are organising more
and more event in Asia,
Middle East and Africa
to make sure our local
members have forums to
meet and network.

—— ASSOCIATION PORTRAIT ———

>

- Planification: One could think that strategy is
something for big companies. Neverthless, it's im-
portant to set up a vision and ambition, not only
to engage members in the long term, but also to
engage the association employees into a roadmap
and make sure they are committed to deliver the
services/initiatives that will be launched in the
future. Happy and committed employees make for
happy and committed members.

We see Efma organises many different
kinds of events - can you tell us more
about those?

Indeed, Efma organises many types of event from
conferences and summits gathering hundreds of
participants to more VIP, exclusive and smaller events
targeting C-level executives (councils and clubs).
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Five years ago, we also launched webinars and
online think tanks that are much more content
oriented but giving less space to “live” networking.
Nevertheless, we find this type of event valuable to
reach remote members with travelling restrictions,
they can still enjoy our services from the comfort
of their desk but again, it is harder to truly engage
them in the community. More recently, we started to
live broadcast one of our awards ceremony, allow-
ing us to reach new prospects and evangelise them
with Efma’s value proposition.

Last but not least, we also organise business trips -
these are exclusive events where senior executives
meet for high level debates and interaction in dif-
ferent countries. During an entire week, participants
are immersed into the culture of the country via tour
guides, gastronomy and meetings with their local




homologues. Being a small group makes it easy for
them to create bounds and opportunities through-
out this unique adventure.

What is the decision process behind the
selection of a destination/venue?

Destination attractiveness is one of the key ele-
ments to make an event successful. Nice locations,
with good flight connections and favorable weather
are definitely strong arguments when a partici-
pants decides to attend an event or not. Apart from
this, as every association, we have budget restric-
tions. To make sure the event is profitable at the
end of the day, we are favoring affordable but at-
tractive locations like Spain or Italy. Of course, we
are not against organising event is new locations
or make effort in terms of budget if we feel that the
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potential in terms of participation is high. London
being the biggest Fintech hub in Europe, we for
example organised our 2016 Distribution Summit
and Fintech awards ceremony in this city, even if
costs were quite high. At the end of the day, we
were very satisfied with the participation rate and
geographical spread of attendees.

We also choose locations according to our global
expansion strategy. We are organising more and
more event in Asia, Middle East and Africa to make
sure our local members have forums to meet and
network.

We understand you're looking
to relocate your Karachi office
and expand your services.

Can you tell us more about that?

Dubai being a hub between Africa, Europe and
Asia, we are thinking about relocating our Karachi
office in the UAE. Prior to that, we decided to open
a chapter in Pakistan in order to set up our back
office and database activity there, mainly for cost
reasons.

Now, we think that having an office in Dubai will
enable us to penetrate the African market more
easily as we cannot devote budget to opening
one specifically in Africa at the moment. This is a
strategic choice we made. Besides, Dubai offers
attractive conditions for any association trying to
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set up an office in the Middle East thank to the Du-
bai Association Centre. We are currently exploring
this opportunity.

Can you share your insights about
the latest trends in the association
community?

| recently had the opportunity to meet with peers
from other associations during an event in Dubai
and | really felt we have the same concerns on
top of our agendas: How to innovate when you are
an association? How to embrace new technologi-
cal trends? How to retain your members? How to
grow global with limited resources? These are the
key questions keeping association execs awake at
night.

There's a lot going on in the association’s commu-
nity, mainly regarding event trends (digitisation of
events, increased interactivity and social events)
and virtualisation of the relationship with our
members thanks to virtual events, training, digital
platforms and apps. Today, for an association to re-
main relevant to its members, it needs to accom-
pany them anytime, anywhere and | believe this is
be possible thank to the capacity associations will
have to integrate digital in their overall strategy
and mission, [

WWW.EFMA.COM




EXPO 201/ ASTANA
“FUTURE ENERGY"” -
THE CONFIDENCE
OF YOUTH

In this second article of our World Expo
series, Matteo Pederzoli puts Astana on the
map and wonders how associations, like the
ones you, our dear readers, represent, are
planning to get involved in the 2017 Expo.
There seems to be a lot of ways to do so.
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magine a city that was funded just 19 years ago in
the middle of the steppe, after having been mas-
ter-planned by Japanese architect Kisho Kurokawa.
With a skyline punctuated by Norman Foster-de-
signed buildings and glowing towers, Astana, which
in Kazakh language means “the capital) has been
quickly and ambitiously rising as Central Asia's new
hub for renewable energy and finance. Whereas
the overall Expo theme is aimed to concentrate on
innovative, practical energy solutions to ensure safe
and sustainable access to energy for all while reduc-
ing CO, emissions, and on their global impact, the
25-hectare Expo site will become the location of a
regional financial centre after the three-month-long
event, taking place from 10 June to 10 September of
next year.

The Vision of “Future Energy” is to highlight solutions
and paths that ensure sustainable energy manage-
ment. These pathways are aimed at combating cli-
mate change and reducing CO, emissions; promoting
energy alternatives - renewable energy in particular
- and driving energy efficiency programmes; ensur-
ing energy security; managing energy production,
storage and use; and guaranteeing universal access
to sustainable energy. The Mission of “Future Energy”
is to appeal to the international community’s sense
of responsibility by way of institutions, organisations,



The Vision of “Future Energy” is to highlight solutions and
paths that ensure sustainable energy management,

corporations, and individuals, with the aim of gener-
ating debate and awareness regarding the decisive
impact that energy management has on the lives of
people and that of the planet.

Expo Astana 2017 “Future Energy” has been con-
ceived as an extensive, integral project that address-
es the topic of energy from several social, cultural
and environmental perspectives, allowing for it to be
studied as a determining factor in how societies and
everyday life function. And guiding the five million
target visitors - 15% of whom are expected to benefit
from the ad-hoc visa waiver programme, and to travel
to Kazakhstan mainly from CIS, China and Europe -
through their essential, active role in the design and
execution of a plan for energy efficient production
and use.

Infrastructure development is proceeding at full
speed both within the city and on the Expo site, as
the country gets ready to become the first former So-
viet Republic to host a World Specialised Exhibition.
Twenty-four new hotels are being built to accommo-

date 35,000 tourists/day. 6,813 events are planned
during the Expo trimester, inclusive of B2B and B2C
tracks, and ranging from of a global summit on “En-
ergy Finances” organised by Bloomberg to a custom
Cirque du Soleil show production.

As the Expo site re-emerged from the freezing win-
ter (but the average summer daily temperature is
25C!), construction is hastening to deliver the “shell
and core” by 1 November 2016 (two months ahead of
the original schedule and before the snow covers it
again!) so that fitting out of the site and installations
may begin before the New Year's Holiday Season
"winter wonderland” lethargy. The site has a conven-
ient access to Astana’s city centre, the international
airport and the railway station.

By May, 87 countries (against a target of 100) and
15 international organisations had confirmed partic-
ipation in next year's world's top event for the en-
ergy sector. Amongst the global corporate players
planning to exhibit are Shell, Saint-Gobain, Cisco,
Samsung, ExxonMobil, Eni and Total. Amongst the
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confirmed international organisations associations
could partner with are the Energy Charter, the Euro-
pean Commission, the International Atomic Energy
Agency, IRENA (International Renewable Energy
Agency), OECD (Organisation for Economic Co-op-
eration and Development), SE4ALL - Sustainable
Energy 4 All, UNDP (United Nations Development
Programme), UNESCO (United Nations Organiza-
tion for Education, Science and Culture), UNIDO
(UN Industrial Development Organisation) and The
World Bank. How's your association planning to get
involved? And to contribute to Astana's twentieth
birthday's celebrations?!

FOR MORE INFORMATION ON THE
EXPO 2017 SEE

HTTPS://EXPO2017ASTANA.COM.

This article is a contribution by MCI Special Projects Director
Matteo Pederzoli, who served as Executive Producer and Curator of
the Expo Milano 2015 European Union Pavilion Visitor Experience.
An ad hoc consortium led by the MCI team helped the European
Commission, Council, and Parliament, as well as the participating
EU Member States (19 of 28) conceptualise, design, produce, install,
market, operate and dismantle the show titled “The Golden Ear -
The Story of Alex and Sylvia
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THREE WAYS CONVENTION
BUREAUX CAN VALUE-ADD
TO MEETING EXPERIENCES

More than two-thirds of the associations surveyed in 2015 by the
UIA were not aware or did not use services provided by convention
and visitor bureaux (CVBs). Clearly, CVBs need to increase their
efforts in engaging associations. More importantly, they need

to increase understanding of what CVBs can do, especially

how associations can tap on CVBs as a valuable resource when
planning events. Jeannie Lim writes

JEANNIE LIM,
EXECUTIVE DIRECTOR,
CONVENTIONS, MEETINGS &

INCENTIVE TRAVEL, SINGAPORE
EXHIBITION & CONVENTION
BUREAU

C\/B can generally support association
S meeting planners in many ways. But
there are three main areas in which CVBs can further
value-add to the business experience and outcomes

that both event owners and visitors can find truly
beneficial.

1. BOOSTING ON-GROUND ASSOCIATION
NETWORKS THROUGH CVBS

For international associations looking for new event

destinations, CVBs can help identify local association

members to serve as on-ground contacts and part-

ners to support their events.

For example, the Conference Ambassador Pro-
gramme by the Singapore Exhibition & Convention
Bureau (SECB) comprises notable professionals
and key opinion leaders. Drawn from fields su