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Overview

International, Intelligent and Influential
Meetings International is the number one thought-provoking 
meetings management magazine in the world. A smart 
and contemporary publication that puts the people who 
create the future of the global business events industry 
in the spotlight – where they belong.

Since 2003, this award-winning magazine has garnered 
attention from a cosmopolitan audience of business 
events leaders by consistently pushing the envelope, 
with unparallelled content and style.

Our readers quickly grasp and engage with the topics and 
ideas in the magazine, and Meetings International offers 
them the best of business events long-form reporting, 
insight and takeaways from key figures in the field, and 
informed industry analysis and trendspotting.

Audience Profile
Meetings International readers are discerning, 
information-hungry and educated decision-makers 
with great influence. These ambitious profession-
als are passionate about the many aspects of the 
business events industry and are often leaders and 
trailblazers in their field. Whether searching for the 
latest industry news, trends and ideas, or looking 
to develop themselves professionally, they turn to 
Meetings International as the definitive meetings 
management resource.

Reader statistics
	■ Gender: 59 % female, 41 % male.
	■ Median age: 49 years.
	■ Education: 52 % have a university degree.
	■ Business influencers: 100 % read Meetings Inter-
national for professional reasons; 89 % are busi-
ness planners or employed within the business 
events industry.

	■ Loyalty: 87 % keep Meetings International as part 
of their personal collection.

	■ Brand fans: 100 % have read Meetings Interna-
tional Business Intelligence Report; 81 % also visit 
the Meetings International website, subscribe to 
our newsletter or have bought books published by 
Meetings International Publishing.

Circulation
	■ Global magazine: 10,345
	■ Global newsletter: 4,786*
	■ Swedish newsletter: 3,578*

Global Distribution
	■ Mainland Europe: 61 %
	■ UK & Ireland: 29 %
	■ Rest of world: 10 %

*	These updated newsletter subscriber counts are significantly lower than previous years due 
to a combination of GDPR ramifications and a move to a far more discerning newsletter 
service provider that is aggressively weeding out inactive subscribers in order to actively 
pursue a smaller but higher-quality subscriber base.
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Specs

 “Everything about 
your magazine 
was a pleasure …   
This is not a 
regurgitation of the 
same old stuff … 
Thank you for doing 
your part to elevate 
the level of dis-
cussion within the 
meeting industry”
Terri Breining
CMP, CMM, Breining Group LLC

  Print Specs
printing offset  screen/resolution 150 lpi/300 dpi 
rip resolution 2540 dpi  binding perfect bound 
(supplements 40 pages or less are saddle stitched)   
trim size 198 × 243 mm (width × height)  
bleed 3 mm bleed on all sides

  Environmental
We use environmentally certified printing, paper and 
distribution. printer Exakta Print, Malmö – environ-
mentally certified, ISO 14001. paper Multioffset 
250g cover, and Arctic Paper Munken Elk 100g, 
FSC labeled paper Cert. No. SGS-COC-1693

 

  Global Distribution
by territory UK & Ireland: 3,045, Germany 2,887, 
Sweden 1,367, Netherlands 303, Denmark 199, 
Switzerland 195, Belgium 181, France 173, Austria 
156, Italy 134, Spain 119, Norway 99, Finland 97, 
Luxembourg 96, Poland 93, Estonia/Latvia/Lithua-
nia/Slovenia/Croatia/Serbia/Portugal/Greece/Turkey/
Ukraine/Russia 319, Australia & New Zeeland 145, 
US & Canada 110, rest of the world including the 
UAE, Oman, Qatar, Saudi Arabia, South Korea, 
Malaysia, Singapore, Hong Kong, Macau, Japan, 
China, Indonesia, India, Philippines, and Africa 822.  
subtotal 10,540 copies, plus 250 extra copies 
handed out at IMEX Frankfurt and IBTM World re-
spectively  total circulation 11,040 copies

The numbers above also go for our Business Intelligence Report, with the extra copies 
handed out at the ICCA Congress and other events. For sponsored editions total 
circulation grows to include extra copies for client distribution.
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 “This is the magazine 
you read to develop 
yourself as a meeting 
management profes-
sional”
Dr Elling Hamso
European ROI Institute
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Magazine

Part of the Slow Journalism 
Movement
We value being right, above being first. Like the other 
Slow movements, we take time to do things properly. 
Instead of desperately trying to beat Twitter to the punch, 
we return to the values we all want from journalism: con-
text, analysis and expert opinion. We invest in journalism, 
give our stories the time and space they need, and we 
consider photography an integral part of our storytelling.

We Celebrate the Important Role of 
Journalism in the Global Business 
Events Industry
“The purpose of journalism,” write Bill Kovach and Tom 
Rosenstiel in The Elements of Journalism, “is not defined 
by technology, nor by journalists or the techniques they 
employ.” Rather, “the principles and purpose of journalism 
are defined by something more basic: the function news 
plays in the lives of people.”
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Magazine

So What Is News Then?

News is that part of communication that keeps us in-
formed of the changing events, issues, and characters in 
the world outside. Though it may be interesting or even 
entertaining, the foremost value of news is as a utility to 
empower the informed.

The vast majority of communication, however, is not news 
and especially not journalism. The Largest-Ever Study of 
Fake News, a 2018 MIT study, concluded that by every 
common metric, falsehood consistently dominates the 
truth on Twitter: Fake news and false rumors reach more 
people, penetrate deeper into the social network, and 
spread much faster than accurate stories.*

While journalism occupies a much smaller space than the 
talk, entertainment, opinion and propaganda that dominate 
the media universe, it is nevertheless far more valuable 
than most of what is out there.

*	Source: The Grim Conclusions of the Largest-Ever Study of Fake News, The Atlantic, March 2018.

“Your 
magazine 
is world-
class!”
Robin Sharma
Author of the #1 international bestseller 
The Monk Who Sold His Ferrari
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Network

Inspiring Industry Connection

Meetings International feels truly inspired by the great work 
of the many business events industry organisations, and 
we are in turn always doing our best to inspire even greater 
collaboration across the global industry.

For over 20 years we have worked with SITE and MPI, and 
founded MPI Sweden Chapter back in 1994. We have 
been a member of ICCA since 2010 and have worked with 
the two leading industry exhibitions IMEX and IBTM World 
since they both started, over 15 and 30 years ago respec-
tively, along with a wide range of other important industry 
organisations.

This has provided us with a comprehensive international 
perspective that infuses and shapes the content of the 
magazine. We have been in it from the get-go and in it for 
the long-haul, in a relentless effort to inform, improve and 
internationalise the business events industry.

Partnerships
Meetings International is official media partner to IMEX, 
IBTM World, International Meetings Review, and JMIC’s 
The Iceberg, and we arrange hosted buyer trips to IMEX 
and IBTM World.
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Intelligence Report

Time for Our Next 
Business Intelligence 
Report 
In our first international Business Intelligence Report, released in No-

vember 2014, we looked at the growing significance of the knowledge 

society and how innovations and university research and develop-

ment are growing within the business events industry. We highlighted 

the various patterns and factors controlling these developments. We 

showed how meetings are developed exponentially. We looked at skills 

enhancement and skills provision, education and the development of 

international organisations and trade fairs. We also scrutinised meetings 

management, ROI and meeting design, and reviewed new technology, 

networks and clusters. We sought out the pieces of the puzzle that link 

the various factors in Africa, Asia, USA, Canada, Australia, Scandinavia 

and the rest of Europe. And it was very well received.

We envisage the meetings industry doubling in size every ten years with 

conventions, arenas and new hotels both large and small throughout 

the world. This will double the number of jobs generated.

Since then we have made Business Intelligence Reports for Dubai (no 

less than three of them, in fact), the Netherlands, the Faroe Islands, and 

Vilnius in Lithuania, as well as another seven regular global reports. #12, 

called ‘Shape the Future’ is a global report. #13 was an amazing report 

from Australia in May 2020 coinciding with a smaller report from Seoul 

(#14). A global report called “The Roads Ahead” (#15) was published 

autumn 2020. #16 is called “About to Unfold” with focus on Africa, #17 

”Foresight is key” and the latest #18 “Navigating the Displacement Era.”
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‌“Great! 
Absolutely 
interesting 
and a 
completely 
different 
approach”
Christian Mutschlechner
Consultant in the meeting and event 
industry, former CEO of Vienna Con-
vention Bureau and the most awarded 
person in the industry

Intelligence Report

We are digging deeper into finding the most important people creating 

the business event industry, people who we realise often aren’t even 

fully aware of the part they play in the creation of the industry.

As an advertiser you will benefit from exposure amongst some of the 

world’s leading meeting and event destinations. Not to mention the 

inspiration you will derive from our passion for good journalism. We tell 

the stories that you won’t find in any other management magazine in the 

global business event industry.
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Editorial Supplements

“This is 
proper 

journalism”
Martin Sirk

Former CEO, ICCA

Supplements for Destina-
tions and Organisations
We have created editorial supplements for Seoul, Paris, 
Nice, London, Scotland, Holland, Denmark, Finland, 
Finnair, Safe Hotels Alliance and many more. All to the 
same high standards as our magazine, using our design, 
photography and editorial teams. Naturally, they are made 
in collaboration with the client, but always in our own style 
(with or without advertising, client’s choice), quite unlike 
anything ever seen in the global business events industry.
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 “The most stimulating 
and thought-
provoking magazine 
I have ever seen 
in this field”
Rob Davidson
Senior Lecturer in Events Management, University of Greenwich
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Print Advertising

	■ All ads/creative/materials need to be deliv-
ered by Materials Due date. We reserve the 
right to charge the full amount for ads not 
delivered in time.

	■ Externally produced supplements/inserts 
need to be delivered to our printer a week 
before Materials Due date. Contact  
trydells.se for delivery information.

Editorial Calendar
Global Editions	 Materials Due	

#33 IMEX Europe edition� 25 Mar 2024

#19 Business Intelligence Report | Dubai� 19 Apr 2024

#20 Business Intelligence Report | Global� 2 Sep 2024

#34 IBTM World edition� 28 Oct 2024

#35 IMEX Europe edition� 24 Mar 2025

#21 Business Intelligence Report | Global� 1 Sep 2025

#36 IBTM World edition� 27 Oct 2025

Editorial calendar subject to change.

Meetings International publishes both global English 
and national Swedish editions of the magazine, as 
well as the Business Intelligence Report, and destina-
tion and custom supplements.

For requested positions, volume/frequency dis-
counts, special advertising, inserts and supplements 
please contact our sales representatives.

1.	 The advertiser has sole responsibility for 
submitted creative. It is understood that in the 
publication of advertisements the advertiser 
is responsible for indemnifying and saving the 
publisher harmless from and against any claims 
or suits based on the submitted creative.

2.	 The publisher reserves the right to cancel any 
advertising at any point prior to publication.

3.	 All creative is subject to approval. The publisher 
reserves the right to reject any creative that 
doesn’t meet the publisher’s standards or 
specifications.

4.	 The publisher can not be held responsible 
for failure to publish or circulate issues due to 
circumstances beyond the publisher’s control.

5.	 The publisher reserves the right to discretely 
label submitted creative as “advertorial” or 
“advertisement” should it mimic sponsored or 
editorial content too closely.

6.	 The publisher is not responsible for checking 
ads for low-resolution images or other pro-
duction mistakes or flaws. Make sure ads are 
flight-checked before submission.

7.	 The publisher reserves the right to adapt 
incorrectly produced/formatted ads to printable 
versions without notification.

8.	 Ads are cmyk only. Any non-cmyk colour in 
submitted creative will be auto-converted during 
print production. The publisher is not responsible 
for color errors due to color conversions.

9.	 All advertising contract positions are treated as 
requests. The publisher cannot guarantee fixed 
positioning since needs change as production 
progresses.

10.	 All media kit rates and information is subject 
to change at any point, provided that no rate 
increase is applied for already placed orders.

11.	 The publisher can not be held responsible for 
errors in key numbers.

12.	 Cancellations are not accepted after Materials 
Due dates.

13.	 The publisher will not be bound by any terms or 
conditions on order forms, or in other commu-
nication, when such conditions conflict with the 
conditions or specifications in this media kit.

PRINT ADVERTISING CLAUSES
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Print Units and Rates

Full Spread
 396 mm   243 mm   3 mm bleed

global editions € 4,900
swedish editions € 4,300

MEETINGS INTERNATIONAL NO. 17 2016 2016 NO. 17 MEETINGS INTERNATIONAL

92 | BRAIN CHECK

In the next phase, which takes place 
during REM sleep, the brain appears 
to process that which we have just 
moved over, checking that it’s been 
written over correctly and that it’s 
working. This theory has most sup-
port today.”
Where does the processing of muscle 
memory take place?

“Procedural memories, that is 

to say all movement memories, are 
processed during REM sleep. This 
concerns all movements, from pick-
ing your nose to skiing. The process 
programs and fine-tunes the premotor 
cortex, motor cortex and nerve paths 
all the way out to the muscles. This 
takes place during REM sleep when we 
are paralysed anyway and are unable 
to carry out the movements that the 
brain is processing.”
So REM sleep also supports the emo-
tional processing of the memories?

“The brain processes the emo-
tional content in the memory in 
another way. Memories mean noth-
ing if they don’t have an emotional 
element. Emotions give memories a 
value. The stronger the emotion, the 
more important it is for you. When a 
memory has been moved to the long-
term memory, the emotional content 
is then connected to it. The brain 
decides what emotion to attach to this 
memory, what value it should have 
for you. This advanced processing is 
supported during REM sleep.”

How important is a power nap for our 
performance levels?

“It takes quite a long time for the 
brain to recover. Therefore, we have 
not really understood why naps are 
so effective. New studies show that a 
nap helps us to recharge our batteries 
with new energy. Even short naps are 
effective. They can, presumably, boost 
energy levels and remove residual 

products. This results in increased at-
tentiveness and concentration levels. 
A power nap cannot replace deep 
sleep. It’s hard to be super-efficient all 
day long, but power naps will help to 
raise your energy level a few notches.”
Some successful people claim to 
need little sleep. Is that a myth?

“No, a lot of successful people 
probably get little sleep, but that 
doesn’t make it a good thing. It 
doesn’t come cheaply either. It’s a risk 
factor like smoking or not exercising 
enough. We age quicker too. Every-
body needs sleep, it varies depending 
on how good we are at coping with 
lack of sleep. If you’re highly motivat-
ed, fit and in good balance then you’ll 
cope better with less sleep. There are 
clear individual differences.”
Some people say that they sleep less 
to get more done. That doesn’t sound 
like a good reason.

“No, it doesn’t. We’re generally 
poor at getting our priorities right, 
which is a problem. We tell ourselves 
that what we are doing is really im-
portant, or that we are really impor-
tant, or that we are so important that 

we can’t stop. Some put this above 
sleep, which is a bit of a no-brainer.”
So it becomes a downward spiral of 
poorer quality as the day wears on?

“Yes, and if you follow large 
groups, seven hours seems to be the 
healthiest amount of sleep, although 
eight hours would be preferable for 
many. Those who sleep seven hours 
often have a better lifestyle gener-
ally. They’re married, have a job and 
exercise a lot. Those who sleep longer 
are not usually as active.”
How does sleep affect the learning 
process?

“A great deal. To improve in a 
sport, or some other exercise, you 
need to train − that is to say repetition 
− and you need REM sleep. These are 
the only factors we know of that make 
you better. If you practice something 
during the day then you will reach a 
peak. Exercising alone won’t improve 
you, but once you’ve slept you come 
to a new level. Then you emanate 
from there the next time. You fine-
tune your motor memory, which has a 
great effect.”
That surely applies to swotting for an 
exam as well, or writing something? 
There’s an old saying that goes “it’s 
good to sleep on it.”

“That’s right. When you’re learn-
ing, you code the information into 
areas where it’s only saved for the day. 
Moving it to the long-term memory 
suddenly gives you access to a lot of 
other memories. This increases the 
probability of associations. There are 
interesting studies that have given 
the participants underlying solutions 
to make them easier. Normally, only 
around twenty per cent can see them, 
but when the participants were al-
lowed to sleep on it, the figure rose to 
60 per cent. The brain has processed 
the information, seen it in a new light. 
When a memory is in the right place 
it’s easier to link to other memories 
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that give us the new solution. So yes, it’s good to sleep 
on it.”
How does sleep affect creativity?

“There are very few studies, but there are some 
that show a link between sleep and creativity. There’s 
also support for the theory that a lack of sleep, to a 
small degree, helps us let go of our inhibitions, which 
makes some people more creative.”
Is our mood affected by lack of sleep?

“Yes, it is. We could get in a bad mood, feel sick or 
even depressed.”
Why do we dream?

“There are several theories. The latest, and 
more applicable today, is that the brain carries out 
memory processing. There are studies during which 
people have had to do certain tasks before going to 
sleep. They are then woken up to see if their dream 
is connected to the task in any way. Those who never 
played the game Tetris got to play it before they fell 
asleep and were dreaming about it when woken up 
during the first hour. The things you think about 
before going to bed you will dream about during 
the first hour of sleep. Later on you will only dream 
about certain aspects. Our dreams reflect what we’ve 
done during the day, but only to a certain degree.”
I wake up at intervals during the night with my 
thoughts spinning in my head. Why, and what can I do 
about it?

“Waking up after a few hours of sleep is a fairly 
common sleep disorder. The explanation lies in a 
probable high stress level. If you have less need for 
sleep then you’ll wake up after a few hours. Plenty of 
people do anyway, but you can’t go back to sleep due 
to the stress. You’re too stressed and need to wind 
down in some way. Meditation and relaxation exer-
cises sometimes help.”

Tomas Dalström is an author, journalist, lecturer 
and innovator with a passion for the brain. Author of 
the book “Bäst i text · Läseboken/Skrivboken” (Best 
in Text · The Reading Book/The Writing Book) about 
writing texts that communicate on the terms of the 
brain, he also runs veryimportantbrains.se and blogs 
about the brain and communication at bastitext.se.

“Memories mean nothing if they  
don’t have an emotional  
element”
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Sponsored Content

Sponsored content is advertisements in the style of 
editorial articles, promoting the advertiser's products, 
services or special point of view.

Sponsored content in Meetings International is typ-
ically a full page ad in combination with a text page 
discretely labeled “sponsored content.” It’s made in a 
visual style distinct from the regular editorial content, 
with style options that allow for simple yet elegant 
presentations, and is run before the editorial content.

The advertiser need to supply ready-to-use text and 
images for the sponsored content.

To conform to editorial style, the sponsored content 
text may not include commercial contact info. They 
may however include link/url references for further 
reading throughout the text, and may end with a suc-
cinct call-to-action like “Read more on website.com” 
so that readers can get in contact through the client’s 
website.

Advertisers looking to deviate from the sponsored 
content style by making use of logos or brand 
graphics (including floorplans or infographics, etc.), or 
contact information, or special non-editorial format-
ting of text or trademarks should submit their content 
as regular ads instead. Advertisers are always free 
to run ads designed in advertorial style, just as long 
as they don’t mimic the native editorial or sponsored 
content styles of Meetings International.

Text 
Send us only proofed and ready-to-use editorial-style 
text of suitable length (see examples on page 19 
for target lengths).

Images 
Send us professional high-quality digital images that 
have been cleared for commercial use, complete 
with photo byline (unless the photographer has 
explicitly waived their legal right to one). Advertisers 
neglecting this will be invoiced for any resulting photo 
rights costs imposed on Meetings International.

Use rgb colour space, with icc colour profile includ-
ed, saved as tiff, psd or high-quality jpeg.

Sponsored content require at least one image no 
less than 2,400 pixels wide for the main image. It’s 
good to have a selection to choose from, but only 
send us a small selection of pre-approved images. 
Make sure to include photo bylines, when applicable.

Revisions 
After the first proof, we allow two revision rounds. 
Make sure to include any and all major changes in 
your first revision round, so that you then have the 
second round for polishing and fine-tuning.

Submit materials using a file transfer service, 
addressed to submit@meetingsinternational.com.
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ADVERTORIAL

T
he international Istanbul Congress Center is a venue 
boasting world-class technological infrastruc-
ture, experienced staff, and high-quality 
service it offers to visitors.

Spanning an area of 120,000 m² on a total of 
seven floors, Istanbul Congress Center hosts 
social, cultural and professional events of all 
kinds, including but not limited to national 
and international congresses, conferences, 
symposiums, corporate meetings, fairs, 
exhibitions, concerts, musicals, and theater and 
movie premieres.

ICC is located at a central region that is close 
to the historical and touristic richness of the 
city and hosts the leading hotel chains of the 
world.

The Auditorium with 3,555 seats, 88 meeting 
rooms conforming to international standards, 
6,000 m² open area, 14,576 m² Exhibition Hall 
and a Car Park with a capacity of 850 vehicles.

The auditorium provides many choices for event organizations 
such as simultaneous translation rooms, theatre or other room 
styles. Besides the auditorium the venue has foyers which may be 

used as the entrance hall in large scale organizations. The foy-
ers may also be used as an extra space for exhibitions, 

cocktails, coffee breaks. Together with 24 simultane-
ous translation rooms, the horizontally adjustable 

flexible structural design and multi-purpose 
stage with hydraulic lift render let the audito-
rium to be used as a useful and functional 
space for all kinds of organizations.

Other important parts of the main buiding 
are meeting rooms ranging from 17 m² to 

1,235 m². Rooms can be divided by sound 
proof acoustic walls in order to create 9 rooms 

suitable for meetings of different capacity. 
Each room has its own translation and sound 
control areas. Multi purpose areas, cocktail 
and banquet areas are located in the 1st 
and 2nd basement floor of the main building. 
They can be used for large scale organiza-
tions or as an extra space for exhibitions and 

banquets. In addition, the entrance and terrace 
area with 9,609 m² of space are a perfect match 

for gala dinners or cocktails which is a wonderful 
alternative for organizations to welcome guests to ICC.

To learn more, visit www.iccistanbul.com

Istanbul Congress Center
The biggest congress center in Istanbul

ADVERTORIAL

L
ocated on Cape Town’s northern foreshore, beneath Table 
Mountain and only a 20-minute drive from Cape Town’s 
International Airport, the Cape Town International Conven-
tion Centre (CTICC) provides flexibility without compro-

mise, as well as the most modern amenities and technology as 
mandatory components.

The centre is built to meet and fulfil the unique and varied needs 
of its delegates and visitors. Its sub-divisible multipurpose facilities 
and dedicated exhibition space creates an environment conducive 
for a variety of functions to occur simultaneously.

Over the past 12 years, the Cape Town International Conven-
tion Centre (CTICC) has proven itself to be an invaluable contributor 
to the sustainable growth and development of Cape Town, the 
Western Cape, and South Africa as a whole – injecting more than 
R25 billion into the national Gross Domestic Product (GDP), and 
more than R22 billion directly to the Western Cape Gross Geo-
graphic Product (GGP). More than 80,000 direct and indirect jobs 
have also been created and sustained throughout the construction 
and operation of the centre.

As part of its commitment to growing its value, the CTICC’s 
expansion will double the centre’s existing exhibition capacity by 
adding 10,000 m² of multi-purpose conference and exhibition 
space and nearly 3000 m² of formal and informal meeting space.

While the completion of CTICC East will enable the centre to 
meet the steadily growing demand from exhibition and conference 

organisers across the globe, the CTICC expansion is about far 
more than merely adding buildings or increasing the centre’s floor 
space. Rather, the expansion is a key way in which the CTICC will 
help to raise the global competitiveness of Cape Town as a premier 
world-class meetings and events destination. This, in turn, makes 
the centre a significant contributor towards the realisation of the 
City’s objective to establish Cape Town as Africa’s premier busi-
ness events destination as outlined in its Integrated Development 
Plan.

Given the widespread acknowledgement that future global 
economic growth is increasingly reliant on intellectual capital, the 
meetings, conferencing and exhibition sectors have a serious role 
to play as a key driver of knowledge sharing and intellectual growth 
in South Africa. The CTICC is committed to playing a leadership 
role in the development of this knowledge-driven economy in Cape 
Town and across South Africa.

By allowing the centre to attract even more global associa-
tions and large, knowledge-based events, the CTICC expansion is 
growing its contribution to expanding the expertise, knowledge and 
skills in the city, the province and the country.

For more information, visit www.cticc.co.za

The Cape Town International 
 Convention Centre
Flexibility Without Compromise

ADVERTORIAL

T
he medical infrastructure of Istanbul, including 233 hospi-
tals with 32,000 bed capacity, as well as being home to 17 
faculties of medicine in its 53 universities, makes the city a 
unique meeting place for medical congresses, as well as 

for science, education and technology. A World Top 10 Congress 
Destination, the city hosted around 145 international congresses in 
2015, mostly from the US, followed by Belgium and the UK. Over 
20 per cent of the congresses were medical and 45 per cent of the 
delegates were part of medical congresses in 2015.

The General Manager of Istanbul CVB, Özgül Özkan Yavuz adds: 
“We are pleased with the quantity and quality of the medical con-

gresses that we have held and will be hosting. To name a few from 

2015, we hosted the Association for the Study of the Liver (APASL) 

meeting with 4,000 delegates, the European Group for Blood and 

Marrow Transplantation (EBMT), again with 4,000 delegates. We 

are excited to be hosting the European Society of Cardiology with 

approximately 2,000 delegates, WFNS World Congress of Neuro-

surgery with 8,000 delegates and the World Congress of Pediatric 

Cardiology and Cardiac Surgery (WPCCS) with over 3,000 del-

egates. As Istanbul CVB, we are aiming to have stronger collabora-

tion with local medical assocations, and strengthening our position 

by hosting even more medical congresses in our city.”

The numbers show Istanbul’s strength 
as a  meeting point
A city with a global outlook, Istanbul is a historical meeting point 
between East and West, as well as being a leading MICE destina-
tion offering unique and exciting venues. With its seven conven-
tion and three exhibition centres, the city has the capacity to host 
every type of event, from bespoke incentives to meetings for up to 
30,000 – corporate and leisure visitors alike.

Accommodation in Istanbul, with its unique Turkish hospital-
ity, is both widespread, at 100,000 plus beds, and diverse, with a 
selection across the spectrum including more than 194 five-star 
and four-star hotels, with 103 more to be opened.

Easily accessible from around the world, Istanbul is served by 
most of the international airlines at its two airports. Turkish Airlines, 
named “Best Airline Europe” by Skytrax for four years running, has 
a network of more than 280 direct flights, and flies to more coun-
tries than any other airline in the world, connecting Istanbul with 
five continents. Two billion people living within six hours flying time 
of Istanbul, and being the only city on two continents, gives the city 
a unique and privileged position.

Istanbul: a unique meeting point 
for Medical Congresses

Short text with huge impactful image, or a sliver of an 
image with more expansive text? Just the main im-
age and a compact text block, or add in another two 
small round images, subheadings and links to break 
the text up? The choice is yours.

These examples give you an idea of what to expect. 
Pick one you feel suits your needs, and check the 
approximate text count beneath to get an idea of 
what copy length to aim for.
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T
he United Arab Emirates (UAE) has announced what the 
country’s leaders are calling the Science, Technology and 
Innovation Policy, made up of 100 initiatives that will be 
boosted by an AED 300 billion investment.

The policy was announced on social media by His Highness 
Sheikh Mohammed bin Rashid Al Maktoum, Vice President and 
Prime Minister of the UAE and Ruler of Dubai. In his posts, he said 
that the move was being made to help the country boost its non-oil 
economy.

“The Policy adopted by President HH Sheikh Khalifa has 
practical initiatives, legislative change and financial investment in a 
non-oil economy. The Policy encompasses health and education, 
energy, transport, water and technology and a threefold increase in 
scientific research to 2021,” Sheikh Mohammed wrote.

He added that the policy includes expanding solar energy, 
nuclear research, as well as R&D in the fields of robotics, artificial 
intelligence and genomics.

Sheikh Mohammed said that the ultimate end goal was for the UAE 
to develop a non-oil, knowledge-based economy. The country is 
still very much dependent on oil exports, but leadership figures 
have in recent years taken steps to plan for the days when the oil 
might eventually run out. In his posts, Sheikh Mohammed, said 
that, with these plans in place, the UAE could look forward to not 
having an oil-based economy.

“As my brother Mohammed bin Zayed said, we will celebrate the 

last barrel of oil,” he wrote.

United Arab Emirates Announces
Science, Technology and Innovation Policy
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S
ince 1893, RAI Amsterdam has actively tried to create 
the right context for inspiring meetings to take place in 
and strong ties to develop in. As the facilitating party, RAI 
Convention Centre creates the ideal conditions for 

inspiring meetings to take place in and strong ties to 
develop in. As the organising party, RAI Exhibitions 
connects context, content and communities 
utilising national and international consumer 
and professional trade fairs.

RAI Amtrium
RAI Amsterdam opened the doors to its 
new multi-purpose exhibition and conven-
tion centre, RAI Amtrium, in June 2015. The 
Amtrium is a third-generation structure which 
unites exhibition, convention and office func-
tions. It also features two restaurants and a 
special greenhouse for urban farming. The 
Amtrium is the first convention building in 
Europe to receive the BREEAM-NL Excellent 
label from DGBC.

nhow hotel Amsterdam RAI
The RAI is set to add an iconic element to the 
skyline of the Zuidas business district in 2018 with 
the nhow Amsterdam RAI. The construction of this 91-
metre hotel with 650 rooms is planned to start in mid-2016. 
The hotel will occupy a triangle bounded by the Europaboulevard, 
the A10 ring road and RAI Amsterdam Convention Centre. The RAI 
chose NH Hotel Group and its innovative nhow concept after a 
rigorous tendering process. The hotel is designed by OMA, the firm 
founded by Rem Koolhaas, and will be developed by COD. The 
new structure is expected to be operational in 2018.

Multifunctional parking building
In September 2015 RAI Amsterdam has started the construc-
tion on an nine-storey multifunctional parking building near the 

point where the A10 ring road intersects the Zuidas district 
in Amsterdam. The structure will be 30 metres high 

and contain approximately 1,000 parking spaces. 
The building will be much more than just a car 

park, however: with 7.20-metre ceilings and a 
sophisticated finish, the first floor will serve as 
a 2,500 m² exhibition and convention space. 
In addition, the roof will provide multiple 
opportunities to install an extra pavilion dur-
ing major events. The structure will be built 

in accordance with all current sustainability 
standards and is expected to be completed in 
August 2016

These new facilities are part of an ongo-
ing programme of investment by the RAI 
in sustainable innovation, reinforcing the 
company’s position as a leading international 
exhibition and convention centre.

RAI Sustainability Report live now!
Under the motto Creating a great environment 

to meet, the RAI will continue to play a leading role 
in the field of sustainability within Europe’s conference 

and events industry in the years ahead. All this and more is 
contained in the seventh edition of RAI Amsterdam’s sustainability 
report, which has been published online in October 2015. The 
report was made   together in accordance with the guidelines of the 
GRI B (Global Reporting Initiative).

For more information, visit www.rai.nl

RAI Amsterdam
The Future is Now

ADVERTORIAL

S
eoul has long had a reputation for being a one of the 
most competitive destinations in Asia’s MICE industry, 
and its a reputation hard earned. In just a matter of 
decades the city grew from its war-torn roots into an 

expansive, high-tech metropolis. With an extensive track record of 
quality business events and a booming MICE industry, there is no 
better time to visit Seoul than during it’s peak autumn season.

Active Autumn Meeting Sessions
Even in the aftermath of a summer slump due to fears over the 
spread of the Middle East Respiratory Syndrome (MERS), the city’s 
MICE industry has managed to bounce back with vengeance to 
kick off the fall. Coex, Seoul’s premiere convention and exhibition 
center, alone will see over 8,800 visitors from just three major con-
ventions happening over the fall. Supporting Coex’s reputation as 
a venue for prestigious medical conventions, the 16th International 
College of Prosthodontists Scientific Conference and the World 
Allergy Congress together brought in 5,800 medical experts from 
over 100 countries.

Another 5,500 guests from 120 countries will flood the centre 
during October and November for the PIARC World Road Con-
gress, the 24th International Conference on Magnet Technology, 
and the International Conference on Food Factors, proving that 
Coex is a centre built for meetings for all industries.

The autumn season also means Coex is preparing for the 
launch of KOSIGN and Food Week, two of its biggest, UFI ap-
proved international events, expecting to draw more than 60,000 
visitors.

A Season of Colour and Culture
In addition to a bustling time for business deals, its truly one of the 
most scenic times to visit Korea.

Seoul enjoys mild temperatures and colourful landscapes dur-
ing the fall. Located at the heart of the city in the Gingham district, 

many of Seoul’s scenic hot spots are easily accessible via the two 
train stations or inexpensive taxis near the exhibition center.

The burgundy foliage that covers Namsan mountain, for 
example, is only a short ride away. From the observatory guests 
can get a 360 degree view of the autumn leaves that envelope 
one of the biggest cities in the world. For visitors with more of an 
interest in the latest trends, a walk down the renowned Ginko tree-
lined Garosugil street in the Sinsa district offers a perfect mesh of 
trendy fashion and nature. Closer to home, Boeung Temple across 
from Coex’s third floor auditorium offers stunning fall scenery as a 
backdrop for social coffee breaks, or a quiet sanctuary for guests 
looking to get closer to Korean history.

A Time For Celebration
This autumn also marks a time for celebration as the Coex MICE 
Cluster celebrates its first official fall season. The Coex Mice Cluster 
consists of 13 partner companies including the Coex conventions 
and Exhibition Center, Grand Intercontinental Parnas and Coex 
Intercontinental Hotels, Oakwood residence, 7 Luck Casino, Coex 
Aquarium, Megabit Cinema, Lotte Duty Free, SM Town, Coex Mall, 
Trade Tower and ASEM Tower, City Airport Terminal, Our Home 
Catering, and the Hyundai Department Store.

The MICE Cluster kicked off the autumn season with the open-
ing of the new Bongeunsa express subway station that is now 
connected to the Coex Mall making it easier than ever to visit the 
autumn tourist sites of Seoul and its surrounding provinces.

Connect with Business, Explore Culture
Whether a convention, team building event, or world class exhibi-
tion, Coex goes above and beyond to ensure an unforgettable 
event experience. Ask Coex how we can make your autumn event 
a memorable one.

To learn more, visit www.coex.co.kr/eng

Fall in Love with Seoul
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F
ew cities can boast such suitable conditions as Madrid for 
hosting professional meetings, conferences, conventions 
and incentive trips.

Its economic vitality is complemented with an excel-
lent infrastructure, modern congress facilities, highly specialized 
 services and an excellent hotel sector. It is not just these competi-
tive advantages that make the difference compared with other 
destinations, but also the possibility that the capital offers to 
combine work and fun. Because in Madrid, leisure and business 
are complementary rather than mutually exclusive terms, and doing 
business can be a real pleasure.

With a million business tourists each year, Madrid is the 
undisputed international hub between Europe and South America 
and has vast potential to become the primary gateway to North 
 America. Adolfo Suárez Madrid-Barajas airport operates direct 
flights to 200 destinations around the world. And it also boasts an 
extensive modern urban and intercity public transport network, 
having more high-speed links to other national cities than any 
other European capital and a large high-speed trains system, with 
more than 2,600 km and 80 destinations from Madrid to the rest 
of Spain.

The city offers 242 hotels in the three, four and five-star 
 categories and is able to accommodate more than 42,000 guests, 
more than 81,000 if we talk about Madrid region. And what’s more, 
Madrid’s hotels offer a highly competitive quality/price ratio.

However, if Madrid has a distinguishing feature it is its  ability 
to make work meetings a pleasurable time. In Madrid the line 
separating business and pleasure blurs, making it possible to hold 
 meetings and close business deals while enjoying the city’s unbeat-
able entertainment, food and cultural agenda.

The kilometre-long Art Walk is home to three of the world’s 
finest art galleries – the Prado, the Thyssen-Bornemisza and the 
Reina Sofía Museums – and receives more than seven million visi-
tors each year.

In 2013, Madrid was chosen as the second best city in Europe 
for shopping (Globe Shopper Index): going shopping in Madrid 
is very tempting given the variety, the quality and the numerous 
and appealing possibilities one will come across. Visitors will find 
products for every taste and every pocket, at shops ranging from 
the most avant-garde establishments to traditional shops in the old 
part of the town.

With almost 3,000 hours of sunlight per year, Madrid is a bright 
and warm city. Its Mediterranean continental climate is the best 
invitation for a walk. A great number of parks embellish the city and 
contribute to creating a pleasant and healthy atmosphere, making 
it, at the same time, the greenest city in Europe.

Madrid is the only city in the world which is surrounded by six 
sites considered World Heritage by UNESCO within a 100 km 
radius: Toledo, Ávila, Segovia, Alcalá de Henares, El Escorial and 
Aranjuez.

Cutting-edge facilities, devoted professionals and modern infra-
structures allow you to comply with the most demanding  quality 
levels. And the region’s excellent climate, its safety, the  quality 
of life, culture and history and the multicultural ambience which 
permeates the city all combine to create a perfect fusion between 
the business world and leisure attractions.

Thanks to all this, in Madrid your event is sure to be a unique 
experience.

For further information visit www.esmadrid.com/mcb

Madrid
Conventions Don’t Have to Be Conventional
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ADVERTORIAL

Z
agreb, the capital of the Republic of Croatia, is one of 
the oldest European cities with its history running back 
to the 11th century, and is yet one of Europe’s youngest 
metropolises.

It is the administrative, economic, diplomatic and cultural capital 
of the country, with a population of almost one million. This “city 
of million hearts”, has always been attracting visitors’ attention. 
Lately, this interest has been growing faster than ever before due to 
Croatia’s accession to the European Union. In addition, it makes it 
easily accessible from all parts of Europe.

Zagreb is also the city of science and culture. Many excellent 
scientists and artists who have enriched Croatian and world herit-
age, work here. The city has approximately fifty museums and gal-
leries, as well as private art collections and about twenty theatres 
and musical venues.

From spring to autumn many events and exhibitions take place 
outdoors. They are a real treat for the visitors and they largely 
contribute to Zagreb’s special atmosphere.

The most important cultural attractions and hotels, many of 
which are members of international hotel chains, are conveni-
ently located in the heart of the city, all within 15 minutes walking 
distance.

Zagreb is renowned for its Gothic churches, Baroque palaces, 
Art Deco buildings, beautiful city parks, but is also famous for the 
fascinating atmosphere in the historic Upper Town and the nu-
merous downtown outdoor cafes where the true pulse of the city 
becomes captivating.

Other attractions include one of Europe’s most lively outdoor 
markets, Dolac, with its cheerful red parasols – it is here that the 
scents and the colourful diversity of fresh picked fruits, vegetables, 
meat and dairy products make you remember those almost forgot-
ten tastes of your childhood …

Although a Central European city in geography, culture and 
baroque architecture, in many ways, Zagreb has a Mediterranean 

way of life. Its numerous downtown open air cafés give Zagreb the 
image of the biggest European café. Thanks to its many influences, 
the city has a special charm and that unique hospitable feel gener-
ated by its proverbial open-hearted inhabitants.

To be in the city center and enjoy nature and greenery at the 
same time – this is all possible in Zagreb. Whichever way you go, 
Zagreb delights with its beautiful parks as the city boasts a long 
park tradition and particularly valuable natural heritage.

Zagreb and its surroundings with its exceptionally preserved 
nature lure numerous visitors to explore the mysteries of the region: 
the castles, romantic legends, vineyards, spas, local gastronomic 
delicacies and traditionally hospitable hosts.

Zagreb has a thousand faces and each one is – professional 
yet relaxed, modern, with a dash of a thousand years of longevity, 
cultural and economic, urban and adventurous … in short, Zagreb 
is the city that simply has to be discovered and rediscovered over 
and over again.

The wide range of accommodation and convention facilities 
in Zagreb combined with the old city core, rich historical heritage, 
vibrant cultural life, friendly people, relaxed atmosphere, exciting 
gastronomic adventures and fascinating surroundings make Za-
greb the ideal destination for conventions, conferences, meetings 
and incentives.

The city houses a rich variety of venues for both small meetings 
and big congresses, and offers numerous exciting possibilities for 
setting up a memorable incentive or a fascinating event.

High class congress hotels, halls in the very historical core of 
the city, numerous museums and galleries in addition to top quality 
PCOs and DMCs will make your congress an event talked about 
long after. Zagreb is a city where captivating city atmosphere and 
making business make a perfect match.

For further info, please visit www.meetinzagreb.hr

Zagreb a Smart Place to Meet
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Examples of Sponsored Content 2/2

Short text with huge impactful image, or a sliver of an 
image with more expansive text? Just the main im-
age and a compact text block, or add in another two 
small round images, subheadings and links to break 
the text up? The choice is yours.

These examples give you an idea of what to expect. 
Pick one you feel suits your needs, and check the 
approximate text count beneath to get an idea of 
what copy length to aim for.

3600 Characters  575 Words

2950 Characters  470 Words 3400 Characters  530 Words

3800 Characters  600 Words
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Online Advertising

Meetings International publishes online content across a global 
English-only section of our website accessed through meetings
international.com, and a national Swedish section accessed through 
meetingsinternational.se, both with respective newsletters. English 
language creative may be published in both sections/newsletters.

Submit creative to submit@meetingsinternational.com. 

For volume discounts and special advertising  
please contact our sales representatives.

1.	 The advertiser has sole responsibility for submitted creative. It is un-
derstood that in the publication of advertisements the advertiser is 
responsible for indemnifying and saving the publisher harmless from 
and against any claims or suits based on the submitted creative.

2.	 The publisher reserves the right to cancel any advertising at any 
point prior to publication.

3.	 All creative is subject to approval. The publisher reserves the right 
to reject any creative that doesn’t meet the publisher’s standards 
or specifications.

4.	 The publisher can not be held responsible for errors in key 
numbers.

5.	 The publisher is not responsible for advertiser delays. Delayed cre-
ative may result in delayed start date, but end date will be adjusted 
accordingly, to maintain campaign length.

6.	 The publisher reserves the right to discretely label submitted crea-
tive as “advertorial” or “advertisement” should it mimic sponsored or 
editorial content too closely.

7.	 The publisher is not responsible for checking ads for low-resolution 
images or other production mistakes or flaws.

8.	 Banners are raffled on page load/reload.

9.	 The publisher reserves the right to adapt incorrectly produced/
formatted ads to usable versions without notification.

10.	 All media kit rates and information is subject to change at any point, 
provided that no rate increase is applied for already placed orders.

11.	 The publisher will not be bound by any terms or conditions on order 
forms, or in other communication, when such conditions conflict 
with the conditions or specifications in this media kit.

	■ Maximum file size 100 kB.

	■ Remember to include link/url.

	■ We accept the following file formats: jpeg, gif, png, as well as 
html (ready-to-publish code with files hosted elsewhere).

	■ Creative lead-time is five business days prior to campaign 
launch.

ONLINE ADVERTISING CLAUSES
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.COM Online Units and Rates

Top Banner
IAB Billboard   970 px   250 px  

€ 600/wk  € 1,800/mo
Format featured at the top of every page + two extra appearances on the front page

Footer Banner
IAB Leaderboard   728 px   90 px  

€ 350/wk   € 1050/mo
Format featured above every page footer + an extra appearance on the front page

Column Banner Monster
IAB Monster MPU   300 px   600 px  

€ 500/wk  € 1,500/mo 

Column Banner Medium
IAB Medium Rectangle   300 px   250 px  

€ 400/wk  € 1200/mo
Both formats featured on every editorial page

tel:%2B44%201525%2086%2011%2087
mailto:graham.jones%40meetingsinternational.com?subject=Meetings%20International%20advertising
tel:%2B46%208%20612%2042%2020
mailto:roger.kellerman%40meetingsinternational.com?subject=Meetings%20International%20advertising
mailto:info%40meetingsinternational.com?subject=Meetings%20International%20media%20kit
http://www.meetingsinternational.com


23Updated March 2024

media kit 2024

Graham Jones 

Global Sales Director   

 +44 7714 40 71 75   

graham.jones@meetingsinternational.com

Roger Kellerman 

Publisher, Sales Sweden   

 +46 730 40 42 96   

roger.kellerman@meetingsinternational.com

Meetings International Publishing   

Formgatan 30

SE-216 45 Limhamn

Sweden   

info@meetingsinternational.com

www.meetingsinternational.com

.SE Online Units and Rates

Top Banner
IAB Billboard   970 px   250 px  

€ 600/wk  € 1,800/mo
Format featured at the top of every page

Footer Banner
IAB Leaderboard   728 px   90 px  

€ 350/wk   € 1050/mo
Format featured above every page footer

Column Banner Monster
IAB Monster MPU   300 px   600 px  

€ 500/wk  € 1,500/mo 

Column Banner Medium
IAB Medium Rectangle   300 px   250 px  

€ 400/wk  € 1200/mo
Both formats featured on every page
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Newsletter Units and Rates

Sponsored Newsletter
 1200 px   variable  with “Sponsored Content from X” header

Up to 7 brief* news items with one linked image and a call-to-action link each

€ 1,900/publication 

Newsletter Banner
 1200 px   720 px 

One linked image 

€ 590/publication

Sponsored Post
 1060 px   707 px (variable)  with “Sponsored” header

One brief* news item with one linked image and a call-to-action button

€ 590/publication

*	Typically no more than aproximately 10 lines of continuous text, but may contain a few extra lines in cases with plenty of white-space.
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While Newsletter Banners and Sponsored Posts will be injected into 
our regular newsletter content, Sponsored Newsletters will go out sep-
arately and have all regular content replaced with sponsored content 
only, using our newsletter template (including header and footer).

Sponsored Newsletters require a subject line and a preview text 
(that appears in the inbox after the subject line), neither of which may 
exceed 150 characters (including spaces and punctuation). It’s rec-
ommended to try to keep subject lines to no more than 9 words or 
60 characters, with no more than three puctuation marks.

The minimum image requirements for our regular-sized newsletter 
images are  1200 px   800 px, but feel free to just send us your full-
size images and we will adapt and optimize them for you.

All images and headlines in the newsletter template are linked, so 
please include corresponding links/urls.

The online version of the newsletter will remain online for social sharing. 
We will send you the link/url to this campaign page before the newslet-
ter is posted so that you can start sharing it whenever you see fit, and 
we will post your campaign to our Facebook and Twitter feeds as well.

If the online version of the newsletter covers your archival needs, 
there’s no need to subscribe, but to receive the actual newsletter 
you must subscribe before it’s sent. It’s not possible to send the news-
letter individually, or to non-subscribers, or to resend it after it’s gone 
out. You may of course unsubscribe after receiving your campaign.

For legal reasons you must subscribe yourself, we can’t subscribe for 
you. Please visit: meetingsinternational.com/news/newsletter-sign-up 
where you may also view an archive of previous newsletter campaigns.

Submit creative to submit@meetingsinternational.com.

 Checklist
	■ Subject line (  150 char.) 
Preferably max 9 words 
and max 60 characters.

	■ Preview text (  150 char.)

	■ Full-size images no smaller 
than  1200 px   800 px 
with corresponding link/url 
for each.

	■ Ready-to-publish text Up to 
7 brief* news items with one 
linked image and a call-to-ac-
tion link each.

	■ Pick a publication date 
Tuesdays–Thursdays have 
a slight statistical edge 
over Mondays and Fridays 
that in turn have one over 
Weekends. Unless oth-
erwise specified we will 
post at the time our service 
provider recommends for 
the chosen date.

	■ You must subscribe before 
the newsletter goes out if 
you want to receive the ac-
tual newsletter and not just 
the url to the online version.

Sponsored Post/Newsletter Production

*	Typically no more than aproximately 10 lines of continuous text, but 
may contain a few extra lines in cases with plenty of white-space.
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