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This is what the future of hospitality looks like. Powered by
100% renewable energy, fuelled by low-carbon cuisine, and
driven by minimum waste principles, our Verified Net Zero
hotels are setting a new benchmark for sustainable stays.

Discover the future of sustainable travel with our first
openings in Manchester and Oslo.
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_et's Meet In Zagreb

agreb, the lovely capital of Croatia, is a charming historic

Central European city featuring a distinctive Mediter-

ranean way of life. It is conveniently accessible by road

and air from all parts of Europe and beyond. Moreover,
the busy international Franjo Tudman Airport is only a 25-minute
ride from the city centre.

Walkable and motivating

The rich culture and history, legends and tales,
the old and the contemporary are all on display
as you stroll down the streets of Zagreb

and are immersed in numerous inspiring
incentive activities. The city is conveniently
compact, so most of the hotels, venues

and sightseeing points are within walking
distance.

Venues for every occasion

The venues range from some of the most
beautiful historic buildings in the romantic city
core to the local heritage and international business

hotels downtown. Hospitable, friendly and safe Zagreb is com-
monly a preferred host destination selected by many international
associations and corporate clients for organising their congresses,
conferences, scientific meetings, incentives and various other
activities and events.

Green all over

In addition to traditional venues, Zagreb also boasts a plethora
of elegant urban parks, forests, lakes and green areas, making it
Europe’s second greenest capital city. The green areas are ideal
outdoor spaces for holding sports events, picknicks, concerts,

shows and much more. As the city is situated on the slopes of

Mt. Medvednica, the green lungs of the city, one can also take a
cable car to reach the peak, Slieme, or visit the medieval fortress of
Medvedgrad for an interactive educational incentive.

Gastronomy matters

Zagreb offers a great variety of gastronomic experiences ranging

from typical local and seasonal to international dishes. They

can be enjoyed in restaurants, but also in small ven-

dors offering street food during numerous festivals

all year round. Featuring daily fresh and seasonal
local produce, the centrally located picturesqe
Dolac food market is one of most visited attrac-
tions in the city.

Around Zagreb

The Zagreb surroundings includes unspoilt
nature with tranquil landscapes, romantic medi-
aeval castles and legends, wine roads, spas, hiking
and cycling trails and more. Less than a two-hour drive

is the Adriatic coast, ideal for an unforgettable incentive or

a pre or a post tour. In the vicinity is also the world-famous Plitvice
Lakes National Park included on the UNESCO World Heritage List.

Whenever you plan your next event, think about Zagreb — the safe
and vibrant Central European metropolis with Mediterranean flair,
where a captivating city atmosphere and making business make a
perfect match.

The dedicated Zagreb Tourist Board & Convention Bureau team

is at your disposal. Welcome to Zagreb, your next meetings and
incentives destination.
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Join a Legacy
of Leaders in Boston

Founded on visionary excellence, Boston’s Thomas M. Menino
Convention & Exhibition Center is where meetings thrive.

In Boston, our rich tradition is powered by innovative thinking, which means big wins
for your next meeting. Renamed to honor its visionary catalyst, the Thomas M. Menino
Convention & Exhibition Center (MCEC) continues to lead the world in convention center
technology, offering bandwidth for up to 35,000 simultaneous devices, flexible meeting

space, and award-winning services. Surrounded by the dynamic am
Seaport District, your world-class meeting experience awaits é) L
Come visit and see why planners are choosing the MCEC! B s T 0 N

Schedule a site visit and make history with your own event. Call +1 877-393-3393 or visit SignatureBoston.com
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INTRO

Al

THE UNKNOWN CONTINENT

AS AI ACCELERATES, new skills
become crucial. The digital accel-
erator often depends on your digital
skills — productivity between the
workplace and home, collaboration
and online meetings. Create, share
and distribute. All in digital tools
that are updated several times a year.
Keeping up is a challenge.

Across sectors, Al agents are
unlocking new levels of efficiency
and intelligence in business events.
In today’s rapidly evolving digital
landscape, A1 is no longer just a sup-
porting tool in the corporate world,
it is becoming a central driver of
transformation. A1 is like an unknown
continent we have recently discov-
ered, rather than a technology we
have slowly invented.

Agentic Al systems enable Al
agents to be more advanced, mov-
ing beyond predefined workflows
to dynamically plan, make complex
decisions, and learn from their envi-
ronment. To coexist with A1, think of
it as the difference between a specific
tool (the A1 agent) and the overall
engineering philosophy that allows
that tool to work independently and
intelligently to achieve a larger objec-
tive (agentic AI1).

For forward-thinking leaders,
agentic Al is not just a tool, itis a

pHoTo Magnus Malmberg

strategic imperative reshaping the
competitive landscape. AT agents
advance the executive agenda from
basic automation to autonomous
operations, executing complex work-
flows, adapting in real-time, and sup-
porting high-value decision making.
AT agents are redefining personalisa-
tion within business events, offering
tailored agendas, session recom-
mendations, and networking matches
based on attendee data, interests and
behaviours.

Previously, this level of customi-
sation was attainable at scale. Now,
Al-driven engines deliver hyper-
personalised content and network-
ing opportunities, empowering each
attendee while driving higher engage-
ment and conversion. Platforms lev-
eraging AI agents have demonstrated
that attendees who receive tailored
recommendations participate more
actively and report greater satisfac-
tion, resulting in a better return
on investment for organisers and
SpONSOrs.

The most exciting development
is not just what AT agents can do
individually, but how they can col-
laborate. Business events systems
are complex, involving venue staff,
speakers, sponsors, exhibitors and
attendees. Multi-agent AT systems

can coordinate across the stakeholder
group, sharing data and intelligence
to ensure that every component of
the event is aligned toward a seamless
experience.

Far from replacing human creativ-
ity, AT agents are enhancing it, freeing
you and your team from administra-
tive overload so they can focus on
delivering transformative content
and experiences. Al agents are no
longer a futuristic vision. They are
here and actively redefining how,
for example, events are planned,
executed, and experienced. By mar-
rying intelligent automation with
human ingenuity, they are unlocking
anew standard of efficiency, agility,
and intelligence in the global busi-
ness events industry. This hybrid
environment will be the governance
challenge for tomorrow’s leaders.

Al presents great opportunities,
but also raises questions of respon-
sibility and safety. With an A1 policy,
you set a clear framework for how A1
is used legally, ethically and smartly.
The opportunities of this new ecosys-
tem are exciting and enormous, and
so is the disruption.

Swedish-Indonesian ATTI SOENARSO has worked as a journalist for close to

40 years. She has worked for Scandinavia’s largest daily newspaper, was TV4’s
first travel editor, has written for many Swedish travel magazines and has had
several international clients. She has travelled the length and breadth of the world
and written about destinations, people and meetings.
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THE 360-DEGREE PERSPECTIVE

What
Futurists
DO FOR A LIVING

TEXT
Scott Steinberg

WHEN PEOPLE ASK what exactly
futurists do for a living, they’re often
expecting an eye-rolling response,
given that most imagine us as corpo-
rate versions of the tarot-card-read-
ing psychics that you see on late-night
TV. But while most assume that it’s

a keynote speaker and a futurolo-
gist’s job to predict the future, that’s
an inaccurate assessment. Instead,
it’s our job to study the state of the
market, society, and geopolitics to
identify emerging trends that clients
should be aware of — then challenge
partners to consider the potential
impact of these trends on their busi-
ness. That requires us to exercise a bit
of anthropology, sociology and peda-
gogy. Still, more than anything else, it
requires that we employ the ability to
spot, analyse and capitalise on pat-
terns that define the past, present,
and future to come.

In truth, whether preparing a
keynote speech for executives or con-
sulting on what the coming years of
economic and geopolitical upheaval
will bring, it’s essential to remember
the following: In today’s highly inter-
connected and interdependent world,
you cannot examine single points of
data in isolation. That’s because in
an age where new technologies and
trends are just a click or call away,
what impacts individuals in one area
of the world can quickly ripple and
affect those in others. Moreover, cur-
rent events and unexpected happen-
ings can cause butterfly effects that
reverberate in ways both predictable
and unforeseen across markets and
industries. By way of illustration, look
at the Covid-19 pandemic, and its
impact on nations, small businesses
and supply chains around the globe,
and the way in which subsequent

2025 NO.22 MEETINGS INTERNATIONAL | BIR | 13



THE 360-DEGREE PERSPECTIVE

effects cascaded to impact territories
worldwide.

In effect, future-proofing a busi-
ness and planning for tomorrow
now revolves around understand-
ing the countless interconnected
threads that shape our world, guiding
decision makers through uncertainty,
and creating conditions that allow
future possibilities to thrive. It is
precisely why, together with my col-
league Aric Dromi Jankov, we’ve

Itisn’t about finding ways to codify
what’s worked and what hasn’t from
a commercial perspective. Instead,
it’s about finding clarity in an increas-
ingly complex and fast-moving world.
It’s about stepping back and observ-
ing how each decision, no matter how
small, affects a larger tapestry — and
learning from it to build solutions
that are more adaptable, flexible,

and capable of evolving as the world
changes around them.

“Flexibility is the essence of future-
proofing ... build solutions that are more
adaptable, flexible, and capable of evolving

as the world changes”

developed an entirely new philosophy
and approach to strategic planning
and design, outlined in our latest
book, The Shape of the Future: How to
Design for Disruption, Plan for Uncer-
tainty, and Adapt to Whatever Tomor-
row Brings.

Specifically, in the book, we articu-
late a new way of seeing the world at
large and the competitive landscape
that businesses inhabit not as isolated
components, but rather as intricate,
ever-evolving systems that intertwine
and change over time. When you
start to see the world through such
alens, you begin to see the patterns
that separate successful companies,
leaders, and strategies over time, and
how to leverage what’s come before
to design more timely solutions that
are better crafted to meet tomorrow’s
trends and expectations.

In practice, systems thinking is
at the heart of what we do. Looking
to the past and present as sources
of reference is therefore essential.

Imagine standing at the centre of
abustling city intersection, watching
hundreds of cars navigate the space
simultaneously. At first, the traffic’s
rhythm seems chaotic. But zoom
out far enough, and patterns begin
to emerge. From stoplights to traffic
signals to the flow of pedestrians and
commerce, you start to see structure,
order, and interconnectedness in
what initially appeared random. And
you might also begin to note how even
the most advanced metropolises were
constructed, laid out, and plotted
through the art of urban planning to
meet yesterday’s needs, often retro-
actively having to adapt as inhabit-
ants’ living scenarios and needs
changed over time. Once you begin
to see these patterns, you can learn
how to adjust them or create more
effective ones that better serve future
requirements and needs. Systems
thinking is precisely this — a practice
of actively stepping back to recognise
the rhythm and patterns that hold

14 | MEETINGS INTERNATIONAL|BIR NO.22 2025

our world together, and understand-
ing what we can learn from them to
improve upon going forward. When
you peel back the tapestry of history
and time, you can similarly begin to
see patterns emerge across organisa-
tions, cultural movements, and even
entire civilisations and learn what
levers you can pull to better adapt

in turn and create a more promising
future.

The idea behind The Shape of the
Future and the new design thinking
model it introduces is simple, yet pro-
found: Whether you’re talking about
companies, teams, or even the shape
of commerce across entire nations, to
truly prepare for the future, we need
to understand not just individual
pieces of a puzzle. Instead, we need
to understand how each component
interacts and works in tandem to
form the entirety of the puzzle itself.
We must examine our environment
from every angle, weaving together
history, present circumstances, and
future possibilities into a coherent
narrative - and then learn how to
write new chapters most effectively.
This 360-degree perspective enables
us to anticipate change more effec-
tively, and to proactively plan for it,
rather than simply reacting to it.

Again, consider the way towns
have traditionally been built. His-
torically, city planning has focused
on addressing tangible, immediate
concerns, such as providing housing,
transportation, and infrastructure.
That tends to result in cities that
have changed and evolved haphaz-
ardly over time, offering a layering
of new towns, structures, and spaces
on top of old, and not always in ways
that produce satisfying results. One
need only attempt to walk through
the warrens of Paris’ and London’s
older districts to discover how new
construction, new roadways, and new
amenities were often added on the



No Ordinary
Venue

This is The CCD, an iconic building in the centre

of Dublin, the home of one hundred thousand
welcomes. When you choose The CCD for your
event, you're not just getting a venue. You will be
warmly welcomed to a stunning and light-filled
building in the heart of Dublin, a city steeped in
history, culture and beauty. You will experience the
best of Irish hospitality, with sustainable and locally
sourced produce. When you bring your event to
The CCD, your event is our event. Our tfeam of
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THE 360-DEGREE PERSPECTIVE

fly, and not always with maximum
efficiency or results.

However, if tomorrow’s city plan-
ners were to apply a systems thinking
approach to urban planning, the pos-
sibility of designing more effectively
and productively would expand.
Suddenly, we’re discussing the design
of city grids and the introduction of
structures, streets, and amenities in
ways that promote positive environ-
mental impacts, greater social equity,

future. When Henry Ford famously
said, “If I had asked people what they
wanted, they would have said faster
horses,” he highlighted a fundamental
challenge that futurists and busi-
ness strategists of all stripes face.
People often imagine the future as a
linear progression from the present.
Systems thinking, however, acknowl-
edges complexity and non-linear
change, for example, that technology
may fundamentally and radically

“Future-proofing a business and
planning for tomorrow now revolves
around understanding the countless
interconnected threads that

shape our world”

enhanced economic sustainability,
improved technological integration,
and more efficient governance. Doing
so would effectively allow them to
plan for living spaces and gathering
areas that address not only the needs
of today’s citizens but also those of
future generations. It would enable
them to better plan for the needs of
any future generations of the popula-
tion. What we’re suggesting is that
each element of a design shouldn’t
be viewed in isolation, instead, each
should be considered in ways that
influence and shape the other, creat-
ing a more dynamic and resilient
fabric.

Contemplating the world through
the lens of systems thinking is espe-
cially powerful because it pushes us
to consider things beyond the imme-
diate present. In effect, we’re not just
looking at what’s happening now,
but also considering historical pat-
terns and their implications for the

reshape the lives and needs of tomor-
row’s citizens in ways we can scarcely
imagine, and allows us to plan for the
future in ways that recognise oppor-
tunities invisible to conventional
thinking.

Why does this matter? Real inno-
vation and meaningful change rarely
come from making minor, incremen-
tal adjustments. Instead, they arise
from understanding complex rela-
tionships and recognising leverage
points where minor shifts in strategy
or approach can produce profound,
systemic transformations. The Shape
of the Future introduces this philoso-
phy, encouraging leaders to adopt
more flexible, adaptable, modular,
and resilient strategies and mindsets
that are better equipped to withstand
unexpected disruptions and thrive in
the face of change.

Note that one of the most power-
ful principles of systems thinking
that we embrace as futurists, and
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one grounded in historical reference
points, is the concept of graceful deg-
radation - designing systems that can
continue to function, even partially,
under severe stress. This idea comes
alive when we look at today’s most
resilient organisations. Take Toyota’s
response to the devastating 2011
earthquake in Japan. Unlike com-
petitors who struggled for months,
Toyota had embedded flexibility

and redundancy into its production
methods and supply chains, allowing
the company to bounce back within
weeks. The firm’s systems weren’t
built to resist disruption; instead,
they were built to adapt and grow
stronger because of it. In practice,
it’s not the “strongest” organisa-
tions and individuals that thrive,

it’s the most adaptable. Those who
purposefully design for growth and
change understand a fundamental
truth: that flexibility is the essence of
future-proofing.

The Shape of the Future intro-
duces a design-thinking approach
and strategic model that teaches us
to embrace such systemic resilience.
It’s about understanding that every-
thing (economies, societies, technolo-
gies, and so on) is interconnected and
therefore vulnerable to change. When
futurists adopt this perspective, they
can better anticipate disruptions,
avoid unintended consequences, and
foster innovations that strengthen
entire systems rather than just indi-
vidual parts.

This philosophy isn’t purely theo-
retical either. We’ve seen it transform
companies, cities, and entire commu-
nities. Take Amazon’s extraordinary
capacity for innovation. Rather than
strictly predicting what might happen
next, Amazon built adaptive capa-
bilities into its core capabilities. The
company constantly experiments,
learns rapidly, and pivots fluidly,
leveraging each new technology and



THE 360-DEGREE PERSPECTIVE

“Systems thinking reminds us that the future
isn’t merely something that happens to us, it’s
something that we can actively work to
craft and shape every single day”

market it pioneers to provide a plat-
form for growth and future opportu-
nities. In other words, the business
routinely reinvents itself, includes
room for growth, and embraces prac-
tices central to the systems thinking
approach we advocate for.

To think systematically, futurists
must become both historians and
visionaries simultaneously. They
must understand why things worked
or failed in the past, see clearly what’s
happening today, and imagine vividly
what might occur tomorrow. This
multi-temporal skillset is not just
beneficial, but quite essential for
surviving and thriving in an increas-
ingly fast-changing and unpredictable
world.

People and organisations both
often fear uncertainty, craving
predictable outcomes. But systems
thinking, as we present it, is a celebra-
tion of uncertainty. It acknowledges
that no future is entirely predictable.
Yet, it equips us with the mindset and
tools to proactively plan for tomor-
row today and navigate complexity
and ambiguity effectively in turn.

So why do we, as futurists,
insist on seeing the world through
a systems-based lens? Because it
ultimately empowers us to offer
clarity where others see chaos.

Because it enables decision makers
to make choices rooted in a deeper
understanding. And, perhaps most
importantly, because systems think-
ing reminds us that the future isn’t
merely something that happens to
us, it’s something that we can actively
work to craft and shape every single
day.

Through the book, we’ve articu-
lated a philosophy for strategic plan-
ning and design that guides us toward
building more resilient and adaptable
organisations, strategies and futures.
By embracing this holistic view, we
unlock the potential to transform
challenges into opportunities, confu-
sion into clarity, and uncertainty into
hope.

Tips for thinking like a futurist:

= Map out interconnections before
making decisions Before imple-
menting changes in a strategy,
business or marketing campaign,
identify how each decision will
ripple through different depart-
ments, stakeholders, and pro-
cesses. Ask “What else will this
affect?” to avoid unintended
consequences.

m  Build graceful degradation into
your systems Design plans,
strategies, and operations that can

continue to function as a whole
even when individual parts fail.
Create redundancies and flexible
processes that allow your organi-
sation to adapt quickly during dis-
ruptions rather than break down
entirely in the face of change.
Adopt a 360-degree perspective
When facing challenges, examine
them from multiple angles: His-
torical patterns, current circum-
stances, and future implications.
This multi-temporal view helps
you anticipate change rather than
react to it.

Identify leverage points for
maximum impact Look for minor
changes that can create dispropor-
tionately large systemic improve-
ments. Focus on areas where
minor shifts in process, culture,
or strategy can transform entire
operations.

Experiment constantly and pivot
fluidly Build adaptive capabili-
ties into your organisation’s core.
Create safe spaces for testing new
approaches, learning rapidly from
results, and adjusting course based
on what you discover about your
system’s behaviour.
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AUGMENTED ANALYTICS

How Augmented Analytics
CAN REVOLUTIONISE THE BUSINESS
EVENT INDUSTRY

AUGMENTED ANALYTICS, powered

by artificial intelligence and machine
learning, is transforming the business

event industry by automating data
analysis, enhancing personalisation,

and enabling smarter, faster decision
making. Here’s how this technology is

revolutionising events worldwide:

®  Automated, real-time insights
Augmented analytics automates
the heavy lifting of data analysis,

instantly processing vast volumes

of complex event data. It allows

event organisers to receive imme-

diate, actionable insights, such as
spikes in attendee engagement
or drops in session participa-
tion, enabling them to act on
opportunities or address issues
in real-time rather than after
the event concludes. The rapid
feedback loop enables more agile
event management and enhances
attendee experiences.

= Enhanced personalisation
and engagement By analysing
attendee preferences, behav-
iours, and feedback, augmented
analytics enables hyper-person-
alisation. Event platforms can

recommend sessions, networking

opportunities, and content tai-
lored to individual interests,
significantly increasing attendee
satisfaction and engagement. For
example, events like SXSW have
used A1-driven analytics to cre-
ate customised agendas, resulting
in higher retention and positive
feedback.

Streamlined planning and
resource allocation Augmented
analytics accelerates data prepara-
tion by integrating information
from multiple sources, such as
registration systems, social media,
and onsite sensors, allowing for
faster and more accurate plan-
ning. Al-driven tools can optimise
scheduling, resource allocation,
and venue selection by forecasting
attendance and engagement, mini-
mising conflicts, and ensuring effi-
cient use of staff and equipment.
Improved decision making and
ROl measurement With deeper,
unbiased insights into attendee
behaviour and event perfor-
mance, organisers can make more
informed strategic decisions. Aug-
mented analytics uncovers hidden
patterns and trends that might

otherwise go unnoticed, helping
to optimise marketing campaigns,
content delivery, and sponsor-
ship models for maximum return
on investment (RoI). Post-event
analysis is also enhanced, provid-
ing clear recommendations for
future improvements.

Increased data literacy and
reduced analytical bias Natural
language capabilities in aug-
mented analytics tools make data
insights accessible to non-techni-
cal users, fostering a data-driven
culture across event teams. By
automating analysis, these sys-
tems reduce human bias, ensuring
that decisions are based on statis-
tically significant findings rather
than assumptions or incomplete
data.

Improved security, sustainability,
and accessibility AT-powered ana-
lytics can enhance event security
through real-time crowd monitor-
ing and threat detection, while
also supporting sustainability

by optimising resource use and
reducing waste. Additionally, fea-
tures like real-time content sum-
marisation and multi-language
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support make events more acces-
sible and inclusive.

Augmented analytics is not just a
technological upgrade, it is a fun-
damental shift in how the event
industry operates. By delivering
faster, deeper, and more actionable
insights, it empowers organisers to
create more innovative, more engag-
ing, and more successful events than
ever before.

Business intelligence (BI1) is
reshaping the competitive landscape
of global events by enabling organisa-

streamlining workflows and
reducing manual effort. It leads
to more agile event planning and
cost-effective execution, making
organisations more resilient and
adaptable.

Personalised attendee experi-
ences Business intelligence plat-
forms integrate data from various
sources, including attendee inter-
actions, preferences, and global
market research, to tailor event
content and networking opportu-
nities. Superior personalisation
enhances attendee satisfaction

“Business intelligence is transforming

global events from intuition-based planning

to a sophisticated, data-driven industry”

tions to use data-driven insights for
faster, more intelligent decision mak-
ing, predictive forecasting, person-
alised experiences, and operational
efficiency. Essential impacts include:
B Proactive market positioning
BI tools, increasingly powered by
artificial intelligence and machine
learning, allow event organisers
to monitor competitor activities,
analyse market trends, and fore-
cast audience behaviours. This
foresight enables organisations to
anticipate market shifts and act
more quickly than their competi-
tors, securing prime venues, spon-
sors, and speakers.
®  Operational optimisation and
cost reduction Advanced ana-
lytics automate data prepara-
tion and operational reporting,

20 | MEETINGS INTERNATIONAL|BIR NO.22 2025

and fosters loyalty, giving organis-
ers a competitive edge in attract-
ing recurring participants.
Real-time competitive analysis
Integrated BI systems enable real-
time monitoring of performance
metrics, attendee feedback, and
market conditions across different
regions. Organisations can quickly
adapt event strategies, marketing,
and logistics to retain relevance in
a changing landscape.

Data democratisation and col-
laboration Business intelligence
is becoming more accessible,
empowering teams at all organisa-
tional levels to contribute insights
and facilitate cross-functional
collaboration. As data-driven
decision making becomes
embedded in company culture,

organisations respond more
swiftly to emerging challenges or
opportunities.

= Entry barriers rise Those invest-
ing in BI capabilities create higher
standards for operational excel-
lence and audience insights,
making it more difficult for
organisations relying on manual
processes or outdated systems to
compete effectively.

®  New opportunities and partner-
ships Business intelligence
facilitates the identification of
global trends and potential part-
ners, allowing event organisers
to expand their market reach and
forge strategic alliances critical for
long-term growth.

In summary, business intelligence

is transforming global events from
intuition-based planning to a sophis-
ticated, data-driven industry, where
competitive advantage is determined
by how effectively organisations har-
ness, interpret, and respond to data.
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The Impact of
Business Intelligence
ON GLOBAL BUSINESS EVENTS

BUSINESS INTELLIGENCE (BI) in the
context of the global business event
industry refers to the systematic
gathering, analysis, and strategic

use of event-generated data to drive
smarter decisions for event organis-
ers, marketers, sponsors, and partici-
pants. Its implications span multiple
domains and represent a transforma-
tive shift in how events are planned,
executed, and evaluated.

Key Areas Impacted by Bl

in Global Events

m Deeper audience insights Events
generate rich, real-world behav-
ioural data, including session
attendance, engagement patterns,
attendee movement, and interac-
tions with content and sponsors.
When integrated into BI platforms,
this data reveals what audiences
truly care about, helping organis-
ers refine topics, content, and
formats for future events.

= Enhanced sales and lead manage-
ment BI enables event profession-
als to identify high-intent leads
based on engagement metrics
(for example: booth visits, time
spent in product demonstrations),
allowing for targeted and person-
alised follow-up and increased
conversion rates. Sales teams can
prioritise efforts and optimise
their outreach according to genu-
ine attendee interest.

More innovative, data-driven event
strategy Incorporating business
intelligence enables optimisation
of event formats, sponsorship
packages, and logistical planning,.
Predictive analytics and trend
reports would allow organisers

to anticipate shifts in audience
behaviour and industry trends,
thereby improving the return on
investment (ROI) for events and
Sponsors.

Competitive edge and operational
efficiency Business intelligence
tools help event organisations
compare event performance
across regions, access actionable
reports and forecasts, and stay
ahead of competition by identify-
ing emerging market trends and
opportunities faster than those
relying on manual or fragmented
analysis.

Personalisation and improved
attendee experience Leveraging
data analytics and, increasingly, A1,
enables event managers to tailor
experiences for individuals, with
personalised session recommen-
dations, networking, and targeted
notifications, leading to higher
satisfaction and engagement.
Global opportunities and part-
nerships Access to databases
with global event and association
data (such as 1ccA BI) enables
organisers to identify relevant

THE IMPACT OF BI

partnerships, benchmark similar
events, and expand their reach by
analysing patterns across geogra-
phies and demographics.

Practical Benefits

= Real-time data collection for
on-the-spot decision making and
responsiveness to attendee needs.

®  Automated reporting and dash-
boards that reduce manual effort
and free staff for more strategic
tasks.

= Forecasting and trend detection
that inform proactive strategies,
from marketing content to logis-
tics adjustments.

® Enhanced learning and knowledge
exchange platforms which foster
continual industry improvement.

Conclusion

Business intelligence transforms the
global business event industry from
intuition-based planning to a highly
strategic, data-driven discipline.
Event stakeholders harness BI for
actionable insights, elevated cus-
tomer engagement, operational excel-
lence, and sustained growth, making
business intelligence a fundamental
ingredient of long-term success in the
rapidly evolving global event sector.
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STRATEGIC DEVELOPMENT

The Maharashtra
Convention Bureau Creates
LONG-TERM VALUE FOR INDIA

THE MAHARASHTRA Convention
Bureau (McB) is India’s first state-led
initiative dedicated to supporting
global conventions, exhibitions, and
business events. Based in India’s
financial capital, Mumbai, the con-
vention bureau will serve as a catalyst
to attract and facilitate international
events, building upon the state’s
global reputation as a business and
tourism hub.

The initiative aligns with the key
focus of the Maharashtra Tourism
Policy 2024, which highlights the
growing importance of business
events and aims to accelerate the
growth of the visitor economy across
the state.

Now, Maharashtra is ready to take
the lead as India’s foremost economic
hub, contributing close to 15 per cent
of the country’s GDP. The formation of
the convention bureau is a strategic
step towards expanding the country’s
intellectual capital by attracting
delegates, professionals, and experts
from around the world to promote

knowledge sharing, innovation, and
industry collaboration. Its formation
is a significant step in this direction,
leveraging world-class infrastructure,
a thriving economy, and a robust ser-
vice ecosystem to establish the state
as a top destination for high-impact
international events. Its dynamic
cities, including the Mumbai Metro-
politan Region (MMR), Pune, Nashik,
and Nagpur, will be at the core of this
movement, creating a network of
interconnected locations that offer a
diverse mix of venues, accommoda-
tions, and seamless transportation,
all equipped to support events of
every scale.

“The establishment of the Maha-
rashtra Convention Bureau marks
atransformative moment for our
state’s economic and cultural land-
scape. Maharashtra has long been
aleader in industry, education, and
innovation. With the new conven-
tion bureau, we are unlocking the
full potential of the business events
industry to amplify that leadership
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on a global stage. Through strategic
investment in meetings, incentives,
conferences, and exhibitions, we are
creating a powerful platform for inno-
vation, collaboration, and intellectual
exchange,” says Shri Indranil Naik,
Minister of State for Tourism.
“Furthermore, this initiative will
serve as a catalyst across key sec-
tors, from tourism and hospitality to
higher education, manufacturing, and

rise on the world stage. As Maha-
rashtra Convention Bureau charts
the direction for the state’s business
events sector, Mumbai emerges as a
key contributor.

The city’s infrastructure, from
world-class venues like the Jio
World Convention Centre (JWcC) to
hospitality giants such as Hyatt, Mar-
riott, The Taj Hotels, and The Oberoi
Hotels, along with Asia’s award-win-

“The formation of the convention bureau
is a strategic step towards expanding the
country’s intellectual capital”

infrastructure. It will attract global
thinkers, investors, and changemak-
ers to Maharashtra, generating new
opportunities for our youth, our
entrepreneurs, and our communities.
As Minister of State, I am proud to
support this visionary step forward
that will elevate Maharashtra as a
premier destination not just for busi-
ness, but for bold ideas and inclusive
growth.”

Maharashtra Convention Bureau
will play an instrumental role in pro-
moting the state for business events
by working closely with international
event organisers, offering admin-
istrative assistance, and providing
resources to ensure the success and
impact of events. Additionally, the
convention bureau will collaborate
with key stakeholders, including
hotels, venues, and service provid-
ers, to ease the planning process and
enhance the overall experience.

The opening of the convention
bureau comes on the heels of India’s
G20 Presidency and its growing
prominence in hosting global events,
which have accentuated the country’s
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ning Mumbai International Airport,
has been a pivotal force in driving this
transformation.

Mumbai has already showcased
its prowess by hosting global events
like the 21st World Congress of
Accountants 2022, the G20 Sessions
2023, the 141st International Olympic
Committee Session 2023, and the Miss
World Grand Finale 2024 at the Jio
World Convention Centre.

“The establishment of the conven-
tion bureau is a watershed moment
for our nation, state and Mumbai
city’s global aspirations. This initia-
tive reflects the growing importance
of business events in our economic
landscape and reinforces our commit-
ment to promoting Maharashtra as a
premier destination for international
conventions,” says Shi Atul Patne,
1AS, Principal Secretary Tourism.

The continued efforts are poised
to bring marquee international
events from across geographies.
Through strategic outreach and
persistent efforts, Mumbai city has
successfully secured future con-
vention such as the International

2025

Baccalaureate Congress (2026), Icann
Annual Conference (Internet Cor-
poration for Assigned Names and
Numbers), International Olym-
plad on Astronomy & Astrophysics
(2025), Asian Seed Congress (2025),
and the UIA International Forum of
Architects (2027), which will all be
hosted at the Jio World Convention
Centre.

Mumbai has also recently bid
for the prestigious International
Astronautical Congress in 2028. Such
large-scale international events gen-
erate significant economic impact for
the city, state, and country.

Maharashtra Convention Bureau
highlights the following key goals:

m  Position Maharashtra as a leading
global business event destina-
tion Emphasise the bureau’s role
in making the state, especially
cities like Mumbai, Pune, Nashik,
and Nagpur, attractive for major
international meetings, incentives,
conferences, and exhibitions.

m  Catalyse international business
events Showcase how the con-
vention bureau aims to attract,
facilitate, and support high-profile
conventions and exhibitions by
leveraging Maharashtra’s infra-
structure, connectivity, and robust
service ecosystem.

= Drive economic growth and

investment Highlight the conven-
tion bureau’s focus on increasing
business events to stimulate local
economies, generate employment,
and drive investments into allied
sectors such as hospitality, trans-
portation and event management.

= Promote knowledge sharing and
innovation Illustrate the goal of
expanding the state’s intellectual

ImAGEe iStock.com/Torsten Asmus
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“This initiative will attract global thinkers,
investors, and changemakers to Maharashtra,
generating new opportunities”

capital by drawing global del-
egates, professionals, and experts
to foster knowledge exchange,
innovation, and collaboration
across industries.

®  Foster strategic partnerships
Efforts are being made to coordi-
nate with hotels, venues, and ser-
vice providers for seamless event
planning, making Maharashtra a
one-stop solution for global event
organisers.

®  Boost Maharashtra’s global profile
and reputation Emphasise the
aspiration to make Maharashtra
synonymous with excellence in
international business events,
building on past successes and
hosting future marquee events.

= Encourage sustainability and
responsible business events
Highlight the emphasis on pro-
moting responsible and sustain-
able practices within business and
event meetings, setting bench-
marks for other states to follow.

These goals collectively position the
Maharashtra Convention Bureau as a
visionary driver of economic develop-
ment, international collaboration,
and industry leadership in India’s
burgeoning business events sector.

A state-led convention bureau offers
arange of economic benefits for
Maharashtra:

Boosts the business events
industry By attracting internatio-
nal conventions, exhibitions, and
business events, the convention
bureau drives a surge in high-value
business travellers, raising hotel
occupancy, increasing spending at
local restaurants, and encouraging
the use of transport and support-
ing services.

Accelerates the visitor economy
Global business events promote
longer stays, repeat visits, and
higher per capita expenditures by
delegates, which directly increases
revenue across the tourism

value chain, including hospital-
ity, event management, and local
attractions.

Catalyses investment and infra-
structure development The
demand for world-class venues,
accommodation, and services
encourages investment in new
hotels, convention centres, and
public infrastructure, which have
long-term benefits for the state
economy and create jobs.

Drives knowledge-based eco-
nomic gains International gath-
erings in Maharashtra facilitate
knowledge transfer and profes-
sional collaboration, fostering
innovation and long-term partner-
ship opportunities for local entre-
preneurs, startups, and industry
clusters.

Diversifies economic base

A thriving business events
industry strengthens sectors
beyond tourism, including educa-
tion, manufacturing, technology,
and the creative economy, thereby
broadening Maharashtra’s eco-
nomic foundation.

Enhances global reputation
Successfully hosting important
global events elevates Maharash-
tra’s brand on the international
stage, attracting further foreign
investment, trade delegations, and
business opportunities.

Creates jobs and supports local
communities The increased

flow of business delegates and
event organisers generates

direct and indirect employment
across hotels, transport, cater-
ing, media, and logistics, fuelling
inclusive growth for communities
statewide.
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SCIENCE PARKS AND INCUBATORS

What to Expect
FROM SCIENCE PARKS AND
INCUBATORS UNTIL 2029

SCIENCE PARKS and business incuba-
tors are vital components in promot-
ing innovation, entrepreneurship,
and economic growth globally. In
2025, their influence is evident in
regions spanning Europe, Asia, North
America, and Africa. They serve as
organised innovation spaces, bringing
together businesses, academia, public
institutions, and entrepreneurs to
drive sustainable growth, techno-
logical advancement, and industrial
transformation.

Science parks are dedicated hubs
that support the growth of technol-
ogy-driven businesses. Managed
by professional organisations, they
typically offer physical infrastructure,
business support, and foster close
links with universities and research
organisations. Examples such as the
Ideon Science Park and Sahlgrenska
Science Park in Sweden demonstrate
the pivotal role these parks play in

nurturing business-academic part-
nerships, especially in deep tech and
life sciences.

Key features include:

= Collaboration with universities
and research entities for knowl-
edge transfer.

= Support for regional competitive-
ness and industrial upgrading.

= Platforms, for large and small
companies alike, to innovate with
access to shared resources.

Science parks are often driven by
collaboration between government
and universities, ensuring funding
for research and development and
boosting the local innovation eco-
system. This model enables regions
like Gothenburg, Sweden, to become
thriving hubs for health and tech-
nology innovation, attracting inter-
national attention and talent.
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Business incubators are organisa-
tions that aim to support the crea-
tion and growth of startups, typically
at their early stages. They provide
entrepreneurs with resources such
as mentoring, office space, funding
opportunities, and access to net-
works. Incubators minimise risks for
new businesses and accelerate their
growth trajectory. Notable global
trends include:
= Expansion of the incubator mar-

ket to a projected €30.5 billion

by 2029, growing at a 7.5 per cent

Compound Annual Growth Rate

(CAGR).
= Emphasis on sustainability,

green startups, and digital

transformation.

= Rise of virtual incubation, where
support and resources are offered
remotely.

Incubators complement science
parks but differ structurally. While
parks are more network-oriented,
incubators function as formal organi-
sations with structured relation-
ships between the incubator and the
incubatee.

Comparing Science Parks and Incubators

Feature Science parks
Focus Companly grovyth in knowl-
edge-intensive sectors
Structure Often informal networks,

place-based

Partnerships

Typical residents
Location

Main contribution

Universities, governments,
corporates

Mix of startups, scale-ups,
corporate R&D

Fixed physical ecosystems

Regional economic
development

Geographic Impact and Recent Trends

®  Asia-pacific, Europe, North Amer-
ica These regions see the highest
density of science parks dedicated
to advanced technology, biotech,
and digital transformation.

= Africa Initiatives like Konza
Technopolis and 1AsP’s Africa divi-
sion are leveraging demographic
advantages to foster inclusive
innovation and sustainable
growth.

m  Startup ecosystem shifts 2025’s
landscape shows incubators work-
ing hand in hand with accelerators,
with Ar-driven entrepreneurship
and sustainability-focused pro-
grams on the rise.

The value chain and complemen-
tarity Science parks and incubators
don’t just substitute for the lack

of entrepreneurial support - they
complement other components such
as venture capital, accelerators, and
government programs. The synergy
creates value by enhancing learning,
resource acquisition, and absorptive
capacity for resident firms, ultimately
leading to the development of more
robust innovation ecosystems.

Business incubators

Accelerating new ventures
and startups

Formal organisations
(with membership, hierarchy)

Investors, mentors,
entrepreneurial networks

Early-stage startups and
founders

Can be physical or virtual

Startup creation and survival
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In 2025, science parks and incuba-
tors will continue to be essential driv-
ers of global innovation and economic
development. They offer distinct but
complementary models for support-
ing emerging enterprises, catalysing
knowledge transfer, and embody-
ing the collaborative spirit between
academia, industry, and government.
Their ongoing evolution, marked by
digitalisation, a focus on sustaina-
bility, and international networking,
positions them as key actors in shap-
ing the future of the world’s entrepre-
neurial and research landscapes.

Key market trends driving incubator
growth to 2029 Business incubator
growth worldwide is fueled by several
transformative trends expected to
sustain strong momentum through
2029:

Surge in startups and entre-

preneurial activity The increas-

ing number of startups and
entrepreneurs is directly boosting
the demand for incubator programs.
Lower barriers to entry, wide avail-
ability of digital tools, and accessible
venture capital make it easier for new
businesses to launch.

In December 2024 alone, the
United States saw 457,544 new
business applications, represent-
ing a 1.5 per cent month-on-month
increase. New company startups
reached 28,834, up 2.6 per cent from
the previous month, underscoring
tremendous entrepreneurial energy.

Higher venture capital invest-

ment Escalated levels of

venture funding and entrepre-
neurial funds create more opportuni-
ties for incubators to help startups
turn ideas into scalable businesses,
offering not just funding but also
mentorship, access to resources, and
networking support.
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“Incubators minimise risks
for new businesses, and accelerate

Technological advancements
and virtual incubation The
adoption of advanced techno-
logy, including A1, machine learning,
and blockchain, is intensely enhanc-
ing how incubators operate, espe-
cially in remote or virtual programs.
Digital transformation has lowered
geographic barriers, making virtual
incubation and remote mentorship
new standards in the industry.
4 startups Incubators are
increasingly prioritising
startups tackling climate change,
renewable energy, waste manage-
ment, and other sustainability chal-
lenges. Dedicated sustainability

tracks and green tech mentorship are
becoming central to many programs.

Sustainability and green

Data-driven, Al-powered

selection and support AI tools

automate startup assessment
and mentoring, helping incubators
choose high-potential businesses and
deliver personalised support effi-
ciently. A1 also enhances operational
efficiency for both incubators and
their client startups.

their growth trajectory”

Diversity, inclusion, and social

impact Programs are focusing

on underrepresented found-
ers, including women, minorities, and
social enterprises, recognising the
importance of diverse perspectives
and inclusive growth.

Corporate partnerships

and sector-specific incuba-

tors Large corporations are
partnering with incubators to foster
innovation in targeted industries,
such as fintech, healthcare, agritech,
and deep tech, resulting in highly
specialised and industry-specific
programs.

Collaborative and flex-

ible atmospheres Modern

incubators are evolving into
synergistic, collaborative workspaces
that emphasise networking, peer sup-
port, and flexible program structures.
North America leads the market in
terms of size. At the same time, the
Asia-Pacific region is poised for the
fastest growth during the forecast
period, reflecting the expansion of
entrepreneurship ecosystems in both
areas.

Incubator market growth to 2029
will be propelled by the interplay

of surging entrepreneurial activity,
technology adoption, sustainability
focus, diversity and inclusion initia-
tives, corporate engagement, and the
global expansion of virtual programs.
These combined trends are reshaping
the support ecosystem for startups,
making it more dynamic, inclusive,
and impactful than ever.
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Airport Biometric Service:
GLOBAL MARKET SET FOR EXPLOSIVE
GROWTH THROUGH 2037

THE AIRPORT biometric service
market is undergoing a transforma-
tive surge, with projections indicating
it will surpass a 19 per cent Com-
pound Annual Growth Rate (CAGR)
by 2037. This robust expansion
underscores the airport sector’s shift
towards advanced security protocols,
operational efficiency, and seamless
passenger experiences backed by
biometric technologies.

Market size and growth outlook

Recent industry analyses highlight

remarkable momentum in the global

airport biometric service market:

= The market was valued at approxi-
mately €22 billion in 2023.

= Ttisforecasttoreach atleast €111
billion by 2033, growing at a CAGR
of about 17.3 per cent from 2024

to 2033, with other projections
approaching similar exponential
growth rates through 2037.

= The pace is expected to sustain or
accelerate, with select segments
(such as contactless modalities and
facial recognition) driving much
of the anticipated 19 per cent plus
Compound Annual Growth Rate
through 2037.

Key growth drivers

®m  Rising security demands The
proliferation of biometric sys-
tems is closely tied to the need
for stringent security checks,
faster and more accurate identity
verification, and prevention of
fraudulent activities. Govern-
ments and regulatory bodies have
begun mandating the adoption of
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biometrics to enhance airport and
border security.

Contactless travel and passen-
ger convenience The pandemic
accelerated global interest in
contactless biometric authentica-
tion. Airports are rapidly deploy-
ing facial and iris recognition,
touchless fingerprint and palm
scanning, and automated e-gates
to minimise physical touchpoints
and reduce waiting times.

Smart airport and automation ini-
tiatives Investments in intelligent
airport infrastructures, featuring
self-service biometric kiosks and
integrated digital identity plat-
forms, enable airports to handle
growing passenger volumes with-
out compromising throughput or
safety.

pHoTo iStock.com/FG Trade



SMART AIRPORTS

“Governments and regulatory bodies have
begun mandating the adoption of biometrics to
enhance airport and border security”

= Governmental and airline adoption
Initiatives such as the deploy-
ment of biometric self-boarding
by major airlines and large-scale
biometric projects (for example,
at Zayed International Airport or
by Delta Air Lines in US airports)
testify to rising institutional
commitment.

Market segmentation and

technology trends

= Facial recognition Projected to
command 46.1 per cent market
share by 2035-2037, with rapid
adoption for seamless check-in,
security, and boarding.

= Contactless devices Fastest-
growing segment with strong
hygiene and efficiency advantages.

Geographic insights

= North America Remains the
dominant region, accounting for
more than 63 per cent of pro-
jected market share by 2037 due
to rapid adoption, high security
investment, and robust regulatory
frameworks.

= Asia-Pacific Anticipated to wit-
ness the fastest growth, propelled
by soaring air traffic, infrastruc-
ture modernisation, and active

government sponsorship of inno-
vative travel solutions.

= Europe Progressing with sophis-
ticated deployments, especially
in major airports, partnering with
global technology vendors for
integrated biometrics.

Challenges in adoption

®  Data privacy and security In
regions like Europe, stringent
data protection regulations (for
example, GDPR) impose rigor-
ous demands on how biometric
data is collected, processed, and
stored. These laws aim to protect
individual privacy, but can lead to
slower or more complex imple-
mentation if organisations are not
fully prepared to meet compliance
standards.

® Passenger acceptance Despite
growing technological maturity,
there is a persistent degree of pub-
lic scepticism and resistance in
some regions regarding biometric
data use, often rooted in concerns
about surveillance, discriminatory
biases, or fear of data breaches.
Passenger education, transpar-
ency about data usage, and strong
security assurances will remain
essential to drive widespread

acceptance and trust in biometric
airport solutions.

The combined effect of these geo-
graphic and regulatory dynamics will
shape the pace of adoption and the
effectiveness of biometric security
solutions worldwide in airports.

Future prospects

The market’s fast pace indicates:

= Continuous rollouts of new biome-
tric-enabled services worldwide.

= Strategic partnerships between

technology vendors, governments,

and airport operators.

Ongoing enhancements in accu-

racy, speed, and user experience,

ultimately transforming the

airport journey into a more secure,

frictionless, and digitally inte-

grated process.

For stakeholders in aviation, travel
technology, and security, the next
decade will present immense oppor-
tunities as airport biometric service
becomes central to the global aviation
ecosystem.
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ECONOMIC TRANSFORMATION

BOTSWANA
Political Support for Business
Events as Part of the Economic
Transformation

TEXT
Rob Cotter

SINCE THE FOUNDING of the modern
state of Botswana in 1966 and the
significant discovery of a diamond
mine by De Beers the following year,
the country’s economic growth and
stability have rested on one key pillar:
the diamond industry. Mining the
precious stone over the course of
more than half a century had come to
account for a quarter of Botswana’s
GDP, a third of tax revenues and
around eighty per cent of exports by
sales value. The bounty of this sec-
tor also helped deliver the nation’s
modern infrastructure and generate
significant employment opportuni-
ties, elevating Botswana into the same
upper-middle-income bracket as its
neighbour, South Africa.

In recent years, however, things
have undergone significant changes.
The once-strong demand for the glis-
tening gem has been in a precipitous
decline worldwide, and lab-grown
diamonds have further suppressed its
value. Botswana understands it must
embark on a journey of diversifying
its economy, just as the once econom-
ically oil-dependent Arab states have

been making huge strides in doing
so. Among the new opportunities it
seeks to mine for its future economic
success, one where it sees scope for
significant growth is its fledgling
meetings industry.

“Botswana has strong potential to
become a premier destination for the
business events industry in Africa,”
says Keitumetse Setlang, Chief
Executive Officer of the Botswana
Tourism Organisation (BT0). “There
is political support for business
events as part of the economic trans-
formation and tourism diversification
agenda, and the sector is embedded in
strategies like the National Tourism
Policy and Economic Recovery and
Transformation Plan (ERTP). With a
stable political environment, a sound
regulatory framework, and a growing
commitment to economic diversifica-
tion, the country is well-positioned
to attract regional and international
conferences, exhibitions, and incen-
tive events.”

Geographically, Botswana
stretches over an area equivalent to
that of France but with a population
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of just 2.4 million - ten per cent
of whom live in the capital city of
Gaborone. To better help position the
country as a business event destina-
tion, the land-locked African nation
has extracted meetings from broader
economic and tourism strategies to
give it a more bespoke, standalone
focus.

Botswana’s business event strategy
is structured around six core pillars
to attract and retain business events.

such as the Gaborone International
Conference Centre, which has a
capacity of 1,800 delegates, and the
Royal Aria Convention Centre, with
a capacity of 1,600 delegates. There
is a third conference facility on the
University of Botswana campus in the
city, as well as a network of several
smaller conference centres spread
throughout the city. While these
venues have, until now, principally
served domestic meeting demand,

“Legacy is also fundamental for us ...
We aim to host events that yield lasting
benefits in terms of policy influence and

knowledge transfer”

These are infrastructure develop-
ment, destination marketing and
branding, strategic partnerships,
policy and incentives, capacity build-
ing, and product diversification.

“The goal of these pillars is to
upgrade and expand conference ven-
ues, hotels, and connectivity infra-
structure, and to position Botswana as
an authentic and sustainable business
event destination. Furthermore, to
leverage regional bodies, global asso-
ciations, and the private sector, and
to create enabling frameworks and
incentives to support bid wins and
event hosting. Also, to develop skilled
professionals and service providers to
support world-class business events
delivery, but also to blend business
events with leisure, culture, and con-
servation experiences.”

Concentrated predominantly
in Gaborone, the current meet-
ing infrastructure includes some
established and high-quality venues,
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there is a recognition that expanding
infrastructure to properly enhance
the sector for a more regional and
global market will be just one of a
suite of challenges to address.

“Our main challenges are a limited
purpose-built conference infrastruc-
ture, air access constraints and an
immature business event ecosys-
tem. Gaborone lacks a large-scale,
modern convention centre that can
host global congresses, and there
are few direct international flights,
which limits Botswana’s accessibility
for global delegates. There is also a
shortage of experienced local event
organisers, logistics providers and
skilled technical staff,” says Keitu-
metse Setlang.

With alarge-scale modern conven-
tion centre and improved air accessi-
bility on the medium- to longer-term
strategic horizon, Botswana Tourism
Organisation has been focused on
tackling some of the more immediate

2025

issues constraining Botswana from
being a more popular choice for meet-
ings, a crucial one being the need for
proper knowledge of the country.

“Common perceptions include a
lack of awareness about infrastruc-
ture capacity, logistical convenience,
and event delivery standards. To
address this, we’re enhancing Botswa-
na’s digital presence and content in
business events directories, strength-
ening testimonials and case studies
from successfully hosted events, and
encouraging familiarisation trips and
strategic media partnerships.”

Alongside boosting Botswana’s
profile to a broader audience, Bot-
swana Tourism Organisation has also
been taking action to weave together
the tapestry of the country’s meeting
industry agents by identifying key
growth sectors and engaging associa-
tions aligned with them.

The sectors central to Botswana’s
association and conference landscape
include mining and energy, tourism,
conservation and the environment,
health and medical research, educa-
tion and academic research, finance
and economic development, informa-
tion and communications technology,
innovation, and the digital economy.

“These sectors align with Botswa-
na’s strategic development priorities
and consistently attract regional
collaboration, policy dialogues and
knowledge exchange platforms. BTO
has begun mapping local and regional
associations aligned with priority sec-
tors, developing engagement toolkits
and bid support mechanisms, and
participating in association-driven
expos and networking forums.

“BTO is also working to strengthen
its engagement with universities, hos-
pitals, companies and small, medium,
and micro enterprises, especially
through multi-sectoral committees
and targeted business tourism cam-
paigns. Business events are critical



ECONOMIC TRANSFORMATION

“The vision is to position Botswana as a leading
African destination for sustainable, high-impact

for the economy at large, as the sector
drives high-value tourism, stimulates
job creation, and supports skills
transfer.”

While the direct and indirect
economic benefits of a well-devel-
oped meeting industry have been
extensively recorded, much of today’s
conversation is on its sustainability
and legacy impacts, areas that are
also entirely on Botswana’s radar as it
forges ahead to attain its ambitions.

Sustainability is a core tenet of
Botswana’s tourism brand. Current
efforts include encouraging eco-
certified venues and promoting green
event standards, advocating for the
use of local suppliers and community-
based tourism for event activities,
and designing bid documents to high-
light Botswana’s conservation leader-
ship and low-impact tourism model.
These sustainability credentials are
communicated directly to organisers,
and embedded in Botswana’s business
events value proposition.

“Legacy is also fundamental for us.
We aim to host events that yield last-
ing benefits in terms of policy influ-
ence and knowledge transfer, such as
those held through think tanks or pol-
icy forums. Or skills development and
entrepreneurship, like training work-
shops for local suppliers, community

business events”

empowerment, such as sourcing from
small, medium and micro enterprises
and community-based organisations,
and destination branding and long-
term return visitation.”

Long-term returns are a key inten-
tion for Botswana’s meeting industry
development. With that in mind,
several additional areas remain for
the tourism organisation to address,
ensuring their offer is comprehensive
and enduring for potential future
clients, as well as identifying the best
channel for engaging with them.

“Key questions are: how can we
build a sustainable and competi-
tive business events ecosystem that
supports job creation and economic
diversification, what institutional
frameworks and investment mod-
els will accelerate infrastructure
development and capacity building,
and how can we strengthen our bid-
winning capability to secure regional
and international events.

“A dedicated convention bureau is
under consideration, which will focus
exclusively on promoting, bidding for,
and coordinating business events. It
will enable more agile, industry-driven
engagement with global and continen-
tal associations.”

With much work already under-
way, and more in the pipeline, the

Botswana Tourism Organisation is
confident about the future of the
country’s meetings industry and clear
on how it wants to be perceived in the
near future.

“The vision is to position Bot-
swana as a leading African destination
for sustainable, high-impact business
events that combine exceptional
infrastructure, cultural authenticity,
and natural beauty. Gaborone will be
home to a state-of-the-art conven-
tion centre, while cities like Maun,
Kasane, and Francistown will offer
niche, destination-driven events. The
sector will support thousands of jobs,
drive cross-border collaboration, and
position Botswana as a top choice
for high-level summits, knowledge
forums, and incentive travel globally.”

The country’s aspiration is to be
recognised for hosting world-class
events that contribute to knowledge
creation, investment attraction and
regional integration, supported by
an agile ecosystem and professional
delivery standards.

“By 2030, Botswana will be a
recognised leader in sustainable,
experience-rich business events in
Africa”
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GENERATION SHIFT

Concerns
That the Meetings Industry
CANNOT ATTRACT YOUNGER PEOPLE
MAY BE EXAGGERATED

pHoto IMEX Group

ACCORDING TO Ray Bloom, Chair-
man of the Imex Group, this year’s
Policy Forum at Imex Frankfurt was
a success. The Policy Forum is about
trying to understand the future of the
business events industry and bring-
ing together leaders from around the
world to shape that future together.
“The question many people are
asking is How do we get young people
into the industry? What emerged from
this year’s forum was a clear concern
among many older individuals who
have been in the industry for a long
time and are worried about who will
succeed them. There was an interest-
ing discussion about whether they
were concerned because of the digital
age we live in, people working from
home several days a week, the grow-
ing number of digital nomads, all of
that was discussed, and they were
concerned,” says Ray Bloom.

Professor Greg Clark, global
urbanist and advisor, was the key
figure behind the forum. He believes
that there will be an even greater
need for professional meetings in the
future than we have today: “It led me
to participate in the Future Leaders
Forum, which had about 80 partici-
pants, many from Germany, but there
was also a group of 20 people from
the us and other countries. They were
totally committed to the future and
opportunities of the industry, and I
was able to tell them something that
I believe will happen. It’s not just
that there will be jobs for them in
the future, and that they will want
to meet and get to know each other,
not only at meetings, but also that
the jobs they will get in leadership
positions in the future will have a
higher status, probably sooner than
ever before.
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“Buyers are very engaged in all

“I found it very interesting how
what I heard at our Policy Forum one
day connected with what I saw with
my own eyes among the future lead-
ers the next day. I think it’s exciting
to see this, and what it really means
is that people working in the industry
need encouragement, because these
young people are out there, and you
only need to look at the exhibition
hall in Frankfurt to see that. I sit
on the Policy Forum and hear this. I
have noticed the increasing number
of young people attending our trade
fair, and that there are even younger
ones enrolling in various courses. The
concern that the meetings industry
cannot attract younger people is
exaggerated,” says Greg Clark.

Carina Bauer, CEO of Imex
Group: “This was our biggest Imex
Frankfurt to date in terms of exhi-
bition space, with almost 3,000
exhibitors. We have returned to
approximately the same level as
before the pandemic. Over 13,000
participants from all over the world
are here, and well over 4,000 buy-
ers. In fact, the number of buyers is
almost 4,500. The majority of these
are, of course, hosted buyers, but
almost 1,000 participating buyers in
addition to this have also come to the
fair.”

In terms of invited buyers, Imex
Frankfurt are seeing an increase of
around seven per cent in hosted buy-
ers for the actual week compared to
last year’s show.

“We are also seeing a ten per cent
increase in the number of individual
meetings they have had, which really
demonstrates the strength of buy-
ers’ businesses and also their overall
interest and engagement with our
exhibitors and with the show. In
terms of the total number of meet-

ings, over 67,000 prebooked meetings

have taken place,” says Carina Bauer.

“One of the newer metrics is about

buyers’ favourites among exhibitors,
sessions, and products via the app.
‘We have seen a 30 per cent increase

in usage there. What this really shows

us once again is that buyers are very
interested and that they also under-
stand our systems better as we opti-
mise them, hopefully making them
more user-friendly than ever before.
“Admittedly, it’s only a brief
insight into what our buyers are

interested in and which sessions they

are interested in, but it will really
help us make improvements for the
future on the exhibition floor and
also within the education program.
It also shows that our buyers are
very engaged in all aspects of the
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aspects of the exhibition”

exhibition, which is also what we hear
anecdotally on the show floor. It’s
always essential for us to get data that
supports the anecdotal messages we
see,” Carina Bauer conludes.
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Book your meeting or event with Radisson Meetings
and enjoy up to 3 additional benefits.

Choose 1, 2, or 3 complimentary extras, depending on the value

of your event.

This offer is available for meetings and events booked by 31 December
2025 and held before 31 March 2026, at participating hotels across
Europe, the Middle East, Africa, and Asia Pacific.

Extra Small Meetings

Small Meetings

€1K plus - Pick 1

* Upgraded tea and coffee break
* 10,000 Radisson Rewards Points
« Complimentary car parking

for the Meeting Organizer
(one space), upon availability
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INSTANTLY ONLINE

Medium Meeting

€5K plus - Pick 2

* Upgraded tea and coffee break

« Accommodation upgrade (3 rooms)
* Breakfast break
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« Complimentary car parking
(5 spaces), upon availability

* Additional 2% cancellation
attrition within 14 days of arrival
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« Upgraded tea and coffee break

* 50,000 Radisson Rewards Points

« Accommodation upgrade (5 rooms)

* Breakfast break

« Complimentary car parking
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« Site inspection: accommodation for
up to 2 rooms complimentary
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LONG-TERM STRATEGY

The UAE
Continues to Strengthen
ITS GLOBAL ECONOMIC
STANDING

THE UAE CABINET has been reviewing
national and international projects
and developments since April, includ-
ing the national tax system, sports
strategy, industrial economy, tree-
planting scheme and other key initia-
tives, according to Arabian Business.

Sheikh Mohammed bin Rashid
Al Maktoum, Vice President, Prime
Minister and Ruler of Dubai, who
chaired the UAE Cabinet meeting in
Abu Dhabi, comments: “We approved
the restructuring of the Emirates
Council for Balanced Development.
The council’s goal is to develop
impactful projects that ensure bal-
anced growth across all parts of the
country.”

The Cabinet also reviewed the out-
comes of the Make it in the Emirates
forum from last year and approved
the objectives for its upcoming 2025
edition. The forum has emerged as
a key national platform to attract
industrial investments, stimulate
local production, and boost the
competitiveness of products made in
the UAE.

The business event has hosted
over 13,000 visitors and partici-
pants across its editions, featuring
over 200 specialised panels and

workshops that have unveiled high-
value investment opportunities,
announced manufacturing and supply
agreements, and provided innovative
financing solutions.

“We also discussed the Ministry of
Industry and Advanced Technology’s
preparations for hosting the Make
it in the Emirates forum. The event
strengthens our industrial sector
by offering purchase opportunities,
investment prospects, financing
solutions, and partnerships worth
AED 160 billion (€36.8 billion).”

The Cabinet also approved the
launch of the Global Alliance for
Energy Efficiency. This initiative
aligns with the UAE Consensus
announced at COP28 and aims to
double the annual energy efficiency
rate by 2030.

Furthermore, the UAE Cabinet
reviewed updates to the national
campaign Plant the Emirates, a key
initiative aimed at expanding green
areas and promoting environmental
awareness across the country.

Since April, a total of 459,698 trees
have been planted in collaboration
with strategic partners. The campaign
also distributed 593,246 seedlings
and scattered over 6.5 million seeds
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across natural habitats. The campaign
witnessed strong youth and com-
munity engagement, involving over
5,000 students and 8,257 volunteers.
During the meeting, Sheikh
Mohammed announced that the
Cabinet had approved the launch of
the Energy Efficiency Global Alliance,
which was announced during the
UAE’s hosting of COP28. The alliance
aims to foster international coopera-
tion, share expertise, and develop
global policies to double energy effi-

IMD World Competitiveness Report
2023. It ranked second globally in
the Index of Combating Tax Eva-
sion, fourth in the Consumption Tax
Rate, and fifth in the Efficiency of Tax
Policy.

Sheikh Mohammed comments:
“We discussed the progress of the
UAE’s tax system, which supports
financial sustainability and strength-
ens our global competitiveness. The
UAE ranks fifth globally in tax policy
efficiency and second in combating

“The National Sports Strategy aims to
elevate the sports sector’s contribution to
society, health, and national identity”

ciency across all sectors by 2030.

“We reviewed the results of the
plant campaign, which we launched
at the start of the season, as well as
the outcomes of the National Sports
Strategy and the annual report on
money laundering and terrorism
financing risks in the UAE.”

During the session, the Cabinet
reviewed the latest updates and the
progress made on developing the
UAE’s tax system. The UAE continues
to strengthen its global economic
standing by building an integrated,
competitive, and transparent tax
ecosystem that facilitates tax compli-
ance and supports the achievement of
financial sustainability and develop-
ment goals.

The country’s tax system has made
significant progress in recent years,
encompassing legislative, techni-
cal, and procedural aspects, locally
and globally. The country achieved
leading results in global competi-
tiveness indicators, according to the

tax evasion, according to the annual
report by the International Institute
for Management Development (IMD)
in Switzerland.

“The tax system is a key part of our
economic foundation for the future.
Its efficiency reflects the strength of
our competitive economy, and the
tax culture we’ve built is a recent step
we’ve successfully taken. I extend my
thanks and appreciation to the team
contributing to the UAE’s financial
sustainability through a world-class
tax system.”

The Cabinet also reviewed the
results of implementing the National
Sports Strategy, which aims to elevate
the sports sector’s contribution to
society, health, and national identity.
Among the key outcomes was the
successful launch of the National
University Games Project, involving
1,767 students.

On the cultural front, the Cabinet
reviewed progress in implementing
the National Strategy for Cultural and

44 | MEETINGS INTERNATIONAL|BIR NO.22 2025

Creative Industries. Key initiatives
included the launch of the Emir-
ates Culture and Creativity Medal,
the National Culture and Creativity
Grant Program, and the National
Framework for Cultural Activities in
Schools.

The UAE Cabinet approved the
adoption of the Public Benefit
Entities Classification Guide. This
decision is based on the Federal
Decree-Law governing public ben-
efit institutions. It reflects the best
international practices and standards
while also taking into account the
unique characteristics of the UAE’s
institutional environment.

The guide defines the scope of
public benefit activities covered
under the law, which includes social,
cultural, scientific, educational,
professional, creative, artistic, recrea-
tional, and environmental fields.

“We also approved 44 inter-
national agreements in economic,
developmental, and governmental
fields, and we authorised the start of
negotiations for investment protec-
tion and promotion agreements with
30 countries worldwide,” says Sheikh
Mohammed. “The UAE will continue
to build economic and investment
ties with friendly and sisterly nations,
maintaining its open economic
approach that has solidified its posi-
tion as a global economic hub con-
necting East and West.”

During the meeting, the UAE
Cabinet also approved the launch of
the country’s first integrated regula-
tory intelligence ecosystem within
the government. This new legisla-
tion and laws development system,
which is the first of its kind globally, is
based on the most advanced artificial
intelligence approaches and solu-
tions, marking a global first in smart
governance.
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The idea of creating the UNBROKEN rehabilitation
center has its genesis when medical professionals
attended a meeting in Lviv in April 2022 to discuss how
they can help people injured in the war.

One hospital in Lviv has now been transformed into

a modern rehabilitation center, creating a huge community
of professionals to support those in dire need of help.

This is just one example of how meetings can create

a legacy and change the future.

LEARN MORE
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Visit lvivconvention.com.ua
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COLLABORATION ISKEY

The

Holistic Approach

ANTWERP, Belgium’s good-looking
second city in the region of Flanders,
grew wealthy on the profits of its port,
trading since the 16th century in dia-
monds, priceless works of art and the
spices and spoils of assorted empires.

Today, Antwerp is one of Europe’s
most dynamic cities for meetings,
incentives, conferences, and events,
offering a blend of historical gran-
deur, modern infrastructure, and
cosmopolitan vibrancy. The Ant-
werp Convention Bureau provides
comprehensive support, from venue
selection to local partnerships,
ensuring smooth event planning and
execution. The city has a population
of approximately 562,000, and the
Metropolitan Area is estimated to
have around 1.2 million people.

The city’s key sectors include its
world-class port, the largest inte-
grated chemical cluster in Europe,
and a global diamond industry
centred in its Diamond District. The
town also has emerging strengths in
digital innovation, sustainable energy
transition, and healthcare, along with
anotable presence in fashion and
retail.

In the European health innovation
landscape, Antwerp distinguishes
itself not just through the presence of

OF ANTWERP

renowned institutions or the quality
of its healthcare infrastructure, but
through its ability to enable innova-
tion structurally. The city’s health
and life sciences cluster transforms
healthcare through an intercon-
nected ecosystem of data, research,
industry, and care provision. Ant-
werp’s strength lies in coordination.
Its dense but highly active network of
research institutions, clinical centres,
startups, and innovation platforms
operate within an environment

that favours collaboration. It makes
the destination a hub for scientific
advancement and a testbed for real-
world health solutions.

Antwerp’s long history as a centre
for trade and innovation has culti-
vated a culture of experimentation
and adaptation. This culture equips
the city with the agility to navigate
modern challenges. The Antwerp
entrepreneurs’ ability to evolve
allows them to address pressing
global issues like climate change,
energy transitions, pandemics,
digitisation, and mobility. Antwerp’s
innovation landscape is characterised
by The Beacon, a technology insti-
tute connecting digital innovators to
solve the challenges of the Belgian
cities, ports and industries. It fosters

collaboration among over a hundred
companies and research institutes.

The port, the second-largest in
Europe, plays a vital role in world
commerce, trading 86 per cent of the
world’s rough diamonds and storing
half the world’s shipped coffee beans.
The harbour is also home to the
second-largest petrochemical cluster.
Now powered by a vast array of wind
turbines.

The city serves as a central hub
for international trade and com-
merce. Some of the biggest com-
panies include Atlas Copco, Nike,
Cummins, The Coca-Cola Company,
BMW Group, L’Oréal, Procter &
Gamble, and the Lego Group. If their
meeting planners need to organise a
business event, they have a range of
options to choose from.

Antwerp boasts that the whole
town is your venue, which is hardly
surprising given its incredible event
infrastructure, from legendary
heritage sites to state-of-the-art
conference centres. The city’s leading
conference venue, A Room with a Zoo,
integrates one of Europe’s oldest zoos
with world-class facilities and memo-
rable settings. It is a living historic
part of the venue with a rich legacy
and its own award-winning science
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and research centre. The original
and protected 19th-century archi-
tecture provides a peaceful backdrop
to events. The Queen Elizabeth Hall
accommodates up to 2,000 delegates,
the Marble Hall accommodates up to
350, the Darwin Hall accommodates
up to 320, and the Gorilla Rooms
accommodate up to 500 people.
Profits from the congresses and
events taking place at A Room with a
Zoo support animal welfare, educa-
tion and awareness building. The
Antwerp Zoo Society plays a leading

The architectural diversity, from
medieval guildhalls to cutting-edge
contemporary buildings, creates
inspiring environments for business
events. The compact size of Antwerp
allows organisers to create citywide
experiences, seamlessly integrating
different venues, hotels, and social
programs. The holistic approach ena-
bles events to tap into the city’s herit-
age, vibrant arts scene, and culinary
offerings, while connecting with the
locals. In short, Antwerp is a likeable
and walkable city.

“Antwerp is Belgium’s long-standing
fashion capital, and also home to one of the
world’s leading fashion academies”

role on the world stage in terms of
scientific research and conservation,
creating partnerships between meet-
ings and conservation that directly tie
into the business events industry to
make it more sustainable.

Other majestic backdrops for busi-
ness events are historical locations
such as the 16th-century Handels-
beurs, the world’s first purpose-built
stock exchange, the Imperial Meir
Palace, and the Antwerp City Hall.

Modern industrial spaces, includ-
ing converted warehouses like the
Felix Pakhuis and trendy lofts in
the former harbour district, cater to
creative and large-scale gatherings
alongside specialised venues such as
the 7,000-seat, 24-screen Kinepolis
Antwerp, the contemporary Blue
Point Antwerpen, which is ideal for
high-tech meetings. The Royal Yacht
Club and the Fashion Museum Ant-
werp add further versatility.

Antwerp is home to the University
of Antwerp, the third-largest uni-
versity in Flanders. Around 50,000
students have forged a reputation as
an unlikely rival to Paris in the fash-
ion world, alongside Milan. Today,
Antwerp is Belgium’s long-standing
fashion capital, and also home to
one of the world’s leading fashion
academies.

However, let us not forget the past:
Abraham Ortelius (1527-1598) and
Christophe Plantin (1520-1589)
were two of the most influential fig-
ures in the intellectual and publishing
life of 16th-century Antwerp. Their
collaboration and friendship played
a pivotal role in cartography, print-
ing, and the dissemination of human
knowledge during the Renaissance.

Abraham Ortelius was a Flem-
ish cartographer recognised as
the creator of the first modern
atlas, published in 1570. His work
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revolutionised mapmaking by gath-
ering maps in a uniform format and
style, making geographical knowl-
edge more accessible and systematic.
Christophe Plantin was a renowned
printer, publisher, and bookseller
who established the Plantin Press,
Europe’s largest and most advanced
printing house. He was central in
Antwerp’s humanist circles and pub-
lished many scholarly, scientific, and
religious works.

The Plantin-Moretus Museum in
Antwerp is an institution that com-
bines the legacies of two of the city’s
most influential Renaissance figures.
The museum is the only museum
in the world inscribed as a UNESCO
World Heritage Site for its role in
the history of printing and publish-
ing. Christophe Plantin established
his printing press in Antwerp in
1555, becoming the largest and most
influential printing house of its time,
renowned for the quality and breadth
of its publications.

The museum holds around 25,000
early printed books, and over 600
manuscripts, including significant
works such as:
= The Biblia Polyglotta (1568-1573)
= The Cruydt-Boeck (Herbals) by

Rembert Dodoens
®  An anatomical book by Andreas

Vesalius
= The Tenth (1585), Simon Stevin’s

book of decimal fractions
= Arare copy of the Gutenberg Bible

The museum also holds a copy of
Theatrum Orbis Terrarum, the first
modern atlas, by Abraham Ortelius,
which is a highlight of the museum’s
collection. The exhibition also
features portraits and drawings by
Peter Paul Rubens, a close friend of
the Moretus family, as well as other
works from the Antwerp School.

You cannot visit Antwerp with-
out tasting the Belgian chocolate.

Havenhuis, Antwerp, Belgium. proto Alban Lebacq, Lebak Photography/Zaha Hadid Architects
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“The compact size of Antwerp
allows organisers to create citywide experiences,
seamlessly integrating different venues”

At Chocolate Nation, you have 14 the-
matic rooms, submerging you in the
wondrous world of Belgian chocolate.
Starting in the jungle between the
cocoa trees, you follow the cocoa to
Antwerp’s port. A gigantic fantasy
machine showcases the process of
making chocolate and explains the
origin of its velvety smooth taste.
Every visitor gets an insight into the
traditions surrounding the sweet gold
and will learn what makes Belgian
chocolate special and why Belgians
are so proud of it.

Today, most visitors arrive in
Antwerp by train. You can get from
Brussels Airport-Zaventem by train
in 44 minutes on average, with the
fastest journeys taking only 30 min-
utes. Antwerpen-Centraal railway
station is an eye-catching master-
piece of Art Nouveau architecture, a
style that is extensively represented
throughout the city.

The character of the city also
reveals itself through food. There are
many places to go for a culinary treat
in a stunning setting. You can find a
galaxy of Michelin-starred restau-
rants, but don’t forget the local dishes
like, for example, a steaming pot of
mussels with a bucket of fries and a
small bowl of mayonnaise. By the way,
fries are an integral part of Belgium’s
gastronomic heritage and Belgian

fries are often called the world’s fin-
est. Traditionally, they are sold in a
paper cone or a cardboard tray with a
large dollop of sauce on top.

A hideaway in historic Antwerp
is the Botanic Sanctuary, which
was once a monastery. Today, it is
a top-class hotel with 108 rooms
spread across five historic buildings,
each with its own story to tell: Sint-
Jons, Monasterium, Sint-Elisabeth,
Alnetum, and the Filips van Marnix
House. The sanctuary also has Hertog
Jan, a two-star Michelin restau-
rant, or savour the art of culinary
elegance at one-star restaurant Fine
Fleur. Within the storied walls of the
sanctuary, there is a congress centre
with 14 different meeting rooms for
up to 350 persons. Also, there is a
health spa and a botanical garden
that master the art of tranquillity and
wellbeing.

The city of Antwerp is welcom-
ing several international congresses
on different topics in the next few
months, for example:
= Annual Summit 2025:

Uncharted Waters 21-22 October.

After Tokyo, the Global Maritime

Forum will share knowledge and

insights in Antwerp.
= SNOMED CT Expo 23-24 Octo-

ber. Unites clinical terminology

SMEs from around the world.

Asset Performance Conference
2025 4-5November. Europe’s
leading conference on digital
transformation in Maintenance
and Asset Management.

8th International Conference

on Microbiome Engineering

1-3 December. This event brings
together scientists across the
quickly growing field of microbi-
ome engineering.

ESF Europe 2026: Energy &
Sustainability Forum) 24-26 Feb-
ruary, 2026. The forum is estab-
lished as the only event dedicated
to downstream decarbonisation
and sustainability.

10th EuChemS Chemistry Con-
gress (ECC10) 12-16 July, 2026.
The congress allows the attendees
to listen to and interact with some
of the most celebrated researchers
in the world.
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ECONOMIC IMPACT

Record-Breaking Congress Year
FOR HELSINKI EXPO AND
CONVENTION CENTRE

THE SIX INTERNATIONAL congresses
hosted by Helsinki Expo and Con-
vention Centre brought over 25,000
delegates to Finland’s capital during
the first half of the year. The income
and employment impact of the
congresses amounts to more than
€50 million. The goal of the Helsinki
Tourism Advisory Board is to dou-
ble the tourism revenue generated
by foreign visitors and significantly
increase employment in the sector in
the city by 2030.

Finland’s reputation as a valued
Nordic country for hosting inter-
national congresses, and Helsinki’s
recognition as a sought-after des-
tination city among congress par-
ticipants, is also reflected in the busy
congress year at the convention
centre. During the first half of the
year, six international congresses
drew over 25,000 participants to the
destination, resulting in an economic
impact of more than €50 million.

“International congresses and cor-
porate events offer enormous growth
potential for boosting the tourism
industry and economic growth in
our city and throughout Finland.
According to the Helsinki Conven-
tion Bureau, a congress participant
spends an average of €2,000 in the
host country. Congresses generate
income and jobs for the hotel and
restaurant sector, passenger trans-
port, retail, and other service compa-
nies,” says Laura Tarkka, Chair of
the Helsinki Tourism Advisory Board
and coo of Scandic Hotel Finland and
Europe.

The income and employment
impacts of congresses extend well
into the long term. Research by the
convention bureau shows that most
congress delegates are first-time
visitors to Finland, and a significant
proportion consider returning for
leisure travel.

“Our goal is to double the tourism
revenue generated by visitors in
Helsinki by 2030. At the same time,
the number of employed people
is estimated to increase by nearly
50 per cent,” Laura Tarkka says.

The Helsinki Expo and Conven-
tion Centre is growing in tandem with
the capital and will make significant
investments in the coming years to
support the growth driven by inter-
national congresses and corporate
events.

“We are aiming for strong growth
and want to set an example for Finn-
ish businesses through our invest-
ments. The new Messukeskus Arena
is a €6 million investment that will
be inaugurated at the Nordic Business
Forum at the end of September. The
future event space Solar is a €20 mil-
lion construction project scheduled
for completion in autumn 2027,”
says Anni Vepsilidinen, CEO of Hel-
sinki Expo and Convention Centre.

The expo and convention centre’s
congress year continues during the
autumn, when the European Paedi-
atric Rheumatology Congress PRES
will bring around 1,000 international
visitors, generating approximately
two million euros in economic and
employment impact.

Helsinki Expo and Convention Cen-

tre’s international congresses in 2025

= EENA Conference & Exhibition
7-11 April, 730 participants

® ESPGHAN Annual Meeting of the
European Society for Paediatric
Gastroenterology, Hepatology,
and Nutrition 14-17 May, 5,800
participants

®m  European Stroke Organisation
Conference - ESOC 21-23 May,
4,200 participants

m EAPC World Congress of the
European Association for Pal-
liative Care 29-31 May, 2,000
participants

®  |nternational Council of Nurses -
ICN Congress 9-13 June, 7,000
participants

= EAN Congress of the Euro-
pean Academy of Neurology
21-24 June, 8,000 delegates

®  PReS European Paediatric Rheu-
matology Congress 17-20 Sep-
tember, 1,000 participants

In addition to the expo and convention centre,
The Finnish Fair Corporation Group includes
the trade fair organiser Expomark Oy and the
AV technology company SVV Oy. In 2024,
the group’s revenue was 58.4 million euro.
The economic impact of Helsinki Expo and
Convention Centre on the surrounding area
was 245 million euro, and its employment
impact was 3,335 person-years.
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AI STRATEGY

Abu Dhabi Accelerates Its Efforts
TO BUILD A GLOBAL TECH HUB

ABU DHABT'S state-backed startup
ecosystem, Hub71, sharpens its focus
on artificial intelligence and prepares
to expand into the healthcare sector.
The emirate accelerates its efforts
to build a global tech hub which can
attract entrepreneurs, capital and
talent from around the world. Since
its launch in 2019, Hub71 has grown
into the fastest-expanding startup
ecosystem in the Middle East, posi-
tioning itself as the Gulf’s answer to
Silicon Valley.

Peter Abou Hachem, Head of
Growth and Strategy at Hub71, said
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in an interview with Arabian Busi-
ness that artificial intelligence is the
organisation’s sharpest bet, having
recently accepted 13 new Al startups,
bringing them to around 50. The
aim is to leverage Abu Dhabi’s strong
infrastructure base in compute,
energy and sovereign investments to
help create the next “Open A1” out
of the emirate. The companies come
from around 40 countries.

The A1 strategy is designed to cut

across industries rather than focus on

a single vertical. Peter Abou Hachem
argues that artificial intelligence is

2025

a horizontal technology set to affect
every aspect of life, from business to
financial services and logistics. The
sector has already shown tangible
results in areas such as drug dis-
covery and genomics. Additionally,
healthcare and the life sciences are
thriving intersections for A1, with
startups utilising A1 models to accel-
erate research and development in
pharmaceuticals.

Inline with Abu Dhabi gov-
ernment priorities, following A1,
healthcare, climate tech, and digital
assets, Hub71 will establish its next

pHOTO iStock.com/Hai Diep



AI STRATEGY

“Hub71 has grown into the fastest-expanding
startup ecosystem in the Middle East, positioning
itself as the Gulf’s answer to Silicon Valley”

dedicated vertical, as the logic behind
the clusters is to align with Abu
Dhabi’s wider priorities.

Furthermore, Peter Abou Hachem
resonates whenever you see the emir-
ate building out infrastructure in a
sector, whether it is food security or
water. Abu Dhabi builds the startup
ecosystem to match because startups
will not come unless investors, cus-
tomers, and a regulatory framework
are already in place.

The approach reflects the emir-
ate’s broader economic diversification
plan. Abu Dhabi has invested heavily
in research institutes, biotechnology,
and healthcare infrastructure, mak-
ing the city attractive for specialist
talent through lifestyle incentives
and residency schemes. For Hub71,
the task is to convert those assets into
amagnet for founders who can scale
globally with the capital.

Hub71 is benefiting from global
transformations. Inflexible regula-
tions in traditional startup centres
such as Hong Kong, the United
Kingdom, and the United States have
prompted some investors and compa-
nies to look for alternatives.

Peter Abou Hachem specifies the
example of blockchain and crypto
firms, which migrated to Abu Dhabi in
recent years after regulators in other
markets cracked down. That shift

helped Abu Dhabi establish itself as a
leading jurisdiction for digital assets.
Today, the same dynamic is now at
play across technology more broadly.
For example, the UK, once a magnet
for entrepreneurs, has seen an out-
flow of wealth and talent as tax and
political changes weigh on sentiment.
Abu Dhabi has been able to capture a
portion of that pipeline.

Geopolitical factors matter, but
it is also about quality, notes Peter
Abou Hachem. Singapore, the US, UK
and Hong Kong are still where the
best-in-class startups are, and that
is where Hub71’s efforts are focused.
The fact that Abu Dhabi has a clear
and strict regulatory environment,
thanks to Abu Dhabi’s International
Financial Centre, makes the emirate
an attractive spot for founders and
funds alike.

To reduce reliance on geopoliti-
cal impacts, Hub71 has established
cross-border programmes with over
12 countries, ensuring a steady deal
flow from leading ecosystems. The
startup is plugged into hubs and
investors worldwide, which gives the
hub first access to the best companies.

Six years after its launch, Hub71
now counts more than 370 startups in
its community, which have generated
AED 4.5 billion (€1 billion) in revenue
and attracted billions in funding.

Over 150 partners, ranging from
venture capital firms to corporates
and government entities, support the
platform.

The model is designed to replicate
the organic growth of Silicon Val-
ley, where ecosystems are formed by
bringing together the right people
rather than focusing solely on scale.
Hub71’s acceptance rate for new
entrants remains low by design, with
an emphasis on quality companies
that can scale into billion-dollar
businesses.

Peter Abou Hachem says their
ecosystem grew in value by almost
30 per cent last year. Now, it’s about
patience and maturity helping start-
ups expand globally and produce
multi-billion-dollar outcomes from
Abu Dhabi.

The effort is part of the UAE capi-
tal’s long-term push to diversify away
from hydrocarbons and create jobs in
knowledge-based industries. By align-
ing its clusters with government-
backed sectors such as healthcare, A1,
climate, and digital assets, Hub71 is
betting that Abu Dhabi can offer the
infrastructure and capital that found-
ers need, as well as the global connec-
tivity that keeps them there.
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THE LINK INDUSTRY

LINK

A New Acronym Is Born
LEVERAGING INTERNATIONAL NETWORKS
AND KNOWLEDGE

TEXT
Gary Grimmer

OVER THE YEARS, it has been com-
mon to hear association leaders,
meeting planners, and people from
convention bureaux, venues, and
PCOs say that collectively, we were
not an industry; we were all part of
an ecosystem. In my view, that’s true,
and it’s a major weakness. After all,

if we can’t even define ourselves as a
coherent industry, we also lack cohe-
sion. This all makes it much more
challenging to communicate what we
do and why it’s important.

An industry by many names has no
name The challenge in defining our
industry was always that there were
numerous disparate moving parts,
different types of organisations with
widely varying priorities, motiva-
tions, and perspectives. We weren’t
really part of the “meetings industry”

because that mostly referred to the
supply side. Corporations and associ-
ations held meetings, but these meet-
ings were considered one of their
activities, not their primary purpose.
In reality, they were global customers
in the meetings industry, which was
essentially local.

So, were we the “convention
industry?” Well, what about cor-
porate meetings, conferences and
exhibitions? The “MICE industry” was
always at best a supply-side con-
cept; associations and corporations
weren’t part of it, they were users of
it, and it was always primarily about
tourism.

For along time, many have been
referring to the “Business events
industry.” I have a historical perspec-
tive on the origins of that because I
was chairing a meeting in Sydney over
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20 years ago, where we decided that
name should refer to our industry,
and thus was born the Business
Events Council of Australia (BECA),
which is now part of the Austral-
ian Business Events Association
(ABEA). However, in retrospect, that
expression is problematic as well.
All types of gatherings can be con-
sidered events, but not all events are
business-related, unless, again, you
are looking at it from a supplier’s
perspective.

relatively modest incremental impact
on tourism.

Over the past few decades, a
movement has emerged to better
define the actual value of meetings
and events. The concepts of ‘beyond
tourism impacts’ and ‘legacies’ took
hold as a way to frame the broader
value of the ‘industry.” The Iceberg
was established as a communication
platform to build understanding and
support for the industry by communi-
cating a broader and more meaning-
ful value proposition. The message is

“The quadruple helix is a model
that seeks to link the four key
engines of innovation”

What is the value proposition? In
the past, the question over how to
refer to our industry has been more

driven by people from the supply side.

Destination promoters and suppliers
have long sought to define and com-
municate the ‘industry’ and its value
proposition, in the hope of securing
the government support they need

at the local level to achieve success.
Traditionally, that value proposition
was about attracting people to the
destination who left money behind,
essentially linking the benefit to
tourism. That too was a weak position
for a couple of reasons. First, in many
places, tourism was not a star player
in the local economy. Second, even

if it was a star player, tourism was
just a piece of a much bigger pie and
therefore in the end just a small piece
of a small piece of a pie. Ultimately,
using that logic, meetings were

only important because they had a
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inevitably complicated. Meetings and
events can be transformative for all
kinds of communities, from profes-
sional to local, regional, and national.
The transformation can be economic,
social and environmental.

That it is not just about meetings
per se, but also about knowledge
exchange, building global networks,
advancing science and medicine and,
well, actually every field of endeavour
under the sun.

Nobody knows what to think about
us, but they are definitely thinking
about IT While we can frame the mes-
saging in a way that communicates
all of that clearly and concisely, there
is still no consensus on how we even
refer to our industry. Our industry is
astonishingly important, comprising
a diverse mix of stakeholders who
can’t agree on its name. If we don’t
know what to call our own industry,

2025

how could we possibly expect people
who aren’t in our industry to under-
stand what it’s all about or how
important it is?

High tech is a good example of how
an industry can effectively be framed.
People around the world recognise
that technology has a significant
impact on their daily lives. That
industry has an acronym everyone
knows: IT. Governments worldwide
are focused on developing their IT
industries.

Like 1T, we want governments to
prioritise our industry as a means to
achieve their objectives. Since our
industry can have a positive impact
on the work of any government min-
istry, we want all ministers to take an
interest. We want them to understand
that building the strength of their
city, state or nation in our industry
is key to their global trade and intel-
lectual engagement. We need them to
realise that our industry is an essen-
tial part of achieving their future
visions. In fact, our industry can even
help them build their 1T industry
among many others. But then we say
we’re in the meetings industry, and
they understandably want us to speak
with their Tourism Minister.

If we had a meaningful name for
our industry, it would need to be
relevant to all the moving parts, com-
pelling, and easy to remember and
understand. It needs to be something
governments at all levels could relate
to and include in their policy state-
ments. Ideally, it would be something
that trips off the tongue. However,
before suggesting a possible solution,
I need to introduce a concept that is
highly relevant to both governments
and our industry, as well as to this
question.

The quadruple helix An Al search
will provide you with information
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“The Link industry - where all stakeholders
share an interest in Leveraging International
Networks and Knowledge”

about the quadruple helix. In short,
it’s a model that relates to economics,
public policy, and innovation. The
quadruple helix is an extension of

the triple helix model, which is based
on the theory that collaboration
between government, academia, and
industry is the most efficient way to
drive innovation. The quadruple helix
introduces civil society, including
professional and trade associations,
as a fourth critical element. It recog-
nises that innovation also requires a
response to societal needs, values and
real-world challenges.

The government provides policy
and investment, corporations offer
business know-how, strategic acumen
and investment, universities provide
research, analysis, and theoretical
frameworks, and associations offer
international perspectives, expertise,
applied knowledge and insights on
global best practices. The quadruple
helix is a match made in heaven. It
actually defines what our industry
is all about and is aligned with the
modern thinking of progressive
governments.

Could we be the Link industry?
Link is an interesting word. It can be
anoun, as in a link or nexus between

The LINK Industry

Quadruple Helix
(local and global)

&5

Associations

LY
Local
Economy

Hotels &
Suppliers
Convention

Meetings
& Events

people or things. It can be a verb,
meaning to connect things. The
quadruple helix is a model that seeks
to link the four key engines of innova-
tion. Our industry is all about connec-
tions at every level.

One of the everyday things about
our ‘industry’ is that it’s all about
linking people and innovation. Our
industry is fundamentally about
collaboration and coordination. Asso-
ciations aim to link their members
through shared knowledge and
networks. Corporations seek to link
with the innovation and markets that
associations and exhibitions offer.

Academia is seeking research con-
nections and links to other parts of
the academic ecosystem as a path
to scholarly innovation and grant
opportunities.

Governments pursue policies
that are strengthened by their links
to the helix, and our industry can
connect their local helix to global
ones. Destination promoters aim to
link their hospitality suppliers and
event planners. By doing so, these
events also provide links for local civil
society, academia, corporations and
government to access global knowl-
edge and networks for building local
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“Few would disagree with the premise that
actually getting people together is the most
powerful way to leverage global networks and
accessing global knowledge”

capacities, trade, and achieving social
progress.

Leveraging International Networks
and Knowledge (LINK) Link might
also be used as a meaningful and
powerful acronym. Ultimately, build-
ing networks and knowledge is the
fundamental purpose of our industry.
Leveraging those networks and that
knowledge is where meetings and
events play a crucial role.

Indeed, innovation is possible in
a closed system. However, history
has shown that collaboration across
borders is a powerful accelerator of
innovation. Yes, people can create
things in their own labs. But, likely
many of the tools, methods, back-
ground knowledge and theories that
enabled them to discover or invent
new things came from outside their
own labs.

Doctors and scientists have been
leveraging knowledge, insights, and
revelations from the scientific com-
munity long before any of them
attended university. They continue
to leverage throughout their careers
through collaborative efforts and
participation in societies. Leveraging
communities of interest and cor-
porate sponsorship is the lifeblood
of associations. Their members, in
turn, leverage the associations for

knowledge and networks. Corpora-
tions may be charitable, but in most
instances, they sponsor association
activities because they can leverage
them for commercial gain. Universi-
ties and R&D facilities are leveraging
meetings to develop research links or
to connect to funders.

Governments are increasingly rec-
ognising that hosting meetings and
events is a powerful and high-value
strategy for fostering global trade and
intellectual engagement. Leveraging
a global helix instead of just operat-
ing in alocal one offers pathways
to new talent, investment, sector
development, exports, social and
environmental policy improvements,
improved health and public welfare ...
and the list goes on.

Yes, there are other means of
leveraging global networks and
accessing global knowledge. Still, few
would disagree with the premise that
actually getting people together is
the most powerful way to do that. But
meetings are not the industry. Meet-
ings are a platform, albeit the most
efficient one, utilised by the Link
industry.

The Link industry uses meet-
ings to leverage global communities,
bringing them together to power its
engine room. Hosting these meetings
is an opportunistic strategy for local
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communities to capitalise on that
leverage. It is essentially a way of lev-
eraging other people’s successful lev-
eraging efforts. When you think about
it, that’s a truly powerful concept.

Here is where the destination
promoters come in. Convention
bureaux and their industry partners,
including venues, PCos, hotels, and
service providers, are the supply
chain partners that enable a local
stake in the Link industry. They are
the conduit through which regional
and global Link industries connect
and are essential to the growth and
success of the Link industry.

So, when you think about it, every
player in our industry is linking and
leveraging international networks
and knowledge, which fundamentally
drives it.

The Iceberg is currently transi-
tioning from being primarily a com-
munications platform to becoming
a support mechanism for building
a global movement that has “one
message, many voices.” Developing a
simple, compelling and memorable
way to refer to our industry would
simplify that challenge enormously.
That could be the “Link industry” or
something similar.
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A Political Lack of
Imagination and Creativity
WITH REGARDS TO IMPLEMENTING STRATEGIES

IF A COUNTRY creates a strategy for

events and major sports champion-

ships, only to never actually imple-

ment it, this inverted power move

could indicate any and all of several

problems:

= Tt may demonstrate a lack of
political will or decisiveness,
indicating that there is insufficient
political support, commitment, or
determination to move into the
implementation phase, even if a
framework or strategy exists.

= Ttcould stem from insufficient
resources or funding. A common
obstacle is that while a strategy
exists on paper, difficulties in
securing national, regional, or
local government support mean
that projects remain at the plan-
ning stage. Major championships
often require government com-
mitments and guarantees to be
realised.

= Tt may signal that the strategy
was mostly about cosmetics
rather than any genuine desire
for change. Putting a strategy in
place, even with no intention of
implementing it, can be a way for
a country to appear progressive
or internationally oriented, short
term, without really being pre-
pared to take the actual steps and
make the necessary investments.

= Ttcould also indicate a lack of
cooperation between actors. Strat-
egy work emphasises the impor-
tance of collaboration among
sports, broad tourism (including
meetings and events), and politics.
Failure to implement the strategy
may indicate a lack of coordina-
tion and consensus among the
concerned actors.

= And finally, it may be a failure to
adapt to real world conditions. In
some cases, the strategy may have
been developed without sufficient
analysis of the actual prospects, or
perhaps it may not be possible to
adapt the existing plans to chang-
ing conditions or external factors.

In practice, the failed implementa-
tion leads to the country losing influ-
ence, credibility, and opportunities to
shape developments in the field. This
relegates the country to the sidelines
while other, more proactive, nations
take the lead and raise their profiles
through major events. Lofty ambi-
tions with no follow through may
also lead to disenchantment within
the event and sports sectors and all
affected business communities.
Suppose a country has some of the
world’s most prestigious prizes - such
as Sweden, which established the
Nobel Prize well over a hundred years
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ago - yet systematically fails to link
them to the fact that almost no Nobel
Prizes in history have been awarded
to laureates that has not been
involved in, or at least been a delegate
to, international conferences for
knowledge building, networking, and
research. In such a case, this might
indicate a severe lack of imagination,
creativity, and a failure to understand
how things are interconnected -
despite it being abundantly clear.

Do the most prominent event
cities around the world really have a
more advanced understanding of the
importance of conferences for the
world’s development? Or is it simply
amatter of culture and attitudes,
which should, at least in theory, be
easier to adjust? Yet, so many politi-
cians do not understand, and do not
want to learn, or cannot, dare not, or
can’t be bothered to learn. As such,
it’s not terribly surprising that we
haven’t made further progress. It is
high time for imagination about what
could be achieved to take more space
in all discussions about our collective
future - and, even more importantly,
in discussion about the future of our
children and grandchildren.

Perhaps it is time for global uni-
versity degrees in how to utilise and
apply our imagination more effec-
tively? Dare to dream.
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