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But, just like last year, what the UIA statistics reveal 
is the strength of secondary cities. Take Japan for 
instance: 634 meetings were held in the country 
in 2015, but only 249 in the capital city Tokyo. That 
means an outstanding 385 events took place in other 
Japanese destinations. The same goes for France and 
Paris, Germany and Berlin: it’s not only the capital cities 
that helped secure a great number of events and a 
good position in the rankings…

Last but not least is one striking highlight: the fact that, 
in a lot of cases, fewer meetings altogether seem to have 
taken place in 2015. If you look at the USA, Singapore 
or Belgium, this is intriguing actually. USA welcomed 
almost 100 fewer meetings than last year, the same for 
Singapore and a bit more for Belgium. It might be a good 
time for politicians and suppliers to appreciate the kind 
of legacy business events leave in a given destination. 
More on this very soon in Headquarters only!

UIA’S MEETINGS 
STATISTICS FOR 2015 
For the past six decades, the Union of International Associations (UIA) 
has undertaken statistical studies on the preceding year’s international 
meetings. The statistics are based on information systematically collected 
by the UIA Congress Department and selected according to strict criteria 
maintained over the years. At the time of producing these stats (May 
2016) there were 458,453 meetings in the UIA meetings database of which 
412,403 (90%) meet the criteria for inclusion. Text Rémi Dévé

Meetings taken into consideration include 
those organised and/or sponsored by the 
international organisations which appear 

in the Yearbook of International Organisations and 
in the International Congress Calendar. For the UIA, 
meetings are divided into 3 categories: meetings of 
international organisations, 3-day other international 
meetings and 2-day other international meetings.

WHAT COUNTS          
Meetings of international organisations are organised 
or sponsored by ‘international organisations’, i.e. 
international non-governmental organisations 
(INGOs) and intergovernmental organisations (IGOs) 
that are included in the UIA’s Yearbook of International 
Organisations, with at least 50 participants. 

Three-day other international meetings are not 
organised or sponsored by ‘international organisations’ 
but nonetheless of significant international character, 
with at least 40% of participants who are from 
countries other than the host country, with at least 5 
different nationalities, lasting at least 3 days, with either 
a concurrent exhibition or at least 300 participants. 
Two-day other international meetings have to be 
attended by at least 40% of participants who are from 
countries other than the host country, with at least 5 
different nationalities, lasting at least 2 days, with either 
a concurrent exhibition or at least 250 participants.

WWW.UIA.ORG

TOP INTERNATIONAL MEETING COUNTRIES IN 2015

Rank City # Meetings

1 USA 930
2 Korea Rep 891
3 Belgium 737
4 Singapore 736
5 Japan 634
6 France 590
7 Spain 480
8 Germany 472
9 Italy 385
10 Austria 383

TOP INTERNATIONAL MEETING CITIES IN 2015

Rank City # Meetings

1 Singapore 736
2 Brussels 665
3 Seoul 494
4 Paris 362
5 Vienna 308
6 Tokyo 249
7 Bangkok 242
8 Berlin 215
9 Barcelona 187
10 Geneva 172

CHANGES & CO         
If no major changes seem to have taken place in 2015, 
there seems to be something happening in Korea 
Republic, with a steady growth of meetings both in the 
country in general and in Seoul in particular. Singapore, 
with almost 120 fewer meetings than last year, has now 
dropped from the Top 3, leaving USA, Korea (for the first 
time second!) and Belgium in it. Austria either doesn’t 
fare as well as last year and is now tenth. As to France, 
it is retaining its ranking as 6th. A noticeable climber is 
Italy, making the Top 10 for the first time.

As for cities, Brussels is still strongly standing on 
the 2nd position (and first in Europe!) but with about 
120 fewer meetings than last year. Paris has retained 
its fourth place, while Seoul climbed up two places 
compared to 2015. Tokyo stands firmly on its grounds, 
at the 6th position, while Vienna has dropped two 
places, even though still in the Top 5. Berlin is now 
in the Top 10, with a strong 8th position, three places 
better than last year.

Just like last year, what the 
UIA statistics reveal is the 

strength of secondary cities

STAT I ST I C S
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 �Novel revenue streams (sponsorship opportunities, 
additional registrations post-meeting)
 �Extended content lifespan (access to a virtual 
library to watch concurrent sessions missed).

In parallel to conferences, virtual services can expand 
into exclusively online learning offerings. The benefits 
of online learning include:
 �Accommodation of individualised learning 
 �Increased access to educational material
 �Increased information dissemination amongst 
colleagues
 �Reduced costs for both the host and attendees.

Further, it allows planners to provide quality 
education at a scale beyond a traditional ballroom, 
and adds a variety of material aimed at specific 
audiences all while considering their individual skill 
levels and career needs. For example, a typical career 
cycle might include these four stages: 
 �Student
 �Exam Prep
 �Certification
 �Recertification Cycle

Individuals can be engaged at any stage of this 
process and then be encouraged towards loyalty to 
the brand moving forward.

CHALLENGES OF THE ONLINE WORLD
Clearly, there are tantalising benefits of incorporating 
virtual offerings. All that was outlined above 
might seem rather straight-forward with regard to 
implementing an online programme. However, with 
regard to e-learning, it is not as simple as posting 
recordings and handouts on the internet. Recordings 
might need to be repackaged and/or updated to 

remain current, and post-learning questionnaires 
and follow-up surveys are required to satisfy certain 
accreditation requirements. Another challenge is 
ensuring the integrity of online education. Speakers 
need training and their content needs to be vetted 
closely for its relevance and quality. 
For hybrid meetings there might be these challenges: 
 �Meeting planners might not have the technical 
capacity to attempt these new services - so either 
they will need to be trained, or outside help may 
need to be sought.
 �There is a large amount of co-ordination required 
with audio visual personnel and venue staff who 
might be unaccustomed to your goals and requests. 
 �Speakers will need coaching - they need to consider 
the impact of their talk on an online audience - 
and how their talk can both include them and 
remain relevant days and months following their 
presentation. 
 �Delegates will have high expectations for both 
the speed and ease of use of your new offerings. 
Subsequently, they require a high level of attention 
as they become accustomed to these new services. 
 �While Internet access is almost global, the quality 
of its access differs widely amongst users. At the 
same time, those users will all expect the same high 
quality of access.

NEXT STEPS TO CONSIDER FOR ADDING 
VIRTUAL COMPONENTS TO YOUR OFFERING
Communicating the value of online and hybrid events 
to stakeholders typically falls into three groups - 
clients, supporters (such as sponsors) and delegates. 
With your clients you might find yourself arguing for 
the ongoing revenue opportunities these initiatives 
provide. With sponsors, they will be eager to hear 
about the detailed statistics you will be able to provide 
as delegates engage with your digital systems. Finally 
delegates, either behind a computer or in person, will 
continue to expect more value for their registration. 
In an attempt to grow an association audience, we 
must focus on providing content that is informative, 
convenient and affordable to them. Online and hybrid 
events currently offer the best means to accomplish 
those three promises while providing an individually 
tailored experience to your attendees. 

CASE STUDY  
THE GOLD ONLINE 
LACTATION
CONFERENCE

The GOLD Online Lactation Conference is en-
tering its 11th Annual Conference and for all of 
its existence has been an online Conference. 
Since its inception, it has grown to become the 
largest Breastfeeding Conference in the world, 
reaching 2,800 delegates representing 65+ 
countries. In recent years, GOLD has replicated 
this successful online conference model by cre-
ating two more completely virtual conferences: 
Midwifery and Perinatal. 

Success factors of the GOLD Online Conference 
Model includes its integration of technologies 
in the back end, which make it seamless and 
easy for its online delegates. Throughout the 
years, it has leveraged social media as a means 
of further connecting its online audience. Many 
delegates are repeat attendees and, much of 
the time, word of the conference spreads by  
mouth - perhaps ironic given its online context, 
but definitely an indicator that the online is in-
creasingly as real and valued as an in-person 
conference. GOLD has also expanded its offer-
ings into an online library, which is a collection 
of its past conferences and other webinars.

More information: www.goldlearning.com.

Rather than considering online and hybrid solutions 
as frivolous or risky, suppliers and associations are 

now viewing them as an integral part of their events


