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Nitesh Ramsager explores how technology has transformed the way
we work and what this means for meeting planners.
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OCUMENTS THAT WERE once typed and mailed
out were subsequently replaced when fax
machines were the standard of technology. Fax
machines paved the way for a more electronic means of
communications. Electronic mail replaced the type-written
variety and made global communication instantaneous. With
the advent of internet technologies and email, executives
nowadays are expected to be reached anywhere at any
time, enabling them to have access to many sources of
information as they become available.

REMOVING BARRIERS
The workplace has surely been impacted in a serious way in
that technology has removed all walls and barriers, leaving
the vast open space of the entire world as anyone’s office.
With the utmost of gratitude to the internet and mobile
devices, users are now able to contribute to a meeting and
create virtual teams, consisting of members from across the
world. Technology has made the world smaller but, in doing
so, has also opened a plethora of opportunities that are far
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greater than originally imagined. A CEO can now attend a meeting
in Johannesburg and, an hour later, be part of a digital meeting
with attendees from Johannesburg, China and New York – all
having full face-to-face interaction and being able to contribute
live to the material presented.
Collaboration usually happens in the boardroom with
flipcharts, donuts and lots of coffee. Today, it’s on documents
being changed and moulded by multiple users all over the world
at the same time, including new content like audio, video and
data collaboration.
This is what makes technology of the meeting room so exciting
in the 21st century. It doesn’t just make the new way to work
more productive, it makes the job more desirable. By including
an interactive display, such as a SMART Board to collaborate and
brainstorm with the team, by using Skype or Google Hangouts,
and ensuring you engage with all members of the team that
cannot be present in the room, a 21st century meeting space
is possible here and now. We live in a world that is powered by
technology – the question is how can we effectively use this to
ensure we are empowering our staff and clients?

N ORDER TO BE considered an ‘international’ convention
centre, the following three things need to happen:
First, it means recognising and addressing the standards
and expectations of groups that rotate worldwide and who
are looking for some level of consistency in terms of spaces
and services. While most events that rotate do so in response
to the distribution of their membership (or the pursuit of
potential members), their programmes generally have certain
requirements attached that are largely the same wherever
they may go. That means a centre must be able to supply
these in order to be considered, and the easiest way to do
that is to identify and observe the most relevant standards
for such events and to make the effort to identify and
understand what specific groups need.
Second, a non-domestic organisation will likely have formal
requirements that are more complex. Things like legal and
accountability requirements, contractual arrangements
and technology expectations will inevitably be a lot more
complicated with a range of international clients than purely
domestic ones and, again, a centre pursuing this business must
have the capability and flexibility to respond.
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Third, it needs to be understood that this is not simply a
centre-specific exercise. The centre itself is only one part of
the overall destination experience; an ‘international’ designated
centre also has a role to play in ensuring that partners such
as hotels, bureaus, suppliers and satellite venues are capable
of meeting the broader and potentially more diverse range of
client expectations. Without this, even the most internationally
oriented facility can fail to deliver the overall quality that will
be expected by more demanding international clients.

DELIVERING UNIQUE EXPERIENCES
In the end, it’s a balance; to be truly ‘international’ and
enjoy all the business benefits that designation implies,
a centre needs to be prepared to address the full range
of expectations that accompany such events, and to do
so in a recognisable way. At the same time, they need
to take on some responsibility for delivering the kind of
unique experience and qualities that make their destination
distinctive. AIPC offers its members a range of tools and
insights to support that kind of role – but the primary
responsibility remains with the centre itself.
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