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E-learning statistics 
show growth!
In past years, association executives 
expressed concerns about cannibalising 
meeting attendance if they put meeting 
content online. Quite the opposite has 
occurred, according to implementers. Early 
adopters have discovered that live audi-
ences have remained steady. These associa-
tions have also built whole new audiences 
that are often willing to pay for online 
access.

Many position their online meeting librar-
ies as part of their e-learning programmes. 
Upwards of 75% of associations now offer 
some sort of e-learning programmes 
through their websites, with many more 
planning to offer them within the next year.

These programmes provide professional 
development opportunities for members, who 
often have exclusive or lower-priced access 
to them than non-members. About a third of 
associations charge for all of their e-learning 
offerings, while about half charge for some.

Best practices and  
getting started
Association executives are finding that the 
initial investment to create an online library 
increases overall returns to the organisation 
through:
·	 new memberships
·	 better retention of existing members
·	 creating new revenue streams through 

virtual proceedings and extended 
sponsorships

·	 extending the reach of the brand.

Groups eager to begin often don’t know 
where to start. We generally advise them 
to begin with one or two pieces of the total 
solution, such as recording the conference 
sessions or digitising abstracts and posters. 
This is an easy way to increase audience 
and leverage content far beyond the meet-
ing itself.

For more information contact Phil Forte  
(pforte@blueskybroadcast.com) at Blue Sky 
International (BSI). BSI provides technology 
solutions for online content management and 
education portals to offer the worldwide association 
community a fully integrated digital education 
service, and is a strategic partner of MCI  
(www.mci-group.com).

In the meetings industry around associa-
tions responsible executives have had to 
redefine and reorganise their activities 
because of budget restrictions and competi-
tion. Potential delegates have similarly had 
to minimize their conference attendance 
on the basis of budget, time and regulatory 
restrictions. It is a trend well documented. 
The result of this trend is that the active 
organisations - both commercial and not-for-
profit - are trimming down the edges of our 
market place, and necessarily have started to 
look for better delivery and reception of con-
tent. However, sometimes it just feels as if we 
are re-inventing the wheel, when it comes 
to addressing topics on how to capture the 
attention of meeting attendees. 

First of all, there is the overflow of informa-
tion in sound bites, nowadays continu-
ously delivered to all of us desk tigers in 
electronic format. The volume of informa-
tion available freely through internet and 
other media sources to potential meeting 
delegates is beyond boundaries and often 
beyond control. Wanted or unwanted, the 
bits and pieces of information reach all of 
us through our various electronic portals 
and it is significantly affecting our ways to 

process content properly. Even more dif-
ficult is to judge the quality of this content 
and its usefulness for the recipient. As a 
result the attention span of an average 
meeting attendee seems to reach its limits 
much faster. Without access to platforms 
that offer sorted and selected information, 
prepared and served in the right order at 
the right time, our delegates are as lost as 
we all are in the content jungle. 

Attention, please!
Why is there such a need to focus on 
delivering content value in meetings 
nowadays? Content is king, or so we 
are told through many articles and 
discussions within our beloved meetings 
industry. Of course it is! I would argue it 
always has been, but times change and 
so do business environments. Rather 
than the content itself, and the increasing 
variety of delivery tools, we should 
consider the factors enhancing attention 
and reception. 
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This brings us to the actual value of the 
content delivered. There is a clear distinc-
tion between all of those who act in order 
to facilitate the exchange of knowledge, 
and those who actually have and share the 
knowledge. The latter can only determine the 
real value of content. Thus, those of us who 
operate as facilitators and service providers 
should be focusing on the delivery of content 
and seek appropriate advice on the value 
of it. Especially in meetings with scientific, 
academic or very specific content the peer-to-
peer communication requires a good under-
standing, in order to be efficiently facilitated. 
The experience of committees and faculty of 
associations in these areas, who are responsi-
ble for creating the meeting’s content, mostly 
guarantees the received value, either in a 
positive or a negative way.

In other words, if the content of any meet-
ing proposal has value at all, as perceived by 
a majority of potential attendees, there is a 
reason to meet. In whichever way, shape or 
format possible, peers will seek each other 
to exchange information that is vital to their 
work. It is this premise that allows commer-
cial service providers to connect with such 
groups and develop a relationship, turning 
a contact into a client. Subsequently, in the 
world of business meetings and events there 
is a continuous need to evaluate and inno-
vate the needs of these clients. 

Professional Congress Organizers (PCOs) 
consider it one of their tasks - and preroga-
tives - to consult their clients on how to 
leverage the available content. Having 
made a profession out of organising con-
gresses - the much discussed ‘P’ in PCO -  
the true pioneers within our industry were 
of course as much focused on leveraging 
content, as the PCOs of today. And the 
evolution of the role of a PCO - serving as 
a local, core or in-house provider - has not 
changed this either. The circumstances were 
different, but the need to capture the audi-
ence’s attention was and remains the same. 

Now we are facing a time in which tech-
nological developments are fast and 
furious, leaving little opportunity for effec-
tive implementation in meeting formats. 
Moreover, the social adaptation to available 
tools has proven to be difficult at best. How 
often do we ask ourselves: “to ‘tweet’ or not 
to ‘tweet’?” The availability of excellent tools 
has not only created attractive opportuni-
ties to communicate, but also laid bare the 
limitations of the human mind to focus. For 
example, we may still be trying to deliver 
the best application for mobile devices in 
order to let our delegates get engaged, but 

to get their real attention has become a 
more important issue. 

In order to achieve the attention of the del-
egate before, during and after the meeting, 
one needs to apply a specific diversification of 
the available tools and the messages, appro-
priate to the audience. It is nice to develop an 
application that allows delegates to search 
for restaurants around the conference centre, 
but resources may be limited and the audi-
ence might rather have a functional reference 
tool for scientific content. For educational 
purposes, the online meeting library is a great 

tool, increasing the usage of content, as well 
as offering the content provider with a source 
of revenue. In time this tool might completely 
replace the library of hard copies and as such 
the change is merely in terms of shape.

The real challenge the PCOs will face is to 
manage the diversification of approach 
and application, with so many tools and so 
much content available to reach an audience 
with a growing attention deficit. For now, 
associations and their suppliers should cer-
tainly consider the advantages of leveraging 
the content via the social media and other 
online applications. Within the parameters 
of cost-effectiveness and user-friendliness 
there are many ways to serve all associations, 
great and small. But to capture and retain 
the actual attention of their delegates, and 
providing them with valuable content on 
both short and long term, requires a devel-
opment of our minds, rather than of tools.

This article was provided by the International 
Association of Professional Congress Organisers, 
author Michel Neijmann, Managing Partner, K2 
Conference and Event management Co., Istanbul, 
Turkey. IAPCO represents today 115 professional 
organisers, meeting planners and managers of 
international and national congresses, conventions 
and special events from 42 countries.  
info@iacpo.org / www.iapco.org
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