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30.0 OBJECTIVES

After reading thisUnit, you will be ableto:

know in detail about the businesstraveller,
definedifferent typesd Conventions,

understand what is meant by Convention Business,
i)roﬁlc Convention customers, and

learn about the marketingdf Conventions.

30.1 INTRODUCTION

People who travel in relation to their work come under the category o business tourism.
However, such travel for business purposes is also linked with tourist activity like visiting
placesdf tourist attractionat thedestination,s ghtseeing and excursiontrips. Businesstravel
isalso related to what is termed today as Convention business, which is a rapidly growing
industry in hospitality and tourism. In this Unit, we have attempted to familiarise you with
the different aspects of Convention business and the dependence o this business on the
tourismindustry. TheUnit startswith a discussionon thebusinesstraveller and familiarises
you with certain conceptual definitionsrel ated to the Convention/Meeting Industry. It goes
on to identify the Convention Customersalongwith the natured their demandsin choosing
Convention Destinations. Lastly, the Unit dealswith Convention Marketing. Certain other
aspectsrelated to the planning and management o Conventionshavebeen dealt within the
subsequent Unitsof th's Block.

30.2 THE BUSINESS TRAVELLER

Travel for busi nesspurposes has been there since ancient timesand assuch it can be termed
asoned theearliest formsof tourism However, thenatureof businesstravel in modem times
isvery different thanit used to be earier. Today, the travel timeis considerably short and
even the purposedf businesstravel isvery different. From the norma place of employment,
abusinesstravdler travelsfor ashort duration for avariety d purposes. He or she may be
going to attend a mesting or a convention, participatein atradefair or an exhibition, gofor
business negotiations, travel for conducting market research or a promotion campaign etc.
Similarly, personsworkingin marketing or salesdepartmentsaretravelling most of thetime
to carry out their jobs. Hence, in such cases, businesstravel isa job requirement. The needs
and-wants 0f a businesstraveller are also different from that of a tourist undertaking a
journey for leisure. For example, a business traveller nay require instant reservations,
secretarial assistance and facilities like Computers, E-mail, Fax, Telephone, etc. Certain
other characteristicsd the businesstraveller can be described asfollows :
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e Thedemandd businesstravel ismodtly city- oriented. Businesstravellersfrequent cities
which are often not tourist attractions. For exampleJullandhar in Punjab and Meerut in
Uttar Pradesh are not on the touristic map. However, those business persons who are
interested in dealing in sportsgoodslike hockey sticksor cricket batswould be visiting
thesecitiesin connectionwith their business.

¢ Thejourneyisundertakenhy the businesstravellers irrespectived weather or climatic
conditionsas and when required for doing work by their organisations. Hence, it isless
seasonal. However, theduration o thetripisnot long.

® Whereas leisure tourism is influenced by economic conditions, businesstravel is not
affected by recession. At times, it may increase because the industry during this period
would liketo attract as many number o customersor searchfor new markets.

e Business travellers are frequent travellers. Their demands are price-inglastic. For
example, lower or higher pricesaof the product will not generally effect the market asthey
haveto travel in any casefor conducting their business.

e Inreationtoair travel thebusinesstravel timingsaregenerallyearly morningor evenings.
Most o the businesstrave isin higher classand the businesstravellersdemand special
statustreatment in terms o services.

Rob Davidsonin his book BusinessTravd has pointed out certainimportant distinctions
between business tourismand | el suretourism (see thefollowing Table).

Table

Lei sure tourism

Business tourism

but ..

Who pays? Thetourist Thetraveller's Self-employed business
employer or association | travellersarepayingfor
their own trips
Who decideson the Thetourist The organiser of the Organisers will often
destination? meeting/incentive trip/ taken into account

conference/exhibition

delegates’ wishes

When dotripstake
place?

During classic holiday
veriodsand at weekends

All year round, Monday
to Friday

July and August are .
avoided for major events

Lead time? (period of
time between booking

Holidaysusually
booked a few monthsin

Some businesstrips
must be made at very

Major conferencesare
booked many ysars in

and goingon thetrip) advance; short breaks, a | short notice advance
few days
Who travels? Anyonewith the Those whose work Not all busihess trips '
necessary spare time requiresthem to travel, involvemanagerson
and money or membersof white-collar duties
associations
- What kindsof All kinds: Coastal, city, | Largelycentred on Incentive destinations
destination are used? mountain and citiesinindustrialised are much thesame as
. countryside |ocations countries | for up-market holidays

Source: Rob Davidson, Business Travel, London, 1994.

Inspite of these distinctions,Davidsonisdf theopinionthat" businesstourism,in particular,
can involvea substantial leisuredement" and" distinguishingbusinesstraveller sfrom those
travellingfor leisure purposesisfar from easy”. For example, even for businesstravellers,
sightseeing, entertainment, socialising, accommaodation, transport, etc. are necessary
components. Many atimesthe businesstraveller al so hasaccompanying personswho may be
wivesor husbandsor other family members. |n such cases, thebusinesstraveller may bebusy
with the work, whereas the accompanying personswill be involvedin touristic activities. In
some cases, businesstravel lersextend their stay at the destination beyond their work, to get
afed o thedegtinationasatourigt.

Today, mogt d the destinationspromotetheir facilities, attractionsand servicesto business
travellers because of the advantages that business tourism brings to a destination. Y ou are
aready aware of the advantages o leisure tourismfor adestination (see Unit 33d TS1).
However, let ushave a brief look at the advantagesd business tourism:

i)y Weall know that tourism isseasonal in nature. However, businesstourismisan ongoing
activity throughout the year. For example, the summer months are alean tourist season



inIndiabut becaused changesineconomicpoliciesand growingindustrial devel opment,
many businesstravellersfrom foreign countriescometo I ndiaeven duringthese months
inrelationwith theirwork. Y ou canimaginetheimpactt hi s hasonthehospitality industry
in termsdf business. In many cases, the principal supplierslikehotds, airlines, etc. offer
discounts during offseason and this acts as an incentive to certain organisations for
holding their meetings or conferences during this period. For example, summer and
monsoon months are a lean period for the tourism industry in Goa. But, many
organisationshavestarted holdingtheir meetingsor conventionsetc. inGoaduringthese
months.

i) The socio-economic profile of business travellersis often of the upper or middlie
management ranks. Davidson has mentioned that "businesstourism isreatively high
cost and thereforeishigh yidding'. Thisbringsmore benefitsto the destination.

iii) A businesstraveller maybevisitingadestination alonefor thefirst time because of work.
But, the attractionsd the destination may influence himar her to makearepeat visitfor
a holiday either alone or alongwith family and friends. Similarly, if the, quality of
conventionfacilitiesisgood, he or she may also praiseit to othersand hence becomea
promoter d the destination. Remember, that businesstravellers are influential people
and their opinionsabout the destinationswill be highly regarded by those who have not
vidgted the destination earlier. Many companies provide incentive travel to their
employeesand agood image of the destination in the mindsd top managers can aso
influence the management in determining the destination of incentive travel for the
employess.

It isbecause of these reasonsthat today thereisintense competitionamong the destinations
for having business travellers, hosting conventions or conferences, organising trade fairs,
exhibitionsor special events etc. No doubt, thi s depends on the infrastructure, availability
and government policies.

LT

303 SOME DEFINITIONS

As mentioned earlier a business traveller travels because of different business reasons.
Generdly, attending conventions, meetings, workshops etc. are some o the reasons for
businesstravel. Hence, we must have clear definitionsabout such eventsthough'in relation
to tourism business, they all come under the umbrella of mestings industry, convention
industry or conventions, expositionsand meetingsindustry (CEMI). According to Davidson
"for the purposes of the businesstourism industry, a megtingisan organised event which
brings peopletogether to discusss a topic of shared interest. The purpose dof the meeting
may becommer cial or nen-commercial; the meetingmay beattended by half a dozen people
or by many hundreds; it may last a few hours or a week. But the essential characteristic
which makes a meeting qualify as part of the businesstourism market is that it engages
somedf the servicesdf thetourismindustry, and thisusuallymeansbel ng held away from
the premisesof thecompany or erganisation runningit”.

Let usexplain thishy an example. If a company which holdsa mesting in itsown premises,
drawinguponitsown resourcesfor transportationof people, usesitsown canteen for teaand
lunchetc., suchameetingwill not beapart o bus nesstourism. However,if thesamecompany
holdsthe meetinginahotel, usngthe hotdl'sinfrastructure, servicesandfacilities, it becomes
apart o businesstourism because the company has drawn upon theservicesdf the tourism
industry. Thedemandsmadeon the tourismindustry vary widdy and thiswewill be dealing
with, in detail separately.

Let us, for the purposes o clarity, give you some definitions regarding different types of
meetings.

1) Assembly: Whenalarge number o peopleor representativegroupsgather together for
deliberationson a particular subject or agenda, it istermed asan Assembly.

2) Codloquium : Thisis a meeting where area speciadists deliver addresseson specified
topicsand answer queries.

3) Conference: A meetingd peoplefor discussng formally mattersof common concern,
is termed as a Conference. These are primarily concerned with planning; solving

Convention Industry
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management problems or obtaining information. They are generally confined to the
members or representativesd the same profession, organisation or association. They
areamed at encouraging collective participation for achieving the stated objectives of
the organisation. The numbersinvolved may rangefrom 30 to 200 delegates.

Congress: These are usudly general sessons of delegates belonging to a particular !

organisation Or a body engaged in specid studies. It is dso an expression for afull
mgmbership mestingdf an organisation and the numbersattendi ngaFr)e usudly large.

Convention : Thisisan assembly of people meeting for a common purposeto formaly
discussthe palicies. Generdly, thistermis ussd for annud political party members,
medtings, etc.

Condave: Thisisaprivatemestingor asecret assembly generally hdd among political
heads of different countriesor among headsd different businesshousesto discussand
negotiateissues of common concern.

Meeting : The coming together of persons or an assambly for a common purpose to
discuss and/or decide on issuesis termed as ameeting.

Seminar : Short intensive coursed study or meetingof asmal group for discussion and
research.

10) Summit : A meetingd topmost officdsistermed as asummit.

11) Symposum : A forma meeting at which many specidistisddiver brief addresseson a

pre- decided or given topicis known as asymposum.

12) Workshop : A seminar, discussongroup or the like, where exchange d ideas and the

demonstrationor application d techniques, skills etc. takes place.

13) Exhibition : Presentationsdf productsor services to an invited audienceor publicwith

theam d inducingasdeor informingthe vigtor. They are aso known astrade shows
or tradefairs asthe situation 2y be. In relation to tourismindustry, exhibitionsare
used for demonstrations, displays or product promotion and they are vitd for touriam
industry because various groeps of people (sdlers, exhibitors, buyers, ete.) undertake
trave to seethem.

All types of above mentioned meetings can be local, regional, national, contimental or
international.

We havegiven you thesegenera definitionsbut from the point of view d busnesstourism
or asmentioned by Denney G. Rutherford™ to moreaccur ately definea modern mesting or
a convention, we must al so pay attentiontothefact that such assembliesmay often:

occur at specific placescdled facilities,

involvefood and beverageservice,

providefor specialised technical support such as audio-visua equi pment,
requiretransportation,

invalve exhibitiond products, and

require convention or mesting del egate entertainment.

Bes des meetingsthe above aspectsared so relevant in the case of trade shows, tradefairss,
exhibitions and displays which in certain cases are held ssimultaneoudy alongwith the
different types of meeting/gatherings mentioned above.

Check Your Progress-1

1)

How would you define abusinesstraveller?

...................................................



2) What aretheadvantages o businesstravellersfor destinations?

.................................................

................................................

3 Definethefallowing:

a) A meetingfromthe point of view of businesstourismindustry.

..................................................
..................................................
..................................................

..................................................

D T T T S T T T T T T T S R S S
..................................................
..................................................

..................................................

..................................................
..................................................
..................................................

..................................................

304 THE CONVENTION BUSINESS

Thereareanumber of playersin the convention business. Ontheone hand arethe customers
or the consumersand on the other hand are the principlesupplierslikehotels, transporters
etc. Besides,there are special tour operators who package convention tours,travel agencies
which handle conventiontravel and there are professional meeting planner sor convention
consultants who offer their services to convention customersfor afee. We will be dealing
with the customersin a separate Section. I n thisSectionwe will briefly mention the role of
thesuppliersin the convention business.

Convention Industry
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Hotes: Any meetingor conventionwhich has partici pantsfrom outsidethe hogt city will
depend on the hotel and lodging industry for accommodation and food. However,the

roled hotel andlodgingindustry hasassumedwider dimensionsinthecontextof modem
convention business. Hotels have become mgor providersaf convention facilitieslike
convention and meeting halls, secretarial services, audio-visud facilities, mog modern
communication sysems, etc. Many hotels are increasingly including convention
requirementsin their product design. T S isbecausethe convention requirementshave
a bearing on their various departments and operations. For examplethe Food &
Beverage department will have to cater to the large number of convention delegates
besidestaking care d such sarvicesin the restaurantsand room sarvice. Similarly,the
operationsat thefront office haveto be geared accordingly.

If thereis a large convention being organised in a city,not one but many hotels get
'busi ness, though thevenuefor the convention may bethehall o onehotel, This isbecause
delegateshave to be provided accommodation. Hosting conventionsis big businessfor
hotelsand even in smdl towns such fecilitiesare being provided by non-star category
hotelsfor holding meetings or seminarsetc.

Transporters: Convention transportation hasemergedin itsdf asaspecialised area of
operations. Many leading airlines have separate executives or even departmentswhich
specialise in handling the convention market. Complimentary tickets to convention
plannersor to the VIPs have becomea part o their marketing strategies. Practicaly al
arlinesoffer businessclasstravel and havefrequentflier's programmesfor the business
travellers. They also offer their planes as specia charter flights for business and
conventiondelegates.

Thelocd tourist transport operatorsat the convention destination play a mgor role
forlocal transportation o del egateseither tothevenueor forexcursions,sightseeing and
entertainment. Different types d vehides are used for ground transportation in this
regard.

Even in the case o rail transport, meeting facilities are being offered. Recently, the
Gujarat Tourism Department hasintroduced mesting facilities on their tourist train —
the Rayal Orient with facilitieslikeameetingcoachwhich can accommodatel9 persons.
Infact, the Indian Associationof Tour Operators (IATO) hed been demandingsuch a
facility in order to package business trave tourscombined with leisure.

Convention Centres: At many destinationsconvention centres have been constructed
asvenuesfor hostingconventions. Since the constructioncostsare high,these havebeen
mogtly built by governmentsor big businessorganisations. Many educationa ingtitutions
dsooffer their buildingsfor hosting conventionson a commercia basis,

As per thevariaionsin thet ype of conventionsand meetings, therearedso differences
regardingconvention centres. Whereasconvention centresare constructed to take care
d largeconventions, aconfer encecentrediffersin termsof szeandfacilitiesasit caters
toasmaller number o delegates. Similarly,facilitiesareprovidedfor smal sizemeetings,
seminars, training programmesand workshops a so.

While planninga convention/conference centre, locationisaprimeconsideration for its
success. Generdly, theseshould belocated in areaswhich have easy accessto airports.
Peter Murphy inhisbook Tourism -A Community Approach hassuggestedthefollowing
five cond derationsregarding thelocation of a convention centre:

i) Sitesizeiscritical sincespacevayingfrom haf toafull city block, isneededto
house the main building, plus possiblesupport buildingsalongwith ddivery and
sarvice areas, parking, and entrances (which iswhy airport locations are often
favoured because theland isavailableat a reasonableprice).

ii) 'Theste should be central and accessibleto quality accommodation and mgor
inter-city transportation termina sfor domesticde egates.

iiif) Thesteshould be close to mgor shopping and entertainment districts (whichis
why downtown convention centres are not uncommon) or regiona shopping
centres.



iv) Penty d parking iS necee_saywithin th(_a centre, or close by, again because many
domesticdel egateswill drivethere, andinternationa del egates, aswel asdomes-
ticair arrivals, will often rent carsa theairport.

V) Proximity to recrestion facilitiesand attractivesurroundings isimportant.

Mary convention centresalso market their facilitiesfor trade shows fairsor
exhibitions.

4) Tour Operatorsand Travd Agencies: You are awvare that the tour operators package
pecid toursas per the requirementsd the customers. Besides packagingleisuretours,
they have dso started catering to the demands o the convention/meeting customers.
These packagestakeinto account the customers needsint hi s areaand accordingly they
arrange for convention facilities, accommodation, transportation, entertainment etc.
Thistrend hasstarted growing in Indiaadso. We have earlier talked about the efforts of
theairlinesto cater to the convention clientsand at the same time, travel agenciesare
adso coming forward to meet the transportati on, bookings, ete. Such travel agencies not
only book ticketsbut also handle cargo, travel documentationand liaison.

5) Tourism Departments: Conventions and conferences d ith the business traveller
bring certain advantagesto adestinationand we haved ready listed someof theseearlier.
Sincethe primetask d the Nationa Tourist Organisationisto promotetheir country as
adedtination, the Tourism Departments (Nationd aswdl asStatelevd) play amgor
rolein promoting convention destinationsoversess.

6) Exhibition Organisers : Generdly, a convention or a conference is ao linked with
displays, trade shows or exhibitions. In most o the cases, the conference/convention
organisers NOW Seek the services df professionasinthi s area.

7) Sponsors : In many cases, busness organisations, as a part o their marketing and
promotiona activities soonsor certain activities, during the conference/conventions.
Theseinclude sponsoringadinner, alunch, cocktail sor sightseeingtoursetc.

Beddesthese mgor players and suppliersin the conference/convention business, thereisa
hidden chain of suppliersaddingto or supportingtheeffortsd the principa suppliers. Like
the multiplier effect of tourism on economy, the businesstrave or convention tourism dso
has amultiplier effectas one chain leadsto another

305 CONVENTION CUSTOMERS

Generdly, you are aware that meetings, conferences, conventionsareattended or organised
by different typesd people. But asa tourism professond, thisgenerd informationisd no
help. Theway we pr ofilethetouristsor look at the characteristics of the tourism-generating
mar kets, we also have to profile the convention customersand the char acteritics of the
conventionmar kets. At thesametime, it isessentid to understandthefactorswhicharetaken
into account for decision naki ng regarding the sdlection of the convention venue by the
convention organisers.

30.5.1 Typesof Customers

Themarket for the conventionindustry can be categorised i nto two segments:
1) TheCorporate Sector

2) Professional and Voluntary Associations

1) TheCorporate Sector

It condstsd companies, businesshousesor business organisations which hold meetings
for avariety of purposes. Some of these purposesare:
a todiscusssaesand marketingstrategies,

a 'launchingd new products,
a trainingworkshopsfor employees and -
a tocarry out promotion campaigns, etc.

Convention Industry .
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Convention Promotion In Europe and America, many researches have been conducted to study the corporate
and Management meeting market. W. Ken McClearly has identified certain characteristics of the corporate
meetings market, which are different from the association market.

1) The majority of corporate meetings involve less than 50 persons, thus smaller
lodging operators can capture a portion of this market. -

2) Because corporate meetings are smaller, lodging facilities can take several groups
simultaneously and may use small meetings to fill in around larger conventions.

3) Corporate groups tend to meet more frequently, are not tied to a north-south-
east-west geographic pattern as are many associations, and tend to spread their
meetings throughout the year. This allows the lodging operator to use the cor-
porate market to fill shoulder periods (off-season periods).

4) Corporate meetings are gelierally better spenders, require fewer price conces-
sions, and tend to utilize the other profit centres of the hotels, including the
restaurants, lounges, and recreation areas.

Today, most of the corporate sector organisations are introducing the job of a
meeting planner in their organisations. The duties of a meeting planner include
planning and detailing the requirements of meetings of various types and sizes.
The convention suppliers deal with the meeting planner in an organisation to
market their facilities because it is the meeting planner only who negotiates on
behalf of the corporate organisation for meeting facilities, establishes meeting
designs and standards; prepares the budget for the meeting and takes decisions
on behalf of the organisation for selecting meeting venues and facilities.

We will deal with certain other aspects related to the profiling of convention
customers etc. in the Section on Convention Marketing.

2) Professional and Voluntary Associations

All types of associations where people have grouped themselves because of common
interests activities or purpose have to meet at different intervals of time. Such meetings
could be general body meetings consisting of all members or executive committee or
sub-committee meetings. Under the associations, we put both the categories i.e.
professional associations as well as voluntary associations. Under the professional
category, the members are those who join these associations because of the nature of
their jobs. For example, doctors becoming members of the Indian Medical Association
or historians becoming members of the Indian History Congress. Voluntary associations
have a large gambit of human life which covers an entire range that is outside the working
life of the people. Associations differ in size, geographical spread and objectives. You
may have an association of something at the local level, there may be a regional or state
level association, a national level association or an association having international
membership. In many cases, national and international associations have their regional
branches or regional chapters. In such cases, the meetings are not confined only at the
national or international level but these other branches and chapters also have their
meetings. Whereas the international level associations contribute to international travel,
the national or regional level associations contribute to domestic travel. Initially such
associations used to depend on their own resources for meeting purposes but now more
and more of them are seeking the help of professional convention organisers for their
meetings. ' :

In the fast changing world today, however, we can not confine the convention customers to

the above two categories only, as many educational institutions, public sector undertakings
and government departments are also using the services of the convention suppliers. At the
local levels say even a small city or town, you can always look for meeting customers like the
local level medical association, chamber of commerce, etc. Here you must also remembes
that the delegates coming to attend the meetings or conventions are of different types anc

the profiles of delegates will vary according to the concerned associations. For example, ¢
convention of civil engineers will have delegates from that specialised area only or the medica
association convention will have doctors as delegates. At the same time, there are convention:
with a cross section of people like a convention on rural development may have economists
sociologists and scientists etc. The nature of participants also vary as per the decisions taken °

by the organisation in terms of financial aspects. For example a.convention may be held by
12 public funds where all the expenditure is borne by the organisers. In another convention the
" delegates might have to pay from their own pocket for participation or in some cases the




organisation to which they belong would take care of their expenses for attending the
meeting or convention. This kind of segmentation is useful for the suppliers of convention
industry to understand the participants better.

30.5.2 Choosing a Destination

We have already mentioned the job of meeting planners and a crucial part of their job is to
decide or select a venue (destination) for the meeting or convention. In those organisations
where there is no person holding the job of a meeting planner, such decisions are taken by
the executive heads or a manager asked by the management to carry out such functions. From
the point of view of conventional suppliers, it is very essential to know the aspects which a
meeting planner takes into consideration to decide on a venue. This, of course, varies from
organisation to organisation as per their requirement and budget but certain characteristics
are common to all alike:

1) Accessnblhty and Transportation : This takes into account the accessibility of the venue
and the type of transportatlon available. The venue should be well connected in terms of
travel modes be it air travel or ground service transport. For example, the UK
Conference Market Survey conducted in 1990, revealed that the top three criteria for
organisers for venue selection are, being;

e close to a motorway,
e within one hour of a major city, and

e within one hour of a major airport.

2) Accommodation and Food : The venue should be able to accommodate not only the .

delegates but also take care of the food requirements. However, these aspects are now
considered standard and the meeting planners are paying more attention to conference
facilities.

3) - Conference Facilities : Leo Renaghan and Michael Z. Kay conducted a survey on what
meeting planners want in 1987. Some of the conclusions drawn out from this survey are
as follows:

o Meeting rooms that have the greatest ratio of space to people offer a competmve
edge,

@ Break-ont rooms should be located close to the main meeting room whenever

possible,

e Standard audio-visual equipment is preferable because meeting planners do not
trust facility employees to operate comphcated alternatives, and they are not
willing to risk something going wrong,

e Inside the meeting rooms it is crucial that control of the climate and lighting be in
the hands of the group instead of the staff,

® Price is not nearly as important as might be expected. Planners are willing to pay
more to get quality, which ultimately translates into a successful meeting.

Besides these, the availability of communication links like - E-mail, Fax, Telephone, etc. also
affect the venue choice. The atmosphere and environment also have a bearing and the
organisers have their choices in this regard. For example, one corporate organisation may
like to bave a meeting at a beach resort and another in a metropolitan city. With growing
threat to peace, security considerations are also affecting the venue choices. This is more so
the case in relation to international and national conferences or where VIPs are invited to
attend the meeting. Other variables that affect the venue selection decision include the level
of the quality of the service of hotels, res.aurants and conventioh centres and in many cases
price levels. Price may not be such an important consideration in the case of the corporate
sector but in the case of voluntary associations and government departments, it certainly
influences the venue choice. Certain customers also take into account the facilities available
for exhibitions, industrial shows or trade shows while selecting a venue. However, such
considerations are organisation-specific. )

Meeting Planners, Convention Consultants or Professional Event Organisers (PEOs)
advise the tustomers in the selection of venues taking into account the customer needs.

Y
3
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Check Your Progress-2

1) What role do hotels play in convention business?

..................................................
..................................................
..................................................
..................................................

...................................................

...................................................
..................................................
...................................................
..................................................

...................................................

3) What aspects are taken into account while deciding the venue of a convention?

..................................................
I T T T T P T T T T T T T T T
..................................................
..................................................

..................................................

30.6 CONVENTION MARKETING

Like any other service product, the convention suppliers have to adopt a sound marketing

_policy. This includes all the elements of marketing starting from marketing research, profiling -

of customers, product design, pricing strategies, promotions, advertisements and hard selling,
alongwith establishing linkages with the suppliers of different services. McClearly has
mentioned the following characteristics of marketing in meeting services :

1) Meeting services are purchased with an element of uncertainty since the benefits are not
guaranteed owing to the intangibility aspect,

2) There is no transfer of ownership as with products,

3) Meeting services are produced and consumed simultaneously,
4) Uniforfn performance standards are difficult to attain, and

S) Alow price.

One must take into account the followmg aspects while dccxdmg on the marketing strategy
for the convention market:

N
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Hotel Kalinga Ashok, Bhubaneswar

P
CONFERENCE
FOR

300

Kovalam Ashok Beach Resort, Kovalam

A
CONVENTION
FOR

% 2000

f In India only the Ashok Group can handle them dll. .

33 hotels across 26 locations in India. Offering a multiple choice 9 Group
e of conference and convention venues. 3

ELITE
: For information and reservations contact: Vice President (Marketing and Hotel Sales), India Tourism HOTELS
Development Corporation, 3rd floor, Jeevan Vihar, Parliament Street, New Delhi 110001, India. -~ Web site: )
f Tel: 3735557, 3324422 Extn: 1d54, 1856 Fax: 91-11-3343167 or Regional sales-offices: Bombay: Tel: 2026481 'http: 7 /Www.indiatourisnfll.com
’ - ‘Fax-91-222026022 Calcutta: Tel: 2420901 Fax: 91-33-2420922 Madras: Tel?8257214 Fax: 91-44-8272186 http:/ /vww.indianhotels.com

Bangalore: Tel: 2269462, 2250202 Fax: 91-80-2250033. OR

Ashok Hotel, New Delhi: Tel: 6110101, Fax: 91-11-6873216 Hotel Samrat, New Dellu Tel: 603030, Fax: 91-11-6887047 Hotel Ashok, Bangalore:
Tel: 2269462 Fax:91-80-2250033 Kovalam Ashok Beach Resort: Tel: 480101, Fax: 91-471-481522 Lalitha Mahal Palace Hotel, Mysore: Tel: 27650
Fax: 91-821-33398 Hotel Airport Ashok, Calcutta: Tel: 5119111 Fax: 91-33-5119137 OR

Amadeus Marketing S.A. Madrid, Spain through IHRES : ' ‘ : Magdhyam/npc/naguvss

| Convention Advertisement ln.Prinl Media 5 C
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The convention customers should be carefully identified and simultaneously grouped
together in terms of their requirements. For example, hosting of international
conventions or meetings can be grouped as one category while dealing with big business
houses will be another category. Similarly, a groupmg should also be made in terms of
professional organisations or voluntary organisations because the demands of each
organisation vary as per their requirements. Yet, some common features can be identified
as a basis to move further. The demands of the customers need to be translated into

products through proper product planning and product design.

The. supphér should maintain a comprehensive data base of the customers and

A orgamsers Such data base may include the number of meetings such organisations have

in a year, the types of meetings and the various requirements etc. This data base willbe
useful for market segmentation and analysing market opportunities.

The way fam trips are conducted for tourism promotion, similar fam trips should be
organised for promotmg conference destinations and facilities.

The conference orgamsers use print as well as electronic media for advertisement and
selling purposes. At the same time, conference suppliers are displaying their products in
the travel and tourism markets also, like ITB Berlin, WTM London or the PATA Travel
Marts, etc.

The convention suppliers should establish necessary networks and linkages for making
their products available to the customers: This means strengthening the marketing and
public relation efforts.

It is necessary not only to be aware of the current trends in the market but also have an
eye on the future trends. For example, the convention market is getting more and more
segmented from the point of view of size, purpose, delegate profile, etc. and the number
of organisations and associations is also going up. Similarly, the customers will be
demanding more and more technological facilities. In case of corporate sector customers,
the lead time may continue to shrink and there may be more demand for exhibitions and
displays. Competition also is going to increase in the future and the suppliers will have
to constantly upgrade their products in. terms of service and facilities alongwith value
addition. For example, the pumber of women delegates is going to increase and the
suppliers can provide certain specml services as per their requirements.

The suppliers should be very cautious in detailing their staff for convention/conference
purposes. The staff should be properly trained for the responsibilities to be performed
and must have an idea about the linkages with different departments.-

The suppliers should establish linkages with International Congress Convention
Association (ICCA).

Check Your Progress-3

How would you segrient the convention market?

..................................................

...................................................
..................................................

..................................................



30.7 LET US SUM UP

This Unit familiarised you with the characteristicsd the busnesstraveller and introduced
to you the various playersin the convention/meeting industry business. Besides giving you
certaindefinitions rel ated tothe meetingindustry, theUnit al sofamiliarised youwith thetype
of convention customersand the cons derationsthey havefor identifyinga conventionvenue.
Certain aspects related to convention marketing were dso dedlt with in this Unit. All the
agpectsdiscussed inthisUnit areequally relevantfor both bigaswellassd | meetings. More
and more organisations are depending upon convention professionals to meet their
requirements. The businesstravellersas wel as convention tourism are to be treated as a
specialised area 1 ’i

308 ANSWERSTO CHECKYOUR PROGRESSEXERCISES

Check Your Progress-1

1) A businesstraveller isonewho travels to another placefrom his/her placedf vark for
work purposes. SeeSec.30.2 for details.

2 Youaredr awared the advantagesd tourismfor adestinationandin Sec.30.2 you
will find the advantagesd businesstravellersfor destinations.

3 ThedefinitionshasbeengiveninSec.30.3.

Check Your Progress-2

1) No convention can be hed without proper accommodationfacilitiesand it is herethat
theroled hotel sbecomesimportant. Not only thistheleading hotel sprovide convention
halsand other convention facilitiesalso. See point Lo Sec.304.

2) There arevarious categoriesd convention customers. Read Sub-sec. 30.5.1 for your
answer.

3 InSub-sec.30.5.2, we have listed thevariousaspectsthat are considered whiledeciding
aconventionvenue.

Check Your Progress-3

1) Market segmentationcan bedoneon thebasisd thenatured organisation, thelevel of
conference, the number o delegates, duration d the conference, etc. Read Sec.30.6.

2) The promotional tools adopted by the convention suppliers are similar to those adopted
by the hotels, travel agencies or tour operators. Read Sec, 30.6 for your answer.

Convention Industry






