The Business

and Management
of Convention

and Visitor Bureaus
-a global approach

W lmquu.m\v"ﬂmm

Krzysztof Celuch



for the habanera girl



The Business
and Management
of Convention

and Visitor Bureaus
—aglobal approach

Krzysztof Celuch

(G) Goodfellow Publishers Ltd



Published by Goodfellow Publishers Limited,
(G) Woodeaton, Oxford, OX3 9T]
http://www.goodfellowpublishers.com

British Library Cataloguing in Publication Data: a catalogue record for
this title is available from the British Library.

Library of Congress Catalog Card Number: on file
ISBN: 978-1-911396-81-9

Copyright © Krzysztof Celuch, Vistula School of Hospitality, 2020

All rights reserved. The text of this publication, or any part thereof,
may not be reproduced or transmitted in any form or by any means,
electronic or mechanical, including photocopying, recording, storage in
an information retrieval system, or otherwise, without prior permission
of the publisher or under licence from the Copyright Licensing
Agency Limited. Further details of such licences (for reprographic
reproduction) may be obtained from the Copyright Licensing Agency
Limited, of Saffron House, 6-10 Kirby Street, London ECIN 8TS.

(;fg% . . . .
:)f: Design and typesetting by P.K. McBride, www.macbride.org.uk

Cover design by Cylinder

Printed by Marston Book Services, www.marston.co.uk



Contents

About the author ix
The Meetings Industry - an overview and structure 1
The relationship between the meetings industry and tourism 1
Identifying meetings industry stakeholders 24
The Business Environment of Destination Marketing 41
The relationship between marketing and destination marketing 41
Fundamentals of the destination marketing 50
Managing Stakeholders to Destination Marketing 59
Identifying CVB stakeholders 59
Identifying and developing customer management 66
Leading Industry Organisations in Destination Marketing 71
Activities and roles of international organisations 71
15 key associations 74
The effectiveness of meetings organisation 85
Managing the Financial, Governance and Legal Considerations 93
Setting the goals and objectives 93
Legal structures 97
Governance 104
Managing the Selling and Marketing of the Destination 113
Managing the annual marketing and sales planning process 113
Marketing strategies and branding 120
Management of direct sales and types of measures 125
Organising and Developing the CB Staff 131
Staff roles and CB structure 131

Skills, training and experience 141



vi The Business and Management of Convention and Visitor Bureaus

8 Future Challenges of the Convention Bureau 145
Funding and governance 145
Generations approach 150
Communication process 156
Technological change 162
Sustainability 166

Terrorism

liIndex

171

175



vii

List of figures

1.1: Elements common for tourism and the meetings industry
1.2: Travel as a cultural product

1.3: Participants of the meetings and events industry (without the final customers)

1.4: Model of cooperation between participants of the meetings industry categorised by aims

29
31

2.1: Factors influencing the competitiveness of cities, regions & countries in the meetings industry 47

3.1: Strategies for managing difficult stakeholders

List of tables

1.1: A comparison of leisure and business trips

1.2: Factors determining the choice of destination as the target venue for meetings

1.3: Structure of the meetings industry

2.1: The chronology of the establishment of CB-type organisations

3.1: Potential stakeholders of convention bureaus

4.1: Operation area of the associations subject to analysis

4.2: Association membership models — examples

4.3: A summary of organisations in the meetings industry

4.4: Objectives of associations in the meetings industry

4.5: Role of associations in the operation of convention bureaus

4.6: Examples of achievements of associations operating within the meetings industry

5.1: Organisation mission

5.2: Criteria of missions established for convention bureaus

5.3: Types of legal structures of convention bureaus

5.4: Functions of a convention bureau council

5.5: Factors determining the functioning of convention bureau council

6.1: Factors which need to be analysed when devising the annual plan for a convention bureau
6.2: Examples of convention bureau activities using integrated marketing communication tools
6.3: Standard reporting on efficiency of convention bureaus - selected elements

8.1: Tools most commonly used in the communication between convention bureaus and
selected target groups

63

10
21
44
60
71
72
73
86

91
93
94
98
104
105
115
122
126

159



viii The Business and Management of Convention and Visitor Bureaus viii
List of cases

1.1: #LondonlsOpen (London & Partners) 11

1.2: Global Meetings Industry Day, Meetings Mean Business Coalition 38
2.1: #ideasbecomelegends (VisitScotland) 48
2.2:'Meet Mr. Holland’ (Netherlands Board of Tourism & Conventions) 54
3.5: Conventions Australia 68
4.1: Hall of Leaders, Events Industry Council 92
5.1: Future Meeting Space, German Convention Bureau 96
6.1: Gdansk Christmas Baubles (Gdansk Convention Bureau) 123

7.1:'Planes, Trains, and Convention Centres’ (Salt Lake Convention & Visitors Bureau) 143

8.1: The Events Industry Council - the economic significance of the events industry 149
8.2: International Apicultural Congress,‘Apimondia 2021’ (Serbia Convention Bureau) 153
8.3: Where on earth is Sarawak? (Sarawak Convention Bureau) 160
8.4: Norway for Natural Reasons (Norway Convention Bureau) 169
List of interviews

Interview with Christian Mutschlechner, former director, Vienna Convention Bureau 23
Interview with Igor Kovacevic, CEO, Serbia Convention Bureau 64
Interview with Sonia Serracarbassa, director, Catalunya Convention Bureau 80
Interview with Gilbert Villard, Regional Sales Executive, Greater Fort Lauderdale CVB 111

Interview with John G. Reyes, COO, Visit Sacramento 118
Interview with Kadri Kadru, director, Estonian Convention Bureau 129
Interview with Andriy Pavliv, director, Lviv Convention Bureau 139
Interview with Tobia Salvadori, strategic relations, Convention Bureau Italia 164
Interview with Giovanna Lucherini, director, Convention Bureau Napoli 173



About the author

Krzysztof Celuch, PhD, CMM, CITE, CIS, HMCC, CED - a speaker and
an entrepreneur; a business consultant and an academic professor. Krzysz-
tof specialises in the meetings industry, event marketing and leadership. His
scientific research, training sessions and keynotes are all built on a knowl-
edge of economics, business psychology, sociology, marketing and cultural
studies. He helps organisations, institutions and companies in the areas of
management, communication, motivation and business development, with
particular emphasis on the leadership experiences. He holds a diploma in
tourism and recreation, PhD in the field of humanities (political sciences),
and has experience gained in international organisations, management of
a destination marketing organisation (DMO), participation in scientific and
research projects — all of these factors contributed to the development of new
qualities in the discussed interdisciplinary field.

Krysztof is the author of more than 150 articles and ten books dedicated
to event management, experiences and leadership. He has almost 20 years
of experience in providing training in an international environment, i.e. in
the USA, Scandinavia, Mexico and Poland; 15 years of academic experience
in the USA, China and Poland at such universities as San Diego State Uni-
versity, Skema Business School, Vistula School of Hospitality Management
(part of the Vistula Group of Universities), Warsaw University and Nicolaus
Copernicus University in Torun.

According to The Meeting Professional Magazine ‘30 under 30, 2008’, he is
the person who made the greatest impact on the development of business
tourism in the world in 2008 and 2007. Winner of MPI RISE AWARD Young
Professional Achievement 2009/2010 and CIC Young Pacesetter Award 2012.
Awarded “Meeting Architects: 40 Under 40” and DMAI 30 under 30 Award
(2012). Meeting Planner Power Award jury chairman, SITE and MPI trainer.

In his private life, Krzysztof is a mountain rescue team member, folklore
dance instructor and passionate about mountaineering.



The Business and Management of Convention and Visitor Bureaus




	Figure 1.1: Elements common for tourism and the meetings industry. Based on Celuch (2014)
	Figure 1.2: Travel as a cultural product. Based on Celuch (2014, p. 39).
	Figure 1.3: Participants of the meetings and events industry (without the final customers)
	Figure 1.4: Model of cooperation between the participants of the meetings industry categorised by the aims. Based on Celuch (2014, p. 73).
	Figure 2.1: Factors influencing the competitiveness of cities, regions and countries in the meetings industry
	Figure 3.1: Strategies for managing difficult stakeholders 
	Case Study 1.1: #LondonIsOpen (London &Partners)
	Case Study 1.2: Global Meetings Industry Day, Meetings Mean Business Coalition
	Case Study 2.1: #ideasbecomelegends (VisitScotland)
	Case Study 2.2: “Meet Mr. Holland” (Netherlands Board of Tourism & Conventions)
	Case Study 3.5: Conventions Australia
	Case Study 4.1: Hall of Leaders, Events Industry Council 
	Case Study 5.1:. Future Meeting Space, German Convention Bureau
	Case Study 6.1: Gdańsk Christmas Baubles (Gdańsk Convention Bureau)
	Case Study 7.1: ‘Planes, Trains, and Convention Centres’ (Salt Lake Convention & Visitors Bureau)
	Case Study 8.1: The Events Industry Council  – the economic significance of the events industry
	Case Study 8.2: International Apicultural Congress ‘Apimondia 2021’ (the Serbia Convention Bureau) 
	Case Study 8.3: Where on earth is Sarawak? (Sarawak Convention Bureau)
	Case Study 8.4. Norway for Natural Reasons (Norway Convention Bureau)
	About the author
		1	The Meetings Industry – an overview and structure 
	The relationship between the meetings industry and tourism 
	Identifying meetings industry stakeholders 

		2	The Business Environment of Destination Marketing
	The relationship between marketing and destination marketing 
	Fundamentals of the destination marketing 

		3	Managing Stakeholders to Destination Marketing
	Identifying CVB stakeholders 
	Identifying and developing customer management 

		4	Leading Industry Organisations in Destination Marketing
	Activities and roles of international organisations 
	15 key associations
	The effectiveness of meetings organisation

		5	Managing the Financial, Governance and Legal Considerations 
	Setting the goals and objectives
	Legal structures 
	Governance

		6	Managing the Selling and Marketing of the Destination
	Managing the annual marketing and sales planning process
	Marketing strategies and branding 
	Management of direct sales and types of measures 

		7	Organising and Developing the CB Staff 
	Staff roles and CB structure
	Skills, training and experience 

		8	Future Challenges of the Convention Bureau 
	Funding and governance
	Generations approach 
	Communication process
	Technological change 
	Sustainability
	Terrorism

		I	Index

