2010 Meeting and Convention Planners Survey

Table of Contents

EXECUTIVE SUMMARY

INTRODUCTION ...ttt e e e e e s b e s b e e
TOP DESTINATIONS FOR FUTURE LARGER MEETINGS ...c...utitteritiriieniienreenireeieenieeeieesieeereesmneeenee e
KEY HISTORICAL TRENDS ......cuiiiiiiiiiiiiiiti ittt st st s s
Cities Providing the Most Positive Overall Experience for Major CONVERtions ..............cc.ccoueeuenn.
Cities Best Fitting Selection Criteria for Future Big Meetings ..........cc..cccovvuveveesieeeiieniieeiriesveeneenes
Most Impressive Bureaus/DMOs - According to CORSUILANLS..............cc.ccoveecueeceieniiiaiienieiieeneeeeenes
Total Individual Membership of OFGaNIZATION .............ccccceeueeeueesieiieeeieeeitesee et sve e
OVERVIEW FOR REPORT SUBSCRIBER.........cccuiiiiiiiiiiiiiiiii ittt s

HOW THIS STUDY WAS CONDUCTED

SURVEY OVERVIEW.....uutttttitititiiiiieeeeeeeeeeeeeeeeeeseisstsssssseesereeesseseseeseseeeeeseaesessssssssssssssrerssreseseeeeeeeeeenennns
SURVEY METHODOLOGY HIGHLIGHTS ......ceieuititiitittieeeeeeeeeeeeeeeeeeeeeeeeeeeesessssssssasessereressesesaeeeseeesenennns
RESPONDENT COMPANIES .....ceeeieiiuuututttttteereereeeeeeeeeeeeeeeeeeeeeeeeessssssssssssessseressssseeeseseeeeeeesesnsmnssssssssssrees

USING THIS REPORT

RESPONDENT CHARACTERISTICS

ORGANIZATION REPRESENTED .....uuviiiiiiiiirieeeeiiteeeeeeeiiteeeeeeeeuaresessessaaeeessessssseesesesssreseesssnrasesessnssneess
YEARS AS MEETING PLANNER EXECUTIVE ...ouuuiiiiiiiiiiiteeeeeee ettt e e e ettt e e e e e e eeeananans
MEETING INCOME..........oi ittt e e e e e e ettt e e et e e e e e e aaa b e ereeeeeeeeaeeeeeeeeeeeeseseesnsssssssssrens
ASSOCIATION MEMBERSHIP ......uvvvvtiiiiiiiiieeeeeeeee et eeeeeeeseeaaesasaaeeesereaeeseeeeeeeeeesesesesessssssssssssseeerereereeees
NUMBER OF NIGHTS OF LARGEST CONVENTION ......ccceiiiiiiiiiiiieieieiiiitiereeeeeeeereeeeseeeeeeeeeeeeeesesessssssnnens
NT018) 0 R N0) o 1N 30) Y V- 5 (6 [P
PUBLICATIONS UTILIZED ......cceteieeetiutttttttteeeeeeeeeeeeeeeeeeeeeeeeeeeeeeessssssssssssesssesesssseseeseeeeeeeeesesnsnsssssssssssrens
US PUDLICQIIONS ...
Canadian PUDLICAIIONS ........cceeeeeeeeeeeeeeeeeeee et

ATTENDANCE

ATTENDANCE FOR LARGEST MEETING IN PAST 12 MONTHS.....ccvtttiiiiiiieeeeeeeeeeeeeeecetvaneeveeeeee e
PROJECTED CHANGE IN ATTENDANCE ....cootttiuiiiiee ettt e e e e e e e e e et e e e eeeeeseeeaaaaaeeeeeeeseeessannns
PEAK NIGHT ROOMS ...ttt ettt ettt et ettt ettt e e e e e e e e eeeaeeeeeeeeeeeeeesnsasesssssnrees
PLENARY SESSION ATTENDANCE ....uuuuutttttieeterteeieeeeeeeeeeeeeeeeeeeeeessssssssssessseresssseseeseeeeeeeeesesesssssssssssssrens
PRACTICAL SUPPORT FROM CVBS TO IMPROVE ATTENDANCE .......cuuuveuiieieieiiieeeeeeeeeeeeeeeeeeeesessnsnsnnens

ATTITUDES ABOUT OUT OF COUNTRY MEETINGS

CONSIDERATION OF OUT-OF-COUNTRY MEETINGS.....uuuuuuuuururrrrerereeeeeeeeeeeeeeeeeeeieeesssssssssssssesererssseeees
MOVING THROUGH CUSTOMS AND IMMIGRATION .......ccoettieieieiirrrreereeeeeeeeeeeeeeeeeeeeeeeeeeeeesensesssnsssnnens
IS CANADA “OUT-0OF-COUNTRY 7 c.evttiiiiieeeeeee ettt e e e e e e e e e e e e e e e e e se s e eassaasaaasraerereereeeens

HALL AND HOTEL REQUIREMENTS

NUMBER OF GUEST ROOMS FOR HQ HOTEL ....ccciiiiiiiiiiiiciieee et e
EXHIBITION HALL SIZE ....ooviiiiiiiiiiiie ettt e vttt e e e ettt e e e e s eataaee e e e e iabaeeeeeessabaseeeesnnsaneaessnnesees
ADDITIONAL EXHIBITION HALL REQUIREMENTS .....uuuuuuuutiiririeieerereeeeeeeeeeeeeeeeeeeeesessssssssssssseeererseseeeens
VENUE COMMIT LEAD TIME ...ooiiiiiiiiiiieiiitiee ettt eesttee e e e etvae e e e e e tavseee s essataaaeesesnnsaneeessnnssneeeesanens

© 2010 WATKINS RESEARCH GROUP



EVALUATION & SELECTION FACTORS 92

MOST IMPORTANT ATTRIBUTES IN CITY EVALUATION AND SELECTION........cccceiiiiiiiiiieieeeeiiinrererreeereeeeeeeeens 92
DEAL MAKERS & DEAL BREAKERS .....cceiiuuitiiieiiiitieeeeeietteeeeeseitteeeeseseavseseeeasssesessssnssnesessnsssseessassssessennnns 100
THE IMPORTANCE OF GREEN .......uutiiiiiiiiiiiieeeeiitieeeeeesittteeeeesestsaeeeeaassssseeesasssseseesssssassessssssseessasssssesessansnsens 107
PERCEPTIONS OF CITIES AND BUREAUS 123
HIGHEST VALUE ...ttt ettt e e e ettt e e e e s taa e e e e e etaaaaeeeeassssaseeeesnsssseeeesanssanaeesansnsseaeeannes 123
MOST POSITIVE EXPERIENCE .....ccciuttiiieeiiiiireeeeeeiiteeeeeeseetteeeeesetssseeseessssseseeaasssssseessssssssssessnnsssssessasssssessenses 127
WHAT MAKES A GREAT BUREAU. .....coiiiiiiiiiiie ittt e ettt e e ettt e e e e esiivaeeeeeeaabaeeeeesnnrsseeeesenesseeeesasnsaeeseannes 132
CITIES BEING CONSIDERED OVER THE NEXT 5-12 YEARS ..vvvvtitiiiiiiiiieeeeeee e eeeeeeeeeeeevvere e e e e e e e e e e e e 162
WON’T GO DESPITE SUFFICIENT FACILITIES ......ccuutitiiieiiieeeeeeeiiteeeeeesivteeeeeesetveeeeeesnrareeessenssseeessessnssessennnes 166
CAN’T GO DUE TO INSUFFICIENT FACILITIES ....uvtiiiiiiiiieieeeieiireeeeeestreeeeeestnreeeesssserareeesssssasesesssssseseesassnsens 169
CITY EVALUATION & SELECTION ANALYSIS 173
ANALYSIS METHODOLOGY ...ceeeeieuttiteeeeeiitteeeeeeotreeeeeasissssesesaesssesessasssssesesasssssessessssssassessssssssesesasssssssessasssees 173
CITY RATINGS BY FACTOR ...cooiiiiiiiiiie ettt e ettt e e ettt e e e e e taaee e e e snabaeeeessnsaaneeesassssaeeesannnrnes 174
Hotels Well Suited FOr My Largest MEELINGS .......cccueeruiiiiiierieeiienieeiteenreeteesteeeteesaeeseesssessseesssesssessssesnses 175
Great All Around ConVENtion CItY.......c.eecuierieeiiierieeiienieeritesteeieesteeteessreesseessseasseesssessseesssessseesssesssesssees 178
SAFE ANA SECUTE....ovviiiiieiieeee ettt e e ettt e e e e e e e e e e aa e e e e e eeataeeeessetareeeesensareesesannrreeeas 181
L2 1 K I € 1< 0 o PSRRI 183
Easy Accessibility Within the City.......cciiciiiiieiiieiieeieecie ettt e te et e e e saaeesbeessaeenbeessseeseenssen 185
Superior CoNVENtioN CENLET SEIVICES....ccuiirreeiieiierieertrerteeseenreesseesteesteesseesseessseesseessseessessssesssessssessseeses 187
Superior Convention Center FACIIItIES. ......iiiviriiiiieeieeitie et erie ettt eteeeesaeebeesereeaeeseaeesaessaeenteessseenseenes 189
SUPETIOT CVB/DMO .....ciiiiiiiiieiie ettt te et s et e st e e bt e stbeabaeesbessbeessseenseessseansaessseansaesssesnseesssaeseees 191
FACTOR RATINGS BY CITY ..utttiiiiiiiiiiiieeeeeitteeeeeeitteeeeeesttteeeeesetsaeeeeeesssssesseasssssaeesesssssssesessasssseeesesnsseesenses 194

Ll Albuquerque Miami

. Anaheim Milwaukee

. Atlanta Minneapolis

. Austin Montreal

. Baltimore Nashville

. Boston New Orleans

. Charlotte New York

Ll Chicago Orlando

= Cincinnati Philadelphia

. Cleveland Phoenix

. Colorado Springs Pittsburgh

. Columbus Portland

. Dallas Reno

. Denver Salt Lake City

. Detroit San Antonio

. Honolulu San Diego

. Houston San Francisco

Ll Indianaplis Seattle

. Jacksonville St. Louis

Ll Kansas City Toronto

. Las Vegas Tucson

Ll Los Angeles Vancouver

. Louisville Washington DC
PERCEPTUAL MAP OF CITIES ON KEY EVALUATION & SELECTION FACTORS .........cvvvvvevviiiiiieiieeeeeennn. 241
Perceptual Map Interpretation fOr 2010 ..........cc.ccuaiueeiuiiiieeie et see et se e e ste et e saeeseestaeeseenaee e 241
Perceptual Map Interpretation fOr 2008 ..........ccoovuauueiiiiieeeieeeieesee et e see et ste et e sae st e staeeseesiaeeseensee e 242

© 2010 WATKINS RESEARCH GROUP



2010 Perceptual Map for AIl RESPORAENLS .............c..ccoueecuiiiieeieeciie et ee ettt sae e ae e saeeaeenaee e
2008 Perception Map for All RESPORAENLS .............c..cccueecuiiiieeieeieeie ettt saeeaeesaeeaeenase e
2010 Perception Map for SUbSCIIDEr’s CIIEMLS ..........c.ccccueveeeieiiieiiieciie ettt saeeaee e ens
2010 Perception Map for SUDSCFIDEF’S PTrOSPECLS ...........c..cccueeeueieiieeieeieiesieeeieesie et esaeaiee e esee e aseenaseans

ADDITIONAL RESPONDENT COMMENTS
PROPRIETARY QUESTION
MAXIMIZING THE BENEFIT OF THESE RESULTS

MARKETING IS NOT WHAT YOU SAY — IT’S WHAT YOU DO, AND HOW YOU DO IT......cceeeeeeennrrrrrnrnrrrerereenenns
THE GOAL OF MARKETING AND THE ROLE OF RESEARCH .....cooutiiiiiniiiiiiiniiieiteniet ettt
MARKETING PRINCIPLES FOR CONVENTION BUREAUS.......c.ccoiiiiiiiiiiiiiiiiici e
Principle One: Understand what business you are in, as defined by meeting planners. ..............cc.ccc........
Principle Two: Meet or exceed convention planner eXPeCttionS. ............cc.oevuercueeveeeceeeseesieeeireesireasseeneeans
Principle Three: Understand Who YOUT COMPELITOTS QT€.........c..cccueecueeeieiiiaeieesiieeeieeseeeiee e esseesiveeseensee e
Principle Four: Understand how your city is perceived relative to your direct competitors. .....................
Principle Five: Identify the specific market segments your bureau Wants t0 PUFSUE. ...........c...ccvercvrervenerns
Principle Six: Determine YOur COMPELItIVE STFALEZY . ..........ccuercueeeueeereeiiiesveesieesieeeseesaeaseesaeaseesiaeaseensseans
Principle Seven: Determine what “position” YOur City WANLS 10 OWH...........ccueecueeeeesceeeniieeieeieeesaeesseenieeens
Principle Eight: Determine how to meaningfully “differentiate” YOUr City.......cccccoceuvvevvieeveesienieareenenans
Principle Nine: Make your performance and points of differentiation tangible. .................cccccevevevvvenernn.
Principle Ten: Understand the process of client QCQUISITIONS. ..........c...cc.cccueeveeeciieiiesiieeeieeeee e saeeiee e ens
Principle Eleven: Understand the strategic relationships your convention bureau can utilize....................
Principle Twelve: Understand that advertising is the last thing you do. ...........c..cccooeeveviieevveiiieiiianieninns
Principle Thirteen: Keep track of your progress in terms of market Share.................ccccccevvvevcierieaninencnnns

2010 QUESTIONNAIRE

© 2010 WATKINS RESEARCH GROUP



