
 

© 2010 WATKINS RESEARCH GROUP 

2010 Meeting and Convention Planners Survey 
 

Table of Contents 
 
 
 
 

EXECUTIVE SUMMARY ........................................................................................................................... 2 
INTRODUCTION................................................................................................................................................. 2 
TOP DESTINATIONS FOR FUTURE LARGER MEETINGS...................................................................................... 3 
KEY HISTORICAL TRENDS .............................................................................................................................. 10 
Cities Providing the Most Positive Overall Experience for Major Conventions ...........................................11 
Cities Best Fitting Selection Criteria for Future Big Meetings ......................................................................12 
Most Impressive Bureaus/DMOs - According to Consultants........................................................................13 
Total Individual Membership of Organization ...............................................................................................14 
OVERVIEW FOR REPORT SUBSCRIBER............................................................................................................ 15 
HOW THIS STUDY WAS CONDUCTED ............................................................................................... 17 
SURVEY OVERVIEW........................................................................................................................................ 17 
SURVEY METHODOLOGY HIGHLIGHTS........................................................................................................... 17 
RESPONDENT COMPANIES .............................................................................................................................. 18 
USING THIS REPORT .............................................................................................................................. 26 
RESPONDENT CHARACTERISTICS .................................................................................................... 29 
ORGANIZATION REPRESENTED....................................................................................................................... 29 
YEARS AS MEETING PLANNER EXECUTIVE .................................................................................................... 32 
MEETING INCOME........................................................................................................................................... 35 
ASSOCIATION MEMBERSHIP ........................................................................................................................... 37 
NUMBER OF NIGHTS OF LARGEST CONVENTION ............................................................................................ 39 
SOURCES OF INFORMATION ............................................................................................................................ 40 
PUBLICATIONS UTILIZED................................................................................................................................ 44 
US Publications ..............................................................................................................................................44 
Canadian Publications ...................................................................................................................................46 
ATTENDANCE ........................................................................................................................................... 49 
ATTENDANCE FOR LARGEST MEETING IN PAST 12 MONTHS.......................................................................... 49 
PROJECTED CHANGE IN ATTENDANCE ........................................................................................................... 51 
PEAK NIGHT ROOMS ...................................................................................................................................... 53 
PLENARY SESSION ATTENDANCE ................................................................................................................... 55 
PRACTICAL SUPPORT FROM CVBS TO IMPROVE ATTENDANCE...................................................................... 57 
ATTITUDES ABOUT OUT OF COUNTRY MEETINGS ..................................................................... 65 
CONSIDERATION OF OUT-OF-COUNTRY MEETINGS........................................................................................ 65 
MOVING THROUGH CUSTOMS AND IMMIGRATION ......................................................................................... 71 
IS CANADA “OUT-OF-COUNTRY”? ................................................................................................................. 74 
HALL AND HOTEL REQUIREMENTS ................................................................................................. 78 
NUMBER OF GUEST ROOMS FOR HQ HOTEL .................................................................................................. 78 
EXHIBITION HALL SIZE .................................................................................................................................. 83 
ADDITIONAL EXHIBITION HALL REQUIREMENTS ........................................................................................... 85 
VENUE COMMIT LEAD TIME .......................................................................................................................... 89 



 

© 2010 WATKINS RESEARCH GROUP 

EVALUATION & SELECTION FACTORS ........................................................................................... 92 
MOST IMPORTANT ATTRIBUTES IN CITY EVALUATION AND SELECTION........................................................ 92 
DEAL MAKERS & DEAL BREAKERS ............................................................................................................. 100 
THE IMPORTANCE OF GREEN........................................................................................................................ 107 
PERCEPTIONS OF CITIES AND BUREAUS...................................................................................... 123 
HIGHEST VALUE........................................................................................................................................... 123 
MOST POSITIVE EXPERIENCE ....................................................................................................................... 127 
WHAT MAKES A GREAT BUREAU................................................................................................................. 132 
CITIES BEING CONSIDERED OVER THE NEXT 5-12 YEARS ........................................................................... 162 
WON’T GO DESPITE SUFFICIENT FACILITIES................................................................................................ 166 
CAN’T GO DUE TO INSUFFICIENT FACILITIES .............................................................................................. 169 
CITY EVALUATION & SELECTION ANALYSIS ............................................................................. 173 
ANALYSIS METHODOLOGY........................................................................................................................... 173 
CITY RATINGS BY FACTOR ........................................................................................................................... 174 
Hotels Well Suited For My Largest Meetings ..............................................................................................175 
Great All Around Convention City...............................................................................................................178 
Safe and Secure.............................................................................................................................................181 
Easy To Get To.............................................................................................................................................183 
Easy Accessibility within the City................................................................................................................185 
Superior Convention Center Services...........................................................................................................187 
Superior Convention Center Facilities..........................................................................................................189 
Superior CVB/DMO.....................................................................................................................................191 
FACTOR RATINGS BY CITY ........................................................................................................................... 194 
 

! Albuquerque 
! Anaheim 
! Atlanta  
! Austin  
! Baltimore 
! Boston  
! Charlotte 
! Chicago  
! Cincinnati 
! Cleveland 
! Colorado Springs 
! Columbus 
! Dallas  
! Denver  
! Detroit  
! Honolulu 
! Houston  
! Indianaplis 
! Jacksonville 
! Kansas City 
! Las Vegas 
! Los Angeles 
! Louisville 

! Miami  
! Milwaukee 
! Minneapolis 
! Montreal 
! Nashville 
! New Orleans 
! New York 
! Orlando  
! Philadelphia 
! Phoenix  
! Pittsburgh 
! Portland 
! Reno  
! Salt Lake City 
! San Antonio 
! San Diego 
! San Francisco 
! Seattle  
! St. Louis 
! Toronto  
! Tucson  
! Vancouver 
! Washington DC

 
 
 
PERCEPTUAL MAP OF CITIES ON KEY EVALUATION & SELECTION FACTORS ....................................... 241 
Perceptual Map Interpretation for 2010 ......................................................................................................241 
Perceptual Map Interpretation for 2008 ......................................................................................................242 



 

© 2010 WATKINS RESEARCH GROUP 

2010 Perceptual Map for All Respondents ...................................................................................................243 
2008 Perception Map for All Respondents ...................................................................................................245 
2010 Perception Map for Subscriber’s Clients ............................................................................................246 
2010 Perception Map for Subscriber’s Prospects........................................................................................247 
ADDITIONAL RESPONDENT COMMENTS ...................................................................................... 249 
PROPRIETARY QUESTION.................................................................................................................. 257 
MAXIMIZING THE BENEFIT OF THESE RESULTS....................................................................... 264 
MARKETING IS NOT WHAT YOU SAY — IT’S WHAT YOU DO, AND HOW YOU DO IT........................................ 265 
THE GOAL OF MARKETING AND THE ROLE OF RESEARCH ........................................................................... 265 
MARKETING PRINCIPLES FOR CONVENTION BUREAUS................................................................................. 266 
Principle One: Understand what business you are in, as defined by meeting planners. .............................266 
Principle Two: Meet or exceed convention planner expectations................................................................266 
Principle Three: Understand who your competitors are..............................................................................267 
Principle Four: Understand how your city is perceived relative to your direct competitors. .....................268 
Principle Five: Identify the specific market segments your bureau wants to pursue. ..................................268 
Principle Six: Determine your competitive strategy.....................................................................................269 
Principle Seven: Determine what “position” your city wants to own..........................................................271 
Principle Eight: Determine how to meaningfully “differentiate” your city.................................................273 
Principle Nine: Make your performance and points of differentiation tangible. .........................................274 
Principle Ten: Understand the process of client acquisitions......................................................................276 
Principle Eleven: Understand the strategic relationships your convention bureau can utilize...................278 
Principle Twelve: Understand that advertising is the last thing you do. .....................................................278 
Principle Thirteen: Keep track of your progress in terms of market share..................................................278 
2010 QUESTIONNAIRE .......................................................................................................................... 280 


