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New Trends in Planning Meetings 

GLOBALISATION AND economic growrh are leading ro 
a surge in the meetings business worldwide. The 

Internationa l Congress and Convention Association 
(ICCA) repons explosive growth in borh the number of 
meetings as well as the market share of the Pacific Asia 

region in comparison to other global regions. 
Technological developments like video-conferencing 

and virtua l trade marts are expected to have no more than 
a negligible impact on the meetings and conventions 
business, es tim ated by rhe Co nnected Internati ona l 
Meeting Profess ionals Associarion (CIMPA) at US$96 
billion a year. In the words of one industry researcher, 
"Technology will help YO li make con tact but o nl y 
eye contact and a handshake will help you build trust. " 

As the meetings business grows) so too does the level 
of competition among destinations and suppliers. Meeting 

planners are becoming very important people in any 
corporation or association . The planners are becoming 
very precise about what they wa nt, especially beca use they 
get the blame in case things go wrong. 

Meeting planners are referred [Q as people who try to 
"create ideal societies" for a few days. Their job is to 
organise events tha t go off fl awlessly, increase the 
"happiness quotient" of the participants and ensure that 
everyone leaves energised and rejuvenated. Hence, every 

aspect of the meering has to go off flawlessly. 
These days, three maj or components of change are 

occurring in the industry: the impact of technology, 
organisational details of the meetings themselves, and 

related to that, the search for quality speakers. 

Technology 
Because almost everyone has a Web site, it is becoming 
easier to find and conduct business. On the supply side, it 

is easier for hotels, convention centres, destinations and 
national tourism organisations to make contact with 

meeting planners, most of whose names are in industry 
marketing databases. 

On the demand side, meeting planners are using the 

[nternet to find locations, venues and speakers, as well as 
to compare rates . Many p lanners are listing the 
specifications of their meetings requirements on theif Web 
sites. Th.is prevents a deluge of requests for further 
information on how to ge t thei r business. 

Hotel chains and convention centres are also more 
precisely defining their da tabases to help planners search 
for information . Searches can be carried Ollt by specifying 
a vas t range of criter ia, including the number of 
participants, the kind of facilities required, duration and 
proposed dates of event, and location, to name but a few. 

Virtual reality tours of the sites and facilities a re also 
now possible, allowing planners to get online panoramic 

180-degree tours of the entire area, both inside and out. 
Requests for proposa ls have shifted online, as have 
registra tion procedures. Use of e-mai l to dispa tch 
meetings-related information is now matter of course. 
Online auctions have also arrived. They allow venues with 
ava ilable space, especia lly in low seasons, to try and sell it 

to the highest bidder. 
As many buyers and se llers scramble to set up Web 

sites, meeting planners with some expertise in technology 
are warning them not to become victims of charlatan 
designers who know nothing about the meetings business, 
promise the world and then fai l to deliver. 

One often-heard warning is about designers who 
create MOlla Lisa \Y1eb sites which make no money 
because they cannot be found on the Internet search 
engines. One technology expert advised meeting planners 
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TRENDS IN GLOBAL MEETINGS 

The International Congress and Convention Association (ICCA) annually researches its members' views and opinions on 

trends in the global meetings and convention business. Here are some findings from the 1999 results: 

VENUES 

Meetings organisers consider all types 

of venues but most favour a convention 

centre with in-house hotel facilities. 

Convention centres ran a close second. 

Universities were considered by 30 

percent of organisers in 1999 but only 

used by 19 percent. Similarly, hotels 

were considered by 29 percent and 

used by 20 percent. 

SEASONALITY 

June and September remained the most 

popular months for intemational meetings. 

The projected figures for June 2000 and 

200 I are very high but the situation 

could change during the cour"Se of the 

year as more details of other congresses 

are added to the ICCA database. 

LENGTH OF MEETINGS 

The average length of meetings in 1999 

was 4.5 days compared with an average 

of 4.8 days in 1993. The trend towards 

shorter meetings is even more marked 

in North America where the average 

was 4.3 days. However, Latin America 

boasted the longest meetings, with an 

average of 5.2 days in 1999. In general, 

meetings last between three and five days. 

SUBJECT MATTER 

Medical sciences, science, industry and 

technology remained the big four in 

terms of subject matter. Education and 

agriculture were still important. 

Interestingly, social sciences and 

economics changed places with 

commerce. 

FINANCIAL IMPLICATIONS -

INTERNATIONAL MEETINGS 

The average registration fee per 

delegate per day in 1999 was US$I 02 

compared with an average US$91 in 

the period 1994-1999. 

The average registration fee per 

delegate per international meeting in 

1999 was US$458 compared with an 

average US$ 414 in the period 1994. 

1999. 

The average income from registration 

fees per international meeting in 1999 

was US$116,159 compared with an 

ave rage US$276,218 in the period 1994-

I 999.The total income from registration 

fees in 1999 was US$810 million. 

to ask this questio n of \Veb designers: "How do you plan 
o n working my keywords (used in sea rches) into the 
design o f this si te?" He then outl ined a w hole range of tips 
on what can be done, and focused specifica lly on w hat 
kind of answers to watch Out for. 

Much the same concern about the downside of 
Internet techno logy is a lso being expressed about audio
visua l technology used in the meetings themselves. 

Some note that rental of technology is exceedingly 
expensive with suppliers o ften tacking o n va rious labour 
charges and other plus-plus costs that can completely 
skew a budget. O ne problem known to cro p up is unio n 
regula tions. Many meetings venues have working ho urs 
regula ted by unions and if the technology fa ils to perform 
at a time outside the working hOllrs, getting help can be both 
expensive and problematic. This can include lunch hours. 

Planners are warning that the industry is becoming 
roo " technology-happy" and fa lling over itsel f in wanting 
to tryout untested gadgets that seldom work the way the 
sa lesmen say they will. Planners are increasingly wanting 
to ensure that everything is previewed and tes ted well 
befo rehand. "Don' t fo rget there is a big difference 

between tools and toys," sa id one. 

Speakers 
High-qua lity spea kers are charging anyth ing from 
US$5,OOO to US$100,OOO per appea rance with first-class 
a ir fa re, accommodation and all expenses covered. The 
amo unt is estimated to be increasing by about 15 to 20 
percent a year. 
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Spea kers come in all shapes and sizes. Some a re 

coment heavy, that is, they specia lise in their subject area 
but are not necessa ri ly good speakers. Others are very 
good public speakers and trained to enl ighten, educate 
and entertain an audience. Depending on the meet ing, the 
latter are more in demand. 

As a rule, the most popular speakers are humourists, 
life-enrichment and change-management specialists, with 
a growing focus on spiri tua lity. In an age of rapid and 
constant change, confusion and insecuri ty, people appear 
to be look ing for motivation and fee l-good tendencies. 

There is also a demand for more high-end knowledge 
and entertainment. Audiences wa nt speakers who can give 

informat ion that they can take back to thei r work place. 
Stress and time management is a favourite topic, including 
ba lancing fami ly and work-place time, especially for the 
growing league of baby-boomers. Speakers are becoming 
increasingly ready to state more comroversia l opinions 
and rake stands on issues. 

Meeting planners like to have a good blend of 
indusrry and professio nal speakers in their line-up . Ma ny 
are not averse ro bringing in public-speaking trainers to 
help those who may be strong in content and knowledge 
bur not necessari ly in presemation and style. "There is a 
huge difference between reading their paper and actually 
havi ng them in front of a large audience and getti ng that 
human connectivity going," said one meeting planner. 

Technology is a lso making it possib le for both 
speakers and spea kers' burea ux to set up their own Web 
sites. Many meeting planners are going direct to speakers 

by using word-of-mouth referra ls. This helps them save 
costs, as a ll spea kers pay commissions to the speakers' 
bureaux, which they don't need to do if approached directly. 

However, spea kers do retain links with the bureaux. 
Spea kers' bureaux need to have a broad portfolio of faces 
and ralenrs in their line-up which often includes sports 
stars, business leaders, leading media personaliries, besr
selling au thors, Hollywood sta rs, Everest adventurers and 
even prime ministers, vice-presidents and presidents. This 
helps burea ux shore up their main selling proposition, 
which is the abi lity to find a speaker who wi ll fit in well 

with the conference programme and deliver precisely what 
the organisers want. 

Bureau x a re a lso good at ana lys ing audience 
demographics and advis ing on whether it might be better 
to feature a speaker, for example, of a particu lar gender or 
ethnic background. This can boost the diversity of 

programme content. One other major advantage of using 
a bureau is the abili ty to quickly find a replacemem 
speaker in case the primary one ca nnot make it. Bureaux 
take the risk our of evem planning by being avai lable 24 
hours a day i.E an emergency occurs. 

Speakers themselves are developing their areas of 
specialisa tion. At the recent annual conference of ClMPA 

in Bangkok, a gallery of speakers strutted their stuff ro 
attract the attention of the buyers. 

One humourist described himself as being a specialist 
in rhe graveyard-shift - the after-lunch slot when most 
aud iences tend to fa ll as leep and need someone to wake 

them up. He also uses a variety of gimru.icks, toys and 
audience participation techniques. 

Another motivationa l speaker from South Africa 
claimed to draw upon the wisdom of a man he ca lled the 
last of the great African trackers to help listeners "get 
back to the path they may have momentarily moved away 
from" and live a more mea ningful life. There is also big 
demand fo r speakers specialising in conflict resolution. 

One speaker at the CIMPA event sa id he had 
es tablished his ma rket niche as being kn ow ledge 
retention, based on the fact most people who attend 
conferences and meetings reta in barely a small fraction of 
what they hear or learn. Helping audiences reta in more of 
this a llows meeting planners to deliver a better return on 
rheir investment in the programmes and function s. Indeed, 

because there are serious questions arising about how much 
is actua lly retained, many planners fa vour shorter meetings. 

HOWTO SAVE COSTS WHEN FINDING SPEAKERS 

I. Book a speaker who lives in the city of your meeting. 

2. Take advantage of speakel"S who will be in your area 
for another meeting. This can save as much as 50 
percent of your total expense bill. 

3. Where possible , boole the travel for the speaker 
yourself. 

Source: www.Getspeoker.com 

In search of unique and experiential components to 
programmes, especially team-building activities, meeting 
plan ners are bringing in mountain climbers, athletes and 
flying stunt men. 

------------------------
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At one event, a building-block approach was used in 
which a number of different professionals including a 
motor-racing driver, a [Op chef, a management ex pen and 
a political analyst were brought together and asked how 
rhey each impro ve performan ce in their respecti ve 
organisations. That allowed bits of knowledge to be taken 
in tandem rather than forcing the opinions of only one 
spea ker upon an audience. 

Organisation 

There is an increasing tendency [0 make panicipants feel 
valued by making them a pan of the programme and not 
just passive panicipants. \'(Iays are being sought to involve 
them, without making it compulsory, such as through 
group discussions, story-telling exercises and other 
parriciparory activities. Planners analysing the psychology 
of panicipants find that the more people feel involved, the 
bener they feel generally as having contributed to the 
success of the meeting. They want to feel in charge of their 
time and their decisions. 

Meeting planners are also becoming more meticulous 
abom researching the structure of the meeting to ensure 
that its overall objectives and needs are met. For exa mple, 
much more analysis is goi ng into studying the gra nd or 
subrle messages and the emotions that the hosts want to 
get out to their audience. More research is also going into 
the participants, in terms of age, gender mix and ethnic 
background. 

One Ca lifornia -based company, which is both a 
planner and supplier, organises what it ca lls " fun 
experiential programmes" in a variety of applications and 
mediums, such as networking adventures, interactive 
tours, treas ure hunts and learning- based corporate 
retreats. The keyword is fun - whatever the message, it is 
presented and delivered in a fun way, " like Sesame Street 
for adults," says the owner. 

No doubt, security is becoming a big issue, especia Uy 
in view of growing political instability and protests 
against internationa l financial and economic institmions. 
Host destinations and venues can be expected [0 be asked 
about security arrangements, and subjected to all kinds of 
tests and scrutiny to ensure foolproof systems. In addition, 
convention centres are being asked about their facilities 
for people with disabilities. 

Meeting planners are also drawing upon the services 
of convention and visitors bureaux (CVBs), which they 
find valuable beca use they a re free, professional and 

impartial. However, it is also true that th e more 
information the planners provide about the meetings, 
the more res ponsive they tend to find the CVBs. 
They also help make appointments for the planners 
and cur through local burea ucracies. CVBs in Pacific 
Asia countries are winning particularly good reviews 
for responding to inquiries and facilitat ing organisa
tional details. 

In choosing venues, there is a major focus on the 
service delivery aspect rather than the bricks-and-mortar. 
While famil iarisation trips are apprec iated, meeting 
planners know they get a sa nitised version of service. One 
planner sa id that she often tests the quality of service at a 
venue by leaving things around and seeing how long it 
takes to get them returned. 

While committee members handling site selection in 
the past preferred to make inspection trips personally, 
these tasks are now being left more to meeting planners, 
especially in view of the bribery allegations which have 
recently clouded various international sports orga nisa
tions. However, committee members do retain charge of 
the final decision. Planners also say that committee 
members used to get involved in negotiating contracts but 
found themselves being overcharged. They now tend to let 
the planners take over. 

In the meetings themselves, there is growing use of 
laptops for note taking, which has to be accommodated 
for in the seating arrangements. 

One critica l area is transportation , especially if 
the convention centres are loca ted away from city 
centres. Planners narrate stories of bus drivers nOt 
knowing where to go, or strikes by unions that 
disrupt schedules. Ensuring that transportation works 
punctually and efficienrl y is critical to the success 
of a meeting. 
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