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1. Objectives, hypotheses

Tourism is the most rapidly developing industnitied world. The economic crisis has had
an impact on this sector too, and consequentiyntimeber of international tourist arrivals
was 4,2 % less in 2009 than in 2008, so a total r@8llon international tourist arrivals
were recorded. The income from international teargeclined by 5,7 % in 2009: it was
US $ 852 billion in the previous year (WTO, 2010).

Conference tourism connected to professional toutsder the umbrella of tourism can
be considered as one of the significant types afigm. Conference tourism was less
affected globally by the crisis as more events weeorded in 2009 than in 2008.
Unfortunately the Hungarian results have beenfeasurable (ICCA, 2010.)

By examining future trends it can be concluded ttatfidence in business travel is
growing however, restraint is still a charactecish most parts of the world. And those
who can afford to travel, require higher qualitylequate value for money ratio and

personalised services.

Researches of conference tourism in Hungary have be®n widely conducted.
Professional literature does not exist in this atéawever, there are some studies and
research which cover the theoretical basics wigvient organisation and business tourism.
In addition to the studies covering the economipants, it is also worth reviewing the
demand for conference tourism. By assessing conshefaviour, we can easily identify

the difference between a leisure-tourist and artassi tourist who is a conference attendee.

The author’s relation to events organising and exanfce tourism started as a conference
organiser while she had the opportunity to lookoinhe world of the international
conferences. This relation still exists and playsnaportant role in her career as a lecturer,
and as a researcher. This experience and the diszbvgrey areas” in the literature
helped the theme selection and also contributedefming the assessment of consumer

behaviours as the subject of the research witl@rckiosen sciences.

Future trends show that MICE (meeting, incentivenference and exhibition) tourism
must be considered with prominent attention. It banconcluded that more and more

service providers realise that it is worth invegtin this sector of tourism. Unfortunately



the adequate level of government engagement Isrgsking. Therefore one of the most
important jobs to be done is to obtain the govemtraesupport.

1.1  Objectives of theresearch

The objective of this research, on the one handbessm to summarise and synthesise
research results about tourism, and within thatpaibonference tourism, and on the other
hand to examine international conferences held ungdry and conference participants’
consumer behaviour. Hungary treats conference simuras an important sector the
Hungarian National Tourist Office regards it as aofeits major propositions, as a

significant segment of Hungarian tourism.

By learning more about conference attendees’ coasuehaviour, the results of this
research can help the market to define what kincharfketing tools could be used to gain
more participants, furthermore how to conduct mibrerough and efficient marketing

activities.

From the organisers’ point of view, exploring demtaprovides an opportunity to learn
more about consumers to satisfy their needs. Wighelp of the formed consumer groups
the characteristics of conference tourism segnaarise explored. In terms of destination,

this research may help planning the variety ofises/and the marketing activities.

The research area consists of the following questio
+ identify the theoretical bases of conference tonéd consumer behaviour;
« review these theoretical models in practice;
« assess the consumer behaviour of conference a¢t&nde
« examine the possibility of clustering within cordace tourism.

In Hungary no research has been conducted onubjed yet, even consumer behaviour
research is limited to conference tourism participa Therefore on the one hand this
research is exploratory namely secondary dataed ts explore the issue. On the other
hand it is descriptive i.e. it provides a descadptiabout the consumer behaviour by

questioning.



1.2.  Hypotheses of thisresearch

The following hypotheses are based on several ssur@/orking on the theoretical
literature provides the background, which formeeé thases of the hypotheses. Data
collection by the Hungarian Convention Bureau aggkarches on conference tourism by
the Hungarian National Tourist Office have been plated with the author's own

experience gained in conference tourism.

H.1. Consumer behaviour of conference tourists sigficantly differs from the
consumer behaviour of leisure tourists (frequency fo participation, motivation,

relative spending).

Consumer behaviour of leisure tourists has alrdshn the subject of several researches.
This research compares the information acquireth fgsimary data collection with the
features of leisure tourists acquired from secondaurces. This way, the hypotheses can
be substantiated. Participation in tourism or rexjfiency depends on several factors. In
addition to motivation, discretional income and diravailable, the supply elements also
play an important role in the decision. The hypstheassumes that the world of
conferences forms a separate segment within toubsgause the income and time factors
do not play a dominant role in business tourismc&itravel happens during the working
hours and it is financed by the employers, pardictp can travel to conferences several
times a year.

Motivation plays an important and dominant roleeach type of tourism. By analysing the
secondary sources, you can see that professioniVations are the main factors in
conference tourism. Among those factors which $icgmtly influence conference
tourism, leisure motivation has also appeared (FGRA 2000). The hypothesis assumes
that there is a group of participants for whom tise of leisure time opportunities during
the conferences also plays an important role bedfter focus on the professional agenda.
Considering the demand characteristics the hypisthassumes that the conference
participants pay more for travelling because theyndt travel on their own discretional
income. From the secondary researches it can beucted (KSH 2009) that the difference
between the two types of tourists’ spending ca,bdimes in Hungary, and 4-5 times on

the international market (ICCA 2009). The studytled spending structure can also show



the difference between the leisure tourists and ptedessional tourists as the tourists
arriving with different motivations seek differesgrvices.

H. 2. The decision-making process of conference tasts is identical with the tourist

decision model known in leisure tourism (time of dasion, influencing factors).

Trends of tourism show that tourists finalise ttaglecisions at a later and later point
before the actual travel happens. This trend caiddrgified in the last minute trips of the
leisure tourism. The hypothesis assumes that tine s@end appears in conference tourism,
which means that more and more people delay tleeisan, even beyond the registration
deadline. This delayed decision making puts boghotfganisers and their clients in a more
and more difficult position, as the application diéze is aligned with the reserved dates of
the services. Therefore the service providers b@abe prepared for these changes too.
With regards to the H 1 hypothesis, it can be agsuthat among the supply elements
there are other factors which influence decisionaddition to professional motivation So
at the selection of destination, such other sugbdynents can be important as the host
country and the touristic offerings of the givetyciFrom the theoretical model drawn on
the scheme of conference tourism (LENGYEL, 1994)hiipothesis assumes that not only

the professional factors are the conclusive oneswiburists make their selections.

H. 3. Developed conference tourism of a certain d@sation influences the leisure

tourism of the target area (number of tourists, usef services)

Based on the hypothesis, the number of the retgreamference tourists is to be analysed.
Travels for professional purposes develop the neesbme tourists to return as leisure
tourists to the same destination at another timee Typothesis assumes that those
attending international conferences gain such esmpee that stimulates them to return
later.

The programmes before and after the conferencdsilmate to prolonging the time spent

at a destination. According to the secondary reseabout 20 % of the participants attend
pre- and post conference programmes. The hypothssigmes that tourists coming from

remote destinations tend to use these programmegeeter numbers. The conference
participation fee does not generally contain thet aif the leisure programmes, so this

means further income for the receiving location.



Conference tourism is a complex social activityt tingplies a remarkable income for the
receiving destination. The size of income dependsti® number of the participants.
Another feature of conference tourism is that alées arrive with companions, who
participate leisure programmes and as a resule@sing the touristic income of the given
destination. According to the hypothesis the tdsr@®ming from more remote destinations

arrive with companions more often.

H. 4. Different background variables influence speding (using services) during the

conference.

Related to the H 3 hypothesis the number of theices used can be analysed relative to
the income. The number and quality of services wsedl the participation fee depend on
the discretional income. According to the hypothesie number of services used, the
amount of relative spending, attending leisure mognes are influenced by the
consumer’s income.

Connected to the former ideas the hypothesis assuha there are no relations to
demographic factors. When defining participantspodfessional tourism, the age and
gender as criteria are not specific, but natiopalitd profession are more determinative.
The hypothesis assumes relation between incomett@dspending structure. As the
participation fee is paid by the employer (possibly sponsor), participation is not
influenced by income. However, the spending stmestunamely the number and the
guality of the services used can be influenced Hy tburist’'s income. The conference
participation fee does not contain the costs of tnbogrist programmes offered by the
organisers, so these costs must be taken by thieipants from their own discretional
income.

The empiric research covers the Hungarian markethef international conferences.
According to the hypothesis the average daily spenduring the conference is influenced
by the nationality of the participants. On one hamel foreigners’ higher income allows
them to use more services, on the other hand treylaiged to use additional services

(accommodation) due to the distance from their home



2. Content, method and justification of the reseatt

During the research there have been a number dfauelogies used in order to analyse
and evaluate conference tourism in Hungary and talgeview the consumer behaviours
on the market. Among the research methodologiese¢hendary methods were used first
and then the primary research methods took place.

On the one hand, secondary information and datanimp@cessing of literature on
tourism, statistics and analyses related to thgestibOn the other hand it included the
studying of tourism marketing and forms of consurbehaviour, the learning about
different models, and the analysis of consumer Wieba assessments conducted in
tourism.

Secondary research included Hungarian, EnglishGardhan literature. For processing the
theoretical background, Hungarian studies and bowése also used, however for the
planning of the research, and for the assessmenesafts foreign research materials were
reviewed as tourism marketing, and within that eosfice tourism marketing do not have
adequate literature in Hungary. Therefore the ugerhture and case studies were taken

from a number of international research databases.

For the primary research, questionnaires were usdmbth Hungarian and English with
people attending international conferences in Hunga 2009 and 2010. In addition,
unstructured interviews were conducted with suchsmmer organisations that organise
international conferences and which are involvednternational conferences as clients.
The research was completed with interviews conduetgh the directors of local event
organising firms. During the interviews their oming were sought about the results of the

research questionnaire.

The research questionnaire was not only respongetiungarian but also by foreign
tourists who obviously play an important role ore thnarket of Hungarian conference
tourism. The objective of questioning was to getharough understanding and to
investigate the consumer behaviour of conferenodsis. From among the variables the
following four were examined in more detail: freqog of participation, relative spending,
assessment of “spending-structure” and exploringivaton. With the help of these

variables a cluster analysis was conducted amangalticipants.



In the case of the interviews with organisations thformation acquired from the
secondary data was completed. There have beenrmngmid precise descriptive data
collections about the consigner organizations oth bwational and international level,
therefore the research mainly focused on factoh sas motivation, the “choice of
location” as well as the “reasons behind decisionghe first place. The interviews were
completed with the representatives of those orgéiniss that have already organised

international conferences in Hungary.

The interviews with the leaders of the event organfirms completed the results of the
research questionnaire designed for the particgpainthe conference. The event organizer
firms shared their opinions about the results & grimer study hereby their views
supported the approval or rejection of the hypabkeSuch conference organiser firms
were interviewed that organise several internaticnaferences a year. Besides a similar
extensive interview was conducted with the headdyecd manager of the Hungarian

Convention Bureau, who also shared his opinion athauresults of the research.

The methodology included qualitative and quantiatinethods. The qualitative research
can be used effectively in tourism, when extengivested methods are not available or if
the researcher wants to try new methods.

The quantitative research helped to quantify thia @dad to capture the general trends

based on samples in the analysed market.

3. Results of the research

The most important result of the dissertation iatth has highlighted how complex
conference tourism is and how significant rolelays within MICE tourism, in addition to
business travel, incentive tourism and exhibitiokishough this type of tourism may not
seem prominent considering the number of its pgpeids, it is still a significant

phenomenon in the world of tourism with its econompact and results.

Both methods used in the empirical study and tineeys of the participants as well as the
interviews with the consigner organisations andhwite conference organisers have
proved that there is great potential, and thereifoie worth exploring the demand side of

conference tourism besides the supply side. Fraptint of view of marketing strategy



planning it would be beneficial to get to know thleove mentioned research results in

order to make use of them.

One of the surprising results of the research Wwasit did not verify the former hypothesis
that the date of decision about the participatisngetting closer to the date of the
conference. Based on the search results the gieed bccurring in leisure tourism does
not take place in conference tourism. One of theseas for this could be that the
organisers have to coordinate the event by shanedatest possible application date. The
latest date of application is in correlation witletbooking, paying, cancelling deadline
contracted with the service providers.

Another reason for the result can be related todémand peculiarity of the conference
participation. As participation does not occur éslre time or on the basis of their own

discretional income the participants make decisearier and easier about their travel.

Another important conclusion is that according be tresults of the study the use of
services is not independent of demographic factbng. hypothesis did not consider the
demographic variables as influential factors. Hoeve\the age and the gender showed
relations with the relative spending and with tree wf certain services. In conference
tourism these background variables did not seetadnfial factors, as the registration fee
includes a part of the services, and the other, pdrich is not included (accommodation,

programmes) is paid by the employers. As apart fiieenapplication fee the services are
optional, hence relation can be seen between émeeglts when these services are used.

An interesting result of the empiric research waes ilentification of the correlation that
the frequency of participation in the conferencepahds on the discretional income. It is
true that the basic services (participation feecoaunodation, catering, travel,
programmes) are paid by the employers but theqgnaatits are charged with the cost of
the additional services (hotel services, shoppig).the conclusion was that consumers

are influenced by their discretional income in ttase.

The approval or refusal of the hypotheses was drbyethe comparison of the secondary
and the primer results of the research. The végsegview of the given findings was

carried out through different methods of primaryearch.



The below chart a summarises the conclusions baséue research hypotheses and on the
results of the empiric study, namely whether theaage hypotheses can be accepted or
have to be refused. The chart indicates that ortheoft hypotheses had to be refused i.e.

75% of the hypotheses were justified by researstlt®

Table 1 Approval or refusal of hypotheses

Hypotheses Accepted| Refused

H.1. Consumer behaviour of conference tourists itogmtly
differs from the consumer behaviour of leisure istsr(frequency X

of participation, motivation, relative spending).

H.2. The decision-making process of conference idtsuris
identical with the tourist decision model knownlé@msure tourism X

(time of decision, influencing factors).

H.3. Developed conference tourism of a certain idasbn
influences the leisure tourism of the target aresamber of X

tourists, use of services)

H.4. Different background variables influence spegd(using X

services) during the conference.

Source: own construction

3. 1. New scientific results

New scientific research findings could be defingdpibocessing the secondary data and

with the help of the empiric research.

1. The consumer behaviour in conference tourism wagpet for the conference

organisers and for destinations.

2. Significancy analyses have indicated which varigltgluence the different forms of

consumer behaviour.



3. With the help of multi-variable mathematical-statial analyses five clusters were
formed which adequately represent the differentsaarers groups on the market of
Hungarian conference tourism. Moreover, by charesitg these clusters, the
conference organisers and the destinations can &aweasier reach of the potential
participants to be able to provide the most sugtaervice package for their demands.

4. As a novel scientific methodological achievementmians cluster analysis was
conducted for the participants in conference toori®\s a result further research

methodologies were established.

4. Conclusions and suggestions

Based on the assessment of the research resultauther has made the following
recommendations for the planning of the marketibgtesgies in national conference

tourism and for certain servicing enterprises.

1. Conference tourism plays an important role in camrtry’s tourism. Both the
secondary and primary researches prove that thdityguaf services is
satisfactory, the national conference industry mlewexcellent price-value ratio.
A change is needed within the infrastructure namt@lg number of the
conference rooms needs to be increased. Becaube t#ck of these - as it was
found in the organisational interviews — the coafees with higher number of
participants (above 5000 participants) are not heldour country by the
organisations. Meanwhile the participants do ntdacht great importance (“it is
important and still not so much”) to the servicéshe congress centre, so it does
not influence the consumer decision significanfijne organizers verified the
participants’ opinion, namely it is not the sendad the conference centre that is
the most important factor.

2. On the basis of the research it can be concludatl dmong the services,
accommodation and meals are important for the qyaatnts, furthermore they
like attending optional programmes, so the orgasisaist take these factors into
consideration while acquiring participants. As tharticipants’ income scales

may differ, conference location must be prepareaffer accommodations at
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several price levels. This can be important mainlghe case of hotel services

used.

Programmes during or after the conference arepisierred by the participants.
The income derived from conference tourism canniseeased if the conference
schedule contains optional programmes or the gederation of stay can be
prolonged by providing leisure programmes. The idagon must be prepared
with these supply elements in order to satisfy tleeds of the participants

perfectly.

During the period of the event the participants tbé conference can be
influenced to return at another time. This can d@eved if on the one hand the
organisers offer different package tours or ondtier hand it should be the task
of the “destination”, namely of the local touriganisations to promote leisure
programme packages on the spot as the resulteakfearch also indicate that
the participants like to return to the event’s kima Special attention should be
paid to organising the accompanying programmesesihose who travel with

companions tend to return to the same locationreatgr numbers after the

conference.

The study results of the average spending proveHbagary should increase its
income derived from conference tourism. While in&ionally the amount of
money (without registration fee) spent by one pgréint at an event is US $ 2092
(420.000 Ft) on average, in Hungary this amouteisveen 60.000 and 100.000
Ft. However, the income is closely related to tleevises provided by the
conference location. So it is crucial that the pssfonal side of the supply is
completed with high-standard touristic offerings.

One of the important results of the research is¢ thasters could be formed
among the conference participants. By putting #spondents into five groups,
well-defined clusters were created that show paerccharacteristics. This can
be helpful with regards to the marketing work. @a basis of the characteristics

of the potential participants, it can be easiereich them, while the organisers
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can provide a better customisation of supply ses/ito the needs of the
participants.

4. 1. Theoretical relevance of the research

Within the studies on tourism, conference tourismd @s participant’s consumer behaviour
has received relatively little attention in Hungatgspite conference tourism playing an
important role in the country’s tourism and alsovihg a prominent proposition in the
marketing strategy. Internationally the researcprofessional tourism and within that the
study of conference tourism has already starteds Tibld of tourism already has its
specialized literature, but the majority of resbascreview the supplying side, and there is
little up-to-date information on the demand sidkerefore this research enhances both the

national and the international literature on thiejsct.

The theory-focused chapters of the dissertationehaxplored the importance of
conference tourism, its relation to Hungary, arellihckground literature. The objective of
the theoretical research was to summarise andesisththe scientific results that concerns
tourism and within that the analysis of conferetuagism.

4. 2. The potential practical use of the research

Despite the economic crises, tourism was the oebtos that was able to contribute
increasingly to Hungary’'s current balance of paymmemhe foreign exchange balance of
tourism increased by 10.9 % (according to prelimyjrtata) in 2009 compared to 2008.

In order to develop tourism into the right direatiand to achieve an adequate rate of
growth; thorough planning is required. For thoroym&nning it is inevitable to research
and review the certain types of tourisms. Essaysdiffierent types of tourisms can
potentially help the decision makers to make megsonable decisions that can enhance

favourable changes.

The given destinations should define their towistisources and should also be prepared
to satisfy the demands and needs of the partitalarst segment. Without satisfying the
extended infrastructural needs of conference toyre®nferences venues can not achieve a

long term development and growth.
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The organising firms have to be prepared for thenging consumer behaviours, so as to
be able to satisfy demands and needs more completel

The results of this research can be useful on and For the conference organisers and on
the other hand for the decision makers of partictdarist destinations, and of conference
cities. The knowledge of conference tourism systehres studying of conference tourists’
consuming behaviour and the use of research resantpotentially help with the planning
of an appropriate strategy, and with making thepsujing arrangements that promote

development and growth.

4.3. Suggestions for further research

Since in Hungary there have been scarcely any tdaiestudies conducted on conference
tourism, it is advisable that it becomes a resedoglhic in accordance with its future

business potential.

Extension of research could be started in severatttbns. By increasing the sample of
empiric study further conferences with differenbses could be included in the research.
So in addition to the more frequent scopes theareke could potentially include
international conferences with scientific, legalltaral, agricultural, environmental, sports
and with other subjects. The selection of confezsreould also be made based on the size
of the conference, rather than just based on thgesc

Further opportunities could be defined by reviewaignge in consumer behaviour after
the economic crisis to understand the potentialachmf the crisis on the participants’
decision on travels. Afterwards, chronological gss may help to avoid possible
mistakes.

In addition to the Hungarian market, the reseammhd be extended to the international
markets too. This could provide a good opporturtity assess the resources and

competitiveness of the large, medium and smalleference destinations.

The research investigated one segment of businassmm: conference tourism. It could

be worth extending the research to the consumeavii@r analysis of business tourists

13



and of exhibition attendees within the MICE touridnmcentive tourism means a different
research direction, because based on its demarndrdeait is categorised under

professional tourism but the provided servicesgpiiris closer to leisure tourism.

Apart from the demand factors, the supply side @lapn be analysed, however scientific

studies have already been conducted on this subject
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