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Chapter One

Introduction

Introduction

The Tourism industry is one of the World’s largest industries within today’s society. The global tourism industry involves many different sectors providing a variety of products and services. The tourism industry has over time development immensely and is still growing today. Through the development many different forms of tourism have evolved, one of which is the focus of this dissertation, Conference Tourism.
The conference industry has derived and developed from Business Tourism a phrase, which incorporates travel for business related reasons. Meetings and conferences have been existent for many years and date back to early civilization but the term Conference industry has only been apparent since the late twentieth century. The Conference tourism industry has become a very important part of business tourism and global tourism in general.

Over the past decade, the conference and meetings industry has escalated in terms of supply and demand becoming in itself a ‘Global Industry’ (Rogers, 2001). The demand for conferences and meetings has increased through businesses and organisations incorporating conferencing into their typical business activity resulting in the increased supply of conference venues, facilities and services by tourism and service providers.

The conference sector is a high quality and very lucrative part of the tourism industry which complements the leisure tourism market by dominating the off peak seasons, making it a favourable market for tourism providers. The vast development in supply and demand makes the conference industry a highly topical issue and one that has not been extensively researched which is the main reason for this study.

Recognition of the conference market has been made on a global scale, firstly within the USA and later in Europe and the UK. This study concentrates on the development in supply and demand of conference tourism within South Wales.

In relation to the rest of the UK, the conference industry in Wales is still developing, as is business tourism in general. The region is recognising the potential of the market and the benefits business tourism can bring to Wales. This study looks at conferencing within South Wales focusing on the development of supply and demand as well as current and future trends within the industry. The study incorporates interviews with selected conference venues that fulfil the supply side of the industry in addition to private, public and voluntary organisations that denote the demand side of the market.

The main aim of this dissertation is 

To undertake an investigation into the development of supply and demand within the conference industry, using a case study of South Wales.

To achieve this aim, four objectives were set

1. To investigate the development of the conference industry with reference to South  

    Wales

2. To analyse supply for conferences within South Wales

3. To analyse the demand for conferences within South Wales

4. To review current and future trends within the conference industry in South Wales.

In order to compile a better understanding of the aim and objectives two forms of research were carried out. Firstly secondary research, in order to obtain a background understanding of the conference industry which was then followed by primary research, which was gathered using a qualitative interviewing technique using a sample of conference venue providers and organisations who require conference venues. Fourteen in-depth interviews were conducted and analysed allowing the author to reflect both primary and secondary research resulting in valid efficient data. The results were then concluded and recommendations were made, following the study’s finding.  
Chapter Two

Review 

of 

Literature

Development of Tourism

Tourism dates back to ancient times and began with the Romans and the Greeks whose interests were sporting events, festivals and sites of interest (Lavery & Doren 1990). Through the Romans road networks were established but during early development, travel was only pursued by the rich and powerful and for religious practices. Transport developments such as Steam power which aided rail and sea travel was a major influence to the industry. After the Second World War travel continued to develop domestically and internationally aided by the development of Jet aircraft and the commercial aviation industry. After the introduction of the Boeing 707 the 1960's saw a mass demand for scheduled and charter flights leading to the growth of the package tour (Youell 1998). The market for package tours has rocketed and today there are many different types of tours and packages to various destinations.
Tourism today is a massive global industry and from the start of the new millennium has become a phenomenon, which is firmly established as the number one industry within many countries (World Tourism Organisation, 2004) Tourism has become a very important economic tool resulting in improved employment, infrastructure, stability and investment. In 2003, there were approximately 703 million international tourist arrivals, a 2.7% increase on 2001 with all regions resulting in success excluding the Americas, which saw a decrease in arrivals due to the remaining effects of September 11th. With 57%, Europe was confirmed the world top destination (WTO, 2004). According to ABTA Travel Statistics and Trends 2003, UK residents made 59.4 million visits abroad in 2002 with 74% of this air travel, Spain saw the largest increase in the number of visits made by UK residents. In relation to Tourism in the UK, 2002 saw 24.2 million overseas residents visiting the UK, which was 6% up on 2001, but 4% down on 2000. The amount spent in 2002 by overseas visitors to the UK was 11.7 billion. According to Todd (2001) today's mass tourism industry has been driven by a number of factors; growth in real income, the advancement in personal wealth and the expenditure on non essential items, leisure time increases, peace amongst nations, freedom from administrative restraints on international travel, freedom within international currency and finally the expansion of affordable public transport. All these factors have contributed to tourism in the Twenty first century.

"The growth in international and domestic tourism since the 1950's has been 
nothing short of dramatic, with international tourist arrivals climbing from 25 
million in 1950 to a record 592 million in 1996"







(WTO, 1997 cited by Youell 1998 p7)

From these figures and statistics, it is clear to see how important the tourism industry is today. The development of transport has had a major influence on the industry from the emergence of road networks by the Romans to the development of jet aircraft allowing the population to travel safety and efficiently. Tourism has become through the years more efficient and more accessible, and is now not only for the rich and powerful but also for everyone. According to Lonely Planet (online) the travel industry has developed hugely over the past 30 years with a main trend, being the evolvement of destinations stated by one of Lonely Planets founders 


"You look back 30 years ago and the number of people going to Thailand 
was 
minuscule, now it's up there with major European destinations"








(Lonely Planet (online) 2003)

 Through tourism's development, different reasons for travelling have evolved which have stemmed from just leisure purposes these different types of tourism have emerged with the contribution of easier access to transport, low cost issues and efficiency levels concerning travel. Stated again by Lonely Planet (online)

"Travel has become accessible, it's cheaper, it's easier, and people can go 
further"







(Lonely Planet (online) 2003)

Types of Tourism

Through the development of mass tourism, the population has many travelling opportunities and many types of holidays to choose. In today's society people travel for all types of reasons whether it is for leisure, sporting or business reasons which, it could be argued has lead to the development of different forms of tourism, examples of which are outlined below.
Sports tourism

Sport has become a very important part of tourism along with sporting events. Hall (1992) defines sport tourism as


"Travel for non-commercial reasons to participate or observe sporting 
activities away from the home range"





(Hall 1992 p194 cited by Hinch & Higham 2004 p19)

Sport has been recognised as a significant activity for travellers whether it involves participation or spectating.

Sport tourism is often associated with special events which is a type of tourism in itself sporting special events can include the Olympics, FA Cup, Commonwealth Games, Wimbledon.

Special event and festival tourism

Events are increasingly popular in terms of tourism, and are used as a tourism tool. Major events and festivals can create mass tourism as people travel to attend them. Goldblatt (2002) defines a special event as


"A unique moment in time celebrated with ceremony and ritual to satisfy 
specific needs"









(Goldblatt, 2002 p6)

Examples include the Rugby world Cup, the Olympics, the Carnival in Rio de Janeiro, the Chelsea Flower Show, Edinburgh Festival (Allen et al 2002). Events can be an incentive to travel to a particular destination and due to today's transport, can be used to increase the popularity of last minute or weekend breaks. 
Adventure Tourism

Muller and Cleaver (2000) state that


"Adventure tourism is "characterized" by it's ability to provide the tourist with 
relatively high levels of sensory stimulation, usually achieved by including 
physically challenging experiential components with the (typically short) 
tourist 
experience"



(Muller & Cleaver 2000 p156 cited by Swarbrooke et al 2003 p29)

Activities that feature as part of adventure tourism are rafting, rock climbing and hiking.

Culture and Heritage tourism

Culture and heritage tourism can be seen as two separate forms of tourism but are often linked together. Hall & Zeppel (1990) state that


"Cultural tourism is experiential tourism based on being involved in and 
stimulated by the performing arts, visual arts and festivals. Heritage tourism 
whether in the form of visiting preferred landscapes, historic sites, buildings 
or monuments is also experiential tourism in the sense of seeking an encounter 
with nature or feeling part of the history of a place"




(Hall & Zeppel 1990 p87 cited by Timothy &Boyd 2003 p5)

Ecotourism

Ecotourism has become increasingly more important linking with sustainability and sustainable tourism, which have become the 'buzz' words of the Twenty first century. Goodwin (1996) explains that ecotourism is,


"Low impact nature tourism which contributes to the maintenance of species 
and habitats either directly through a contribution to conservation and /or 
indirectly by providing revenue to the local people to value, and therefore 
protect their wildlife heritage area as a source of income."






(Goodwin 1996 p288 cited by Fennell 2003 p21)

Business Tourism


"Business travel comprises all trips whose purpose is linked with the 
traveller's employment or business interests"







(Davidson & Cope, 2003 p3)

Aspects that are included within business travel and tourism are conferences, conventions, exhibitions, incentive and corporate travel and corporate hospitality. The business tourism market has dramatically increased over the last decade and it is because of this Conference tourism has been chosen as a topic of research.
Business tourism has become an important and very sophisticated industry stated by the World Tourism Organisation (2000) business tourism accounts for 18% of all international tourism (cited by Shawt & Williams 2002). In 1989, the travel market for world business was estimated approximately at $320 billion.
Business travel is comprised with different types which include, individual business travel, which involves people that travel for their work e.g. journalists. Incentive travel, which is designed to sell, reward or motivate staff and can be used as a developmental tool to stimulate achievement within the workplace. For example, an employee may be rewarded for exceeding an important sales target with a weekend trip to a luxurious destination (Davidson & Cope, 2003). Statistics show that during the late 1980's the UK incentive travel industry was estimated at £400 million and over one third of large UK businesses use travel as a reward (Shawt & Williams, 2002). Exhibitions, trade fairs, trade shows and consumer shows that are organised for businesses and organisations to display products and services to a consumer audience who wish to make a sale or receive expert information. Corporate hospitality, which is used by organisations to build a rapport or create goodwill with VIP customers or potential consumers, this may include VIP treatment at a prestige-sporting event such as the Rugby World Cup. Lastly the topical aspect of meetings and conferences, which are held to enable employees, shareholders, customers and members to communicate with one another (Davidson & Cope, 2003). Conference tourism is a huge market on both a national and international scale (Shawt & Williams 2002) the primary international conference centres within Europe are Paris, London, Madrid, Geneva and Brussels and outside of Europe are Sydney, Singapore, Washington and New York. This sector of the Tourism industry is very competitive one of the largest international conferences held was the international Rotary meeting at the NEC in Birmingham which was attended by 23,000 delegates (Shawt & Williams, 2002)  demonstrating a massive industry. Conferences have become a very important sector of the tourism industry and having significantly increased during the twenty-first century makes it a very topical issue, which the author will discuss further in detail.
Development of the Conference Industry

Rogers (2003) states that the conference industry 


"…is a young dynamic industry which is growing and maturing at a rapid 
rate"









(Rogers, 2003 p1)

Meetings have been around since the early days of civilization but only since the end of the 20th century has the term "conference industry" evolved, one of the most dated highest profile events recorded was 'The Congress of Vienna' which occurred from September 1814 to June 1815 which was called to re-establish the territorial divisional of Europe (Rogers, 2003). 

Trade and commerce drove the need for venues and meeting spaces and as the 19th century progressed universities, spa towns and Victorian resorts with assembly rooms began making larger spaces for entertainment and meetings. Due to the development of the railway network, after steam power was introduced there was increased construction in railway hotels situated along major stations that contained substantial function rooms (Rogers, 2003).With the United States and Europe trade, professional, fraternal and religious associations were developing and increasing, leading to the demand for meetings betweens members (Montgomery & Strick, 1995). In 1896 in Detroit, Michigan, a group of businessmen realised the economic value of hosting meetings, which lead to the formation of the first convention bureau (Gartell 1991 cited by MICE Research Unit, 2000). The purpose of this Bureau was to attract trade, professional, fraternal and religious associations to the city of Detroit ( Montgomery & Strick, 1995) ,after this many other cities also set up their own bureaus leading to establishment of 'The International Association of Convention Bureau's' (IACB) (Spiller, 2002). Transportation developed particularly within commercial air travel, and by the 1960, the industry was contributing significant revenue to hotels and public venues (Shone, 1998). During this time, many other hospitality associations and organisations were founded such as the American Hotel Protective Association (Montgomery & Strick 1995). The growth of the industry has been a result of factors concerned with supply and demand. (Spiller, 2002) Large hotel chains such as Holiday Inn, Sheraton, Hilton, Marriot, and Hyatt, who worked closely with associations to provide conference services and facilities, were the first to recognise the importance of the industry (Montgomery & Strick 1995). During the decline in holidays within domestic resorts, due to the increase in air travel within the Twentieth century many resorts steered toward the conference market to ensure their economic stability, resulting in the first major purpose-built civic conference venues within the UK including Brighton in 1977 and Harrogate and Bournemouth in the early 1980's (Shone, 1998). Rogers (2003) states that there has been steady increasing investment into the infrastructure that supports the conference industry. During the 1990's, a rapid increase occurred within the UK and, from 1990-2001 investments in conference centres totalled an average of £403 million, the first, and biggest conference centre built in the UK was the International Convention Centre in Birmingham, which cost approximately £180 million. (Rogers 2003). According to Spiller (2002), factors that have affected tourism in general have also supported the growth of the convention industry such as increased disposable income, desire to travel, increased leisure time, and technology and transport improvements.

Conference tourism today is increasing year after year and has become a very lucrative sector of the tourism industry on a worldwide scale.



"Conference tourism is now a truly global industry"







(Rogers, 2003 p7)

In 2003, conferences within the UK were worth approximately £7.7 billion to venues, who staged an average of 386 conferences resulting in a 32% increase from 2002. Within 2004, an increase in figures is expected (www.bacd.org.uk, 2004). Business tourism in general has the largest market share of UK tourism and according to VisitBritain projects by 2010 business visit expenditures will account for 45% of total inbound tourism spend (Gallery, 2003). The average duration of a conference today is 1.6 days with an average of 37 delegates, the majority of conferences take place during the months of September and October (BACD, 2004) which are classed as off peak seasons in comparison with leisure travellers. From these figures, it is clear to see the conference industry is booming and destinations have caught onto this market segment realising its potential.

Since 2003, 'The British Conference Venues Survey' constitutes a conference as an out of office meeting for at least four hours, involving a minimum of eight people. This has developed since (Rogers, 2003) the British Tourist Authority's definition which dates back to 1977 defining a conference as a meeting held in hired premises lasting a minimum of six hours involving a minimum of twenty five people with a fixed agenda or program (MICE Research Unit, 2000). This comparison shows the evolvement of the industry; as the conference industry has developed, so has the definition of a conference. The conference industry incorporates many benefits and advantages, which have definitely been identified by destinations and organisations within the tourism industry. Beyond these benefits, include leisure extensions which business travellers opt to take when travelling for business related reasons which will include cultural or leisure activities within the host destination. Delegates may also bring along friends or family on their trip; according to figures 17% of conference delegates are accompanied by one or more guests who are not delegates, social networking which could involve gala's, dinners and receptions. Repeat business is a major benefit; where the delegates were pleased with the destination or organisation that hosted the conference and may return again for business or for leisure benefiting in future inward investment (Davidson 2003). Conference tourism, is seen as the high quality end of the tourism sector with a high spend market (Rogers, 2003) thus leading to the greater profitability aspects. The conference market gives tourism organisations a chance to diversify product markets during off peak seasons as it is considered an all year round activity .These benefits are very influential in economic terms



"The convention industry is globally recognized for its valuable 


economic contribution to tourism destinations"









(Dwyer, 2002 p21)

In relation to the economic impact of conference tourism, there are different measurements used to underpin the value of the industry, which must include indirect and induced effect, leakages, displacement and opportunity costs. The multiplier analysis can also be undertaken; where an area or city measures the value of conference and business tourism within that area (Roger 2003). Cited by Shone (1998) according to the passenger survey within the UK approximately 742 million is due to overseas business travellers attending conferences, meetings and exhibition venues. Elliot (1996 cited by shone 1998) also generalises that every visitor to Britain on average spends approximately £500 and every extra planeload supplies seven more jobs, which he believes demonstrates the importance of conferencing in particular. 

"Many towns, cities and resorts have seen the conference business as their 
economic salvation  ..." 









(Shone, 1998, p10)

According to Rogers (2003), there is also an issue that business travellers have less negative impacts on the environment. They travel in smaller numbers, its easier to educate them on their locality and their impact on it, and they tend to use public or organised transport resulting in less traffic congestion and pollution, however business travellers do tend to travel more times than an average leisure traveller would and demand higher quality accommodation and facilities. There has also been the issue CO2 emissions and waste generation caused by venues within the industry.

Conference tourism has positive and negative impacts on the locality of a destination. Destinations wishing to diversify into the business and conference market require a number of elements; availability of attractions, transport provisions, availability of accommodation, food and drink and the provision of infrastructure and support services. Business tourism complements leisure tourism and peak months are during off peak months of leisure travellers this gives destinations tourist income all year round, which is positive for local businesses as well as the conference venue, but could be seen as a negative social impact, as there are tourists within the region all year round. During large conferences or conventions there may be some social disruption to the local community, which could be due to high levels of security or congestion. A prime example is New York, seen as the Business Capital of the World and the city that never sleeps which sees a lot of business activity. Aspen is also another example that receives many business travellers during out of ski seasons but is a far different type of destination compared to New York but both benefit enormously from business travellers. According to the Meetings Market Report 2004, within the US, Chicago is reported the most popular city for corporate meetings, Orlando took second place and Las Vegas third (mcmag.com, 2004) which is home to a 3.2 million square foot convention centre, one of the most modern and functional facilities in the world (lasvegas24hours.com, 2004)
Supply and Demand within the Conference industry
Through the development of the conference industry, the issue of supply and demand has been made apparent resulting in the boost of the industry. 

Conferences today are still undertaken for trade and commerce reasons, as they were in the past but have developed from when the industry first developed. Organisations and businesses from all sectors, private, public and voluntary, and industries, manufacturing, retail, leisure and tourism undertake conferences to communicate with one another on issues concerning their business. A general purpose or function for a conference stated by shone (1998) is to provide a vehicle to network with colleagues and maybe explore hidden agendas. Research has also found that purposes for conferences can differ between corporations and associations, where by corporations may plan a conference to divulge information, plan, solve problems and meet training needs. According to the Meetings Market Report 2004 (meetings and conventions magazine online, 2004), in 2003 the top three types of corporate meetings were sales / marketing meetings, management meetings and training / educational seminars. However associations may require a conference for reasons such as networking, educating members, planning, problem solving and to generate revenue (Montgomery & Strick 1995 cited by Shone 1998), the top three association meetings being board meetings, training / educational seminars and professional / technical meetings (meetings and conventions magazine online, 2004) 

According to Rogers (2003), Britain has seen around 5000 venues that host conferences, meetings and related events. There are many different types of venues used for conferences within cities and regional areas. Convention centres; which are facilities without sleeping rooms and are generally funded by the government, conference centres which include sleeping rooms, hotels which provide accommodation and food and beverage services, limited service hotels, Resorts, academic venues and unusual venues which could include tourist attractions, sports venues, museums or Castles and listed buildings (Shone, 2003). According to the 'British Conference Venues Survey', 2002 (staruk, 2005) 59% of conferences and meetings were held at urban / airport hotels, 16% were held at unusual venues and 11% in rural hotels.

After conducting the Meetings Market Report for 2003, meetings and conventions magazine have concluded the significant growth in the meetings industry within the US. According to the report companies in 2003 spent $15 billion on meetings, holding 890,994 meetings resulting in almost 50,000 more meetings than in 2001. Attendees to these meetings rose 10% reaching 56.4 million, corporate planners also showed an annual expenditure of $262,000 displaying a 21% increase (mcmag.com, 2004). These figures are huge and show how lucrative this industry can be for facility and venue providers, as well as other organisations. Hotels alone make up around two thirds of the overall conference venues (Rogers, 2003). According to the report, hotels and food and beverage charges took up 56% of the expenditure. Hotel charges held the largest expenditure percentage at 30%, which demonstrates the benefits the hotel industry can reap from conferences and meetings and the industry as a whole. Food and beverage held 26% and air transportation held 16% other expenditures included speakers/ entertainment/ AV equipment, ground transportation and third party fees. When choosing a destination or venue for a meeting the top three priorities for planners were the affordability of the place, the availability of hotels or suitable meeting facilities and the ease of transporting attendees. The results of the report stated that in 2003 planners preferred holding corporate meetings at urban and resort hotels distributing 34% of meeting expenditure to downtown hotels and 20% to resorts. The report states when choosing a hotel for a conference venue the most important factors planners are concerned with are, the amount of meeting space where 84% quoted a high factor, price at 82%, negotiable food, beverage and room rates (79%), the quality of food service (76%) and the number, size and quality of the sleeping rooms (74%) (mcmag.com, 2004). 

According to Montgomery & Strick (1995). 

"Clearly a hotel, motel or resort that has the physical facilities to host 
meetings or conventions should review their marketing plan to ascertain the 
viability of attracting these markets" 







(Montgomery & Strick, 1995 p96)

The demand for conference facilities and services can differ from company to company as all provision needs and preferences will be in relation to what the organisation is looking for in a venue for their particular conference type.

The hotel industry has adapted to this demand of meeting space and the majority of today's hotel developments and reconstructions hugely involve the implementation of conference and meeting facilities. Examples of this include, within the US Gaylords hotels who have released their latest project, The Gaylord National Resort and Convention Center, which will be located ten miles south of Washington D.C and includes 1,500 guest rooms and 400,000 square feet of exhibition and meeting space along with other facilities. Within Europe, Dolce International have opened The Dolce Conference and Resort Destination in Sitges Spain, which has 263 rooms, 21,750 square feet of meeting space, 35 meeting rooms, a business centre plus other attributes. (mcmag, online, 2005). This research concludes that the conference industry has a very tight relationship with venue facilitators most of which are hotels; however, the issue of unusual venues is becoming more important.

Unusual venues within the industry are becoming more apparent. Unusual venues include a wide range such as stately homes, castles, visitor attractions, museums, gardens, theatres and sporting venues. Rogers (2003), states that almost any type of building that has been recognised by an organisation can be promoted as a conference venue. The MICE Research unit (2004) states that people have a natural desire to try something new and the emergence of new upcoming venues and locations has affects on established locations. In 2004, unusual venues are the third most popular for holding conferences and meetings in the UK after hotels and dedicated conference / training centres (business tourism partnership, online, 2004). Shone (1998) states that the demand from conference and incentive travel organisers for unique or unusual venues is extremely significant, furthermore Rogers (2003) states that the main attraction of unusual venues is their special appeal and memorable factor which can compensate for poor facilities provision.

It is clear that the supply of conference provision has stemmed from the demand for facilities and services from businesses and organisations, which has lead to the mass development within the industry today.

This study will next look into the development, supply and demand of the conference industry within the region of South Wales.

Chapter Three

A Case Study of South Wales

Case Study of South Wales

The focused region of this research will be South Wales. 
The culture, language and heritage of Wales makes it an attractive destination for tourists, some of the main attractions include castles and historic places, wildlife and national parks and traditional folk and music festivals such as the Eisteddfodau which is a major festival celebrated throughout Wales (Reference services, central office of information, 1993). The UK domestic market holds the largest market share in tourism for Wales, in 2001 tourist spend estimated at £2.7 billion from overnight and day visitors with the UK market generating 93% of visits and 87% of all overnight tourism spend. Compared to the rest of the UK, international tourism in Wales in low, only attracting 4% of all overseas visits and less than 2% of all overseas spending. The awareness levels of Wales as a holiday destination are low which disadvantages Wales from increased tourism benefits, but the Wales Tourist Board are tackling this in partnership with the British Tourist Authority to promote Wales to overseas markets (Wales Tourist Board, 2004). During 2001, two major events, the Foot and Mouth outbreak and the terrorist attacks of September 11th, the latter effecting tourism on a global scale, badly affected the Wales tourism industry. During this time, international visitors to the UK dropped by 7% and expenditure fell by 14% but figures are improving.

Due to the above issues, Britain as a whole has recognised the importance and lucrative aspects of Business Tourism. In 2001 business visitor spend in the UK overtook holiday visitor spend with this increasing trend more and more destinations in the UK are entering into the business tourism market which has lead to a business tourism section within 'Visit Britain' to promote and market Britain as a destination for meetings, conventions, incentives and exhibitions (VisitBritain, 2004). According to the Wales Tourist Board (WTB), the business tourism sector is a potential growth market for Wales. According to shone (1998) Wales held 4.5 % of total venues in the UK with nine venues accommodating over 1000 delegates since this statement developments have been seen increasing this number and widening the venue provision. Wales offers small and large conference venues ranging from hotels to visitor attractions; it also has strength within the team building and incentive market and continues to strengthen the value for money experience on offer in Wales. Wales does lack the ability and facilities to hold large exhibitions however; the Wales Tourist Board is working together with Visit Britain to promote Wales' awareness and identity as a business tourism destination along with improvements in quality and levels of professionalism to attract more business travellers to extend their stay in Wales (WTB, 2004). The key activities that the WTB set out for 2003 / 04 in relation to business tourism included the deliverance of an effective brand response campaign, improvements in the business tourism website and an evaluation of its effectiveness, finalisation of convention bureau plans and an integrated business marketing campaign to raise awareness of Wales (WTB, 2004).
According to an article in the Western Mail (Aug 2003) The Wales Tourist Board's latest campaign concerning business tourism has included the launch of two glossy brochures, 'The Conference Planner' and 'The Incentive Guide' that have been distributed to businesses and organisations throughout the UK , France, Germany and the United States to encourage events throughout Wales. The senior business travel executive from the WTB'S Business Tourism Unit, Beth Harris has stated 


"Business Tourism is a lucrative sector, and we want Wales to increase its 
market share."






(Beth Harris cited by Smale 2003 p2)

Wales has already seen high profile conferences taken place, in 2002 Cardiff hosted the Labour Party spring Conference. 
The three main destinations that have developed within Wales as conference destinations are Llandudno, Cardiff and Swansea. North Wales has seen a strong growth in the business tourism sector, at the end of the financial year of 2003, it was expecting a 100,000 increase but, exceeded this and achieved one million (Western Mail, 2003). Llandudno, North Wales is also the first region in the country with a dedicated Conference Centre, which in 2003 stated by its conference and events manager was hosting 350 events a year receiving an 85% repeat booking rate (Smale, 2003). Following this example Cardiff County Council are undertaking a feasibility study to identify Cardiff's need for a Conference Centre (Smale, 2003) aiding the current conference venues such as a the Millennium Stadium, Cardiff Castle and a variety of Hotels including St Davids Hotel & Spa. Swansea is also directing itself toward the business market with a range of developments to the city's infrastructure to attract more business travellers, such as newly developed hotels including Morgans; a five star exclusive boutique hotel (WTB, 2003) and more recently the Grand Hotel; which has undergone a major 2.3 million transformation. In addition, the SA1 Swansea Waterfront development is hoping to attract international attention to the region (WTB, 2003). In 2003, The Wales Tourist Board introduced the Business Class award scheme, which is a new grading scheme for business travellers awarding hotels and conference venues based upon their range of facilities. By September 2004, eight hotels achieved the Platinum award for their business facilities including Jurys Cardiff Hotel, St Davids Hotel & Spa Cardiff, Swansea Marriott Hotel and The Celtic Manor Resort (WTB, 2004).
The business Tourism market has become, and is continuing to develop into a very lucrative industry within Wales. In 2001, Wales received 1.3 million overnight business visits to and within the country leading to a £282 million expenditure figure, overseas travellers spending 61 million made 198,000 of these trips. This demonstrates the increasing importance of the overseas market to Wales as they tend to stay for a longer period of time and their expenditure rate is higher than that of a domestic traveller who spend an average of £119 compared to the overseas business visitor who spends £401 per trip (WTB, 2003)
It is clear to see that the business and conference market in Wales is becoming increasing strong. This research is to use conference venues within South Wales, some of which have been mentioned; The Celtic Manor Resort, Morgans, and Marriott along with others such as The Oxwich Bay hotel and Sketty hall, and analyse conference provision. The venues chosen for the study vary in size, type and classification. Hotels from each classification, from two to five star all offer a different extent of conference provision depending on their size and class. For example, five star hotels tend to offer high standards of meeting facilities but depending on their size may not provide an extensive amount of meeting space, with reference to the Celtic Manor Resort and Morgans hotel that raises the issue of quality not quantity. The size of a venue is of obvious importance and the more meeting space a venue can provide opens up a larger potential market segment, as mentioned earlier Wales as a destination is lacking in this respect but is aiming to overcome this disadvantage. 

Businesses and organisations within the region who conduct conferences and facilitate the venues include private companies; Asda, public organisations; Wales Tourist Board and voluntary organisations; National Trust  that all have different reasons for operation but all have a common interest in conducting meetings and conferences and are included within this study dominating the demand side of the industry. 
The next chapter will be looking at the research methodology for this project that was used to achieve a successful investigation into the development of supply and demand within the conference industry, using South Wales as a case study.
 

Chapter Four
Research

Methodology

Research Methodology.

Aims and Objectives
This chapter will follow onto look at the research methodology used within this study.
The aim of the research is to investigate into the development of supply and demand of the conference industry, using South Wales as a case study. The study aims to meet four objectives

· To investigate the development of the conference industry with reference to South Wales venues

· To analyse the supply for conferences within South Wales
· To analyse the demand for conferences within South Wales

· To review current and future trends, within the conference industry in South Wales.
Research

The Oxford English Dictionary defines the term research as 


"Systematic investigation and study of materials, sources, in order to establish 
facts and reach conclusions."







(Oxford English Dictionary, 1996:771)

This dissertation looks at both Primary and Secondary research. 

Secondary research is data previously collected on a certain subject

".. an activity whereby no new original data is collected but where the 
research project draws on existing ('secondary') sources alone." 









(Clark et al 1998: 8)

For the literature review chapter within this dissertation secondary research was gathered on the subject area.
Primary research is first hand research that has not been undertaken previously


"..research which involves the collection of original data using an accepted 
research methodology."









(Clark et al 1998: 8)

Undertaking primary research to achieve the set objectives is one of the main aims of this dissertation. 

The title of this dissertation is an investigation into the Conference industry : A case Study of South Wales.

To undertake this research and achieve the set aim and objectives both quantitative and qualitative primary methods were considered for the study.
Quantitative and Qualitative.

There are two main types of research methods, which are Quantitative and Qualitative.

Quantitative research methods concern data that can be quantified usually using numbers and statistical data, which can then be analysed and presented in the forms of graphs and tables.


"The quantitative approach to research involves statistical 



analysis. It relies on numerical evidence to draw conclusions or to 


test hypotheses."








(Veal, 1997, p34)
According to Denscombe (2003), there are different types of quantitative data. Nominal data; where counting and categories are used, interval data where by categories are ranked on a scale; ratio data which is also scaled but has a true zero; discrete data which is displayed only in whole units and continuous data which is measured to the nearest unit (Denscombe 2003).
Quantitative data can incorporate coding and grouping of the mass data in preparation for analysis. The analysis of quantitative research involves statistical tests predominantly aided by computer software packages such as Software Package for Social Sciences (SPSS) (Robson 1993). Results can then be displayed in the form of graphs, tables and charts. The advantages of using a quantitative method of research include the scientific factor where mathematical techniques are used to produce 'clean' straight data, which creates a sense of confidence in the results. As the data is based on measurement and not interpretations, results can be checked for authenticity (Denscombe, 2003). Data collected is usually easy to analyse statistically due to the data being mainly numerical and can be efficiently transferred to a software package. Existing theories can be tested through presenting structured results effectively by means of visual aids such as graphs.
Disadvantages of quantitative data include the quality of data, which can be affected by the method used for its collection; if the method used is of a poor quality, the results will also be poor. The researcher can become detached from the research and become too technically involved with the analysis taking attention away from the aim of the research (Denscombe 2003). Although quantitative research allows mass data collection, this can be discouraging and can become very complex. It is also difficult to deal with sensitive topics, as there is little time to discuss issues with interviewees.

Qualitative research is a more in-depth and specific research method that produces


"Qualitative data, usually in the form of words rather than numbers"







(Miles and Huberman 1994: 1)

Qualitative methods produce data which cannot be quantified or measured and is based upon views, behaviour, opinions and attitudes. Qualitative data can provide the researcher with well grounded, rich descriptions and explanations of processes within local contexts (Miles and Huberman 1994)
Qualitative research can include in-depth interviews, group discussions, surveys or participant observation (Kent 2001). Qualitative methods involve the analysis of responses and the underpinning of current themes throughout the research; a matrix table can then be used to present the results. The advantages of using a qualitative method are that it allows the researcher to gather rich and deep quality data (Bouma & Atkinson, 1995) from a particular topic area with the option to explore areas of new research, building new theories. It allows a close relationship to build with the interviewee and sensitive issues and complex questions can be addressed which can be impossible when using a quantitative method. 
Qualitative research methods do have their disadvantages, according to Kent (2001) they tend to be labour intensive and quite complex resulting in a slow collection of information. Researcher bias can be an issue in the structure of questions and desired answers. Due to the type and variety of data, analysis can become a difficult and slow process and cannot be statistically analysed as easily through a software package. Generalisation can be difficult and poor, based on the results and it is often difficult to establish validity and reliability of the research.
A main difference between these to forms of research has been distinguished by Jary and Jary (1991:513-4 cited by Clark et al 1998:40) which summaries that qualitative research techniques rely upon the skills of the researcher and quantitative methods rely upon the research instrument.
After considering both quantitative and qualitative research methods, a qualitative approach was chosen to be more appropriate for the chosen field of study. The research topic is centred on the increased importance of the conference industry, which is considered by the author, as a topic that required in-depth investigation. To obtain the information required, the gathering of professional views and opinions was vital to obtain successful results and conclusions where as a quantitative approach would be impossible to use.

Survey Technique


"A survey in a general sense is any form of systematic data collection 
undertaken with a view to providing a detailed description and analysis of a 
particular topic"










(Kent, 2001:6)

There is a variety of survey types ranging from postal surveys to interviews but according to Robson (1993), survey strategy has general advantages and disadvantages. Using a survey technique can provide a straightforward study into attitudes, values, beliefs and motives. They can be used to gather general information from a population and with the use of a highly structured survey high amounts of standardised data can be collected however, data that is gathered can be affected by the respondent's characteristics such as their experience or personality. Respondents may also respond in the way they think they should respond, holding back their true beliefs and attitudes (Robson 1993).
Qualitative research types can include; observation, a natural technique watching people's actions and responses (Robson 1993); case studies where a particular area of research is deeply analysed; focus groups, which encourage the exchange and production of views and ideas between members through interaction (Clark et al 1998,) and lastly qualitative interviewing which, according to Mason (1996) is recognised as on of the most popular techniques to gather qualitative data. The term can be referred to as


"In-depth, semi-structured or loosely structured forms of interviewing."









(Mason, 1996:38)

The researcher chose this method of in-depth interviews using a semi-structured method to carry out the research. The reasons for this are highlighted by Robson (1993) who states


"The interview is a flexible and adaptable way of finding things out" 








(Robson, 1993:229)

Face to face, in-depth interviews enabled the researcher to aid the line of questioning and discussion topics to retrieve rich and useful data material. In-depth interviews were conducted using a semi-structured style, which enabled the interviewer to use a prepared set of open-ended questions to aid the interview (see appendix two). This semi-structured style allowed the interviewer to modify questions or adapt additional questions and discussions around the context of the conservation, giving the interviewer and interviewee freedom of discussion. 

The interviews were recorded by means of a Dictaphone and written notes to aid the analysis and evaluation process. This overall method was found to be the most efficient because of the stated advantages; however, since undertaking the research the interviewer did experience some of the pre-conceived disadvantages. The interviewing process was quite time consuming from firstly contacting the interviewee up to the practical interview. In addition, the co-operation of potential interviewees and their willingness to help was poor in some cases; Robson (1993) supports both these disadvantages.
Data Design
The data design is an important aspect to achieve correctly to obtain relevant and quality information. To aid the qualitative interviews a brief checklist was used which included a list of open-ended questions (see appendix two)

"with an open ended question there is no prior list of responses."







(Veal 1997, p164)

This type of question allows the interviewee to answer in their own way giving as much or as little information as they want which is not influenced by the researcher.
The order of the questions began with relevant straightforward questions to put the interviewee at ease and introduce the topic. The questions were based around the themes of the study in relation to the objectives the research aimed to achieve. Questions used in the checklists were then divided into the themes to obtain more efficient results (see appendix three) 

The themes that the questions were based on were
· The development of the conference sector 

· The supply of conference provision

· The demand for conference provision
· Current and future trends

All based on the case study of South Wales. Two checklists were used; one for the venues and one for the businesses but both had the same themes (See appendix two). To underpin these themes approximately twenty questions was the number of questions required to obtain the relevant information from interviewees. The wording of the questions was simple and easily understood, set in an order that flowed easily during the interview and was then divided into themes for the evaluation and analysis process.
A simple layout was used for the checklist or questionnaire, which was easily read by the interviewer (see appendix two).
Once the design has been achieved this lead to the pilot study.

Piloting


"A pilot study is a simple way of testing whether the articulation of the 
method(s) selected for use in a research programme is adequate to meeting 
research objectives."









(Clark et al, 1998:44)

Robson (1993) further states that the first stage of research gathering should initially be the pilot study, which establishes any problems or inaccuracies in the methods and techniques chosen. The author agrees with these statements as any problems that can be foreseen and resolved at an early stage in the research is defiantly in the interest of the study. Therefore, a pilot study was undertaken. Firstly, a fellow student was chosen at Swansea Institute with the aim to achieve honesty on the process supported by Clark et al (1998) that fellow students and friends are more likely to let you know what they honestly think. During this run, the researcher also tested the audio recording equipment and note taking style, which proved successful. A business was also piloted and the set of prepared questions were discussed with a tutor and adjusted accordingly to obtain a more successful result.

Sampling Framework

One of the most important factors of gathering data is whom to interview, this is established by the process of sampling and selection a broad definition being


".. Principals and procedures used to identify, choose and gain access to 
relevant units which will be used for data generation by any method."










(Mason, 1996:83)

There are two general types of sampling technique. Probability sampling which involves random selection, different sub-types include simple random, quasi random, stratified, multi-stage and cluster sampling (Clark et al 1998) and non-probability sampling where samples are chosen purposively not randomly sub-types include quota, dimensional, convenience, snowball and purposive sampling ( Robson 199).
The latter type of sampling was chosen, purposive

"The principal of selection in purposive sampling is the researcher's 
judgement as 
to typicality or interest."









(Robson, 1993:141)

This type of sampling provided freedom to build up a small but effective sample of people within the context of the study. This type was deemed as being the most effective type of sampling to target the most appropriate people within the population to interview. Due to the nature of a qualitative study, a probability sampling technique would not have been successful.

The study is based upon a case study of South Wales and venues and businesses were chosen within this region. The researcher chose relevant people to interview, within a variety of small, medium and large conference venues including hotels from each star rating category; to obtain a variety of data from the supply side of the industry these included;

Morgans 5*




Sketty Hall

The Celtic Manor Resort 5*


The Dylan Thomas Centre

Marriott, Swansea 4*



The Botanical Gardens of Wales

Ramada Encore 3*





Oxwich Bay Hotel 2*



(See appendix four)
 Relevant people were also chosen from businesses within private, public and voluntary sectors reflecting data from the demand side of the industry these included:
Glaxo-SmithKlein

Wales Tourist Board

National Trust

ASDA



Local Health Board

British Red Cross
These sectors have been targeted to explore demand areas highlighting any similarities or differences in needs for conferences between sectors.

Ethics is an issue within research


"Ethical issues arise in the design and conduct of research and in the 

reporting of results"









(Veal, 1997 p198)
Before information was gathered, permission was obtained by the organisation to conduct an interview obtaining willingness to provide information. Confidentiality of data is an issue when undertaken research, all organisation's that were contacted were made aware of what the study entailed and why research was been undertaken. The organisations were also made aware that all information given would be kept confidential. 

Anonymity was an issue within this research, as the researcher chose for confidentiality purposes not to use personal names within the study. The issue of harm or informed consent (Veal, 1997) was not an issue within this type of research, as this method is a safe straightforward process.

From undertaking the above, the study proved to be reliable and valid.
Reliability and Validity

Reliability and Validity has to be displayed in every type of research method. Veal (1997) suggests that research undertaken on social science which includes that of leisure and tourism industry can face problems in relation to reliability and validity due to the fact that people's views and opinions can change over time posing the issue of 'ever-changing social situations'.  
The issue of reliability is concerned with replication, and if repeated the study results would be the same (Clark et al 1998) 


"Reliability refers to the degree of consistency…"





(Hammersley 1992a: 67 cited by Silverman 1993: 145)

To ensure the reliability of the research, a consistent topic of questions were used during each interview covering all the same topic areas. The interviewer also ensured all respondents fully understood the question in the same respect to ensure consistent reliable answers. The selected interviewees proved to be a reliable sample for the topic of discussion as were all directly (venues) or indirectly (businesses) involved in the conference sector proving to be a reliable source of information.

Validity is concerned with


"Whether your measuring instrument actually measures what you intend it to 
measure"









(Clark et al, 1998: 129)

The objectives and aims of this dissertation were the basis for the question structure of the interview with the aim of ensuring validity in the research results. The questions that were prepared were assessed in the pilot study to ensure the question content was valid to the study. The pilot study as a whole was an aid to the reliability and validity of the research method.

Data Analysis

Data analysis is concerned with displaying the data, summarising the data and drawing conclusions from the data (Kent, 2001).

After the field research was complete and interviews had taken place data reduction or condensation was undertaken (Miles & Huberman, 1994) where answers were summarised from the audio recordings and notes. A matrix table was used to display the data for each theme (see appendix four - seven)

"Matrices essentially involve the crossing of two or more main dimensions or 
variable to see how they interact"








(Miles & Huberman, 1994: 239)

The author chose this method of display as it organises the information in a compact manner showing a consistent flow of results to enable trends and conclusions to be drawn.


"Data analysis is the process whereby researchers take the raw data that have 
been entered into the data matrix and create information that can be used to 
tackle the objectives for which the research was undertaken"










(Kent, 2001: 74)

Once the data was entered into the matrix table, it then took considerable time to analyse similarities and themes throughout the results. Then compared and contrasted patterns and issues researched earlier in the review of literature, enabling evaluation and conclusion of the primary data.
Limitations

From conducting this study, various limitations were encountered, hindering the study process. 

One of the largest limitations the researcher encountered was that of the willingness of people within organisations to help with the study. Conference venue providers within South West Wales were very cooperative but Cardiff venues were very disinterested leading to the lack of venues used within that region, giving a very poor representation of the capital of Wales. The initial businesses that were chosen for the research failed to co-operate and contacts were difficult to achieve. Initially the researcher intended to use three organisations from each business sector, private, public and voluntary but this was difficult again because of disinterest resulting in only two from each sector being used. The researcher was also limited to using South East and West Wales due to accessibility and time. The working timeframe was somewhat of a limitation in reference to contacting organisations, arranging separate interviews and conducting interviews that may have been more efficient with a larger time frame. In addition, the analysing and reporting of the results was found to be long and time consuming. In addition, as the chosen approach was qualitative the author was limited to a small sample size of venues and organisations. 
 If this study was to be repeated the author would recommend extended time to contact and arrange interviews with necessary organisations and venues to prevent timescale conflicts also this may enable a better representation of the Cardiff  region if more time was available, however this did not effect the validity of the results in any way within this study.
Time scale.

The timescale diagram that follows is based on a collaboration of Veal's (1997: 7 & 40) diagrams, 'The Planning and Management process and 'Elements of research process'.
It illustrates the period that the researcher worked to whilst undertaking this study.

Selection of topic and terms of reference

Select a topic undertake basic background research into topic area

Consider aims and objectives

(September)

↓

Environmental appraisal / Literature review 

      Devise conceptual framework / Mission / goals
Research into the subject environment, 



Set rationale

Feasibility of subject area, topic background    


aims and objective 


Gather written literature
.

(October / November)

↓

Consider options and information needs.

Research method options, survey sampling, reliability and feasibility.

Establish interviewee contacts

(November / December)

↓

Decide research strategy

Data / questionnaire design, draft, pilot study, final design

Finalise interview schedules.

(January)

↓

Implement and conduct research

Undertake in-depth interviews

(January)

↓
Report findings

Write up and record results

(January / February)

↓
Analyze, evaluate, feedback.

Analysing results make conclusions and recommendations

(February / March)

↓
Final Dissertation

Collaborate and complete

(April)
Chapter Five
Results

.
Results

This chapter will focus on the results of the primary research that has been carried out. Data results are displayed in the form of matrix tables within appendices five to eight.
Theme one - Conference industry development

Theme one of this results chapter looks at the first objective of this study, which was to investigate the development of the conference industry. As seen from the review of literature, the conference industry has been developing for some time and the introduction of more facilities, services and venues are increasing as the sector develops. Theme one is based around six main areas (see appendix five) from which questions were posed during the interviews (see appendix three), the results show how venues have developed and adapted to the conference industry and how involved they are within the sector.
The first area of the results looks at the facilities and services that the venues interviewed provide (question one). These differ between venues, as each venue interviewed is of a different class, size and type, which resulted in the varied provision.
 An issue can be found between the two venues of Morgans hotel; a five star boutique hotel, and The Celtic Manor Resort, which is also a five star classification; however, both offer very different products to the conference market but to a different extent. The Celtic Manor due to it being a resort has its own convention centre where as Morgans has a small capacity for conferences but both have their own appeal to the market, so would be unfair to compare both. 

The older venues interviewed such as the Dylan Thomas Centre, Sketty Hall and the Oxwich Bay hotel have offered facilities for a minimum of four years which shows the market for conferences was recognised sometime ago by these venues. The Marriott however is the venue, within those interviewed, which has offered conference facilities and services for the longest period, since it first opened fifteen years ago. This Relates back to the review of literature where it was found, large hotel chains, such as Marriott were the first to recognise the potential and need for conference provision. Raising an issue of the influence Swansea Marriott may have had on conference provision within Swansea, leading other venues such as the Dylan Thomas centre and Sketty Hall into the industry.
The most recent venue developments, such as Morgans and The Ramada Encore have also included conference facilities within their venue from the start, so has been a normal aspect of operations from day one. This can be seen as a current trend within business tourism today as many organisations entering into the tourism industry acknowledge the required demand and market for business services and facilities almost making them a necessity.
According to Rogers (2003) relating back to the review of literature, since the 1990's onward, conference venue infrastructure saw a massive increase which is also relevant in the results. The results show that the venues began provision during the 1990's; Marriot, and has developed into the twenty-first century; The Ramada Encore.

Looking at the results, the reasons for conference facility provision (question two) is consistent between the majority of venues interviewed. The two main reasons were, due to there being a conference demand and market and to generate more business and profit. The conference market has obviously grown, which was evident from the review of literature, which encourages more reasons to diversify into such a strong market.

It is clear to see from the results within theme one, that facility provision to some extent influences the monthly quantity of conferences held at the venue, obviously the more that is provided for the market the more business a venue is likely to achieve if price, marketing and other aspects are in place. The Celtic Manor, which provides extensive facilities and services and is the largest venue interviewed holds 180-200 conferences monthly, this figure cannot be fairly compared to the Oxwich Bay Hotel, which predominantly is not a conference venue and holds the minimal number of conferences. 

It is also interesting that from the results (question three) that the unusual venues interviewed; Sketty Hall, the Dylan Thomas Centre and the Botanical Gardens of Wales, undertake a larger quantity of conferences monthly than the hotel venues excluding the Celtic Manor resort. This is an interesting issue, as hotels still appear to be the market leaders as conference venues, which was evident in the review of literature stating unusual venues as a third option after hotels and convention centres (business tourism partnership, online, 2004). However, this could be a reflection upon the issue that 'people' want something different and within Wales, the Dylan Thomas Centre and The Botanical Gardens offers this, as they are unique venues giving a conference an added value or bonus to delegates, in addition through the industry's development unusual venues have become increasingly popular. Within the city and county of Swansea, the Marriot is as a big competitor for many conference venues. However according to the results Sketty Hall and the Dylan Thomas centre exceeds its monthly average of conferences, again raising the issue of popular demand for unusual venues particular in the area of Swansea, and maybe the continuing appeal of hotels as conference venues particularly large chains. However, it is evident from the results that the Marriot do achieve a higher duration average of conference.  

All venues were asked to give three main attractions of their venue in question 21; a concurrent theme from this is that of facilities and service that was commented upon by the majority of venues interviewed. This is not surprising as the conference sector is part of the tourism industry, which is highly service oriented. Location was another factor mentioned by venues particularly by city venues, which acknowledged their close proximity to the centre as a competitive advantage. Price was also an issue in relation to remaining competitive. These three factors were mentioned in the review of literature stating them to be high factors to planners when organising a conference showing a contrast between supply and demand. The issue of free car parking also becomes frequent in the results and venues such as the Marriott and Ramada Encore find it a major advantage within the market and an added incentive for delegates.

In summary of issues raised within theme one it is evident from the results that varied provision for conferences has been growing within the South Wales area as early as the 1990's and has continued into the twenty-first century, mainly due to the demand for the market and the lucrative revenue aspect.

Theme two- Supply for Conferences
Theme two of this results chapter looks at the second objective of this study, to analyse the supply for conferences within South Wales. Matrix two (appendix six) displays the results from the venues interviewed within South Wales.
The supply for conference facilities and services has evolved through the development of the industry introducing venues such as hotels, conference and convention centres and unusual venues. South Wales is continuing to develop a supply of conference venues for the business market resulting in increased business tourism within South Wales and increasing the appeal of Wales to business travellers, illustrated within the review of literature. 
The first three areas of matrix two were also evident in theme one through the development of the industry and are relevant for this theme, as it shows the demand that is met by venues within South Wales. 

From the results (question six), the higher rated hotel venues such as Morgans and the Celtic Manor Resort seem to meet more of a variety of local, national and international demand in different proportions, giving them a wider market radius compared to venues such as Sketty Hall and the Oxwich Bay hotel, which mainly meet the demand for local companies. All venues cater for both private and public companies, which do not appear to display any differences in needs within the market. According to the results, repeat business is very important to all venues and is a frequent form of business resulting in well-advanced pre-booking and loyal frequent company use. This issue of repeat business as an advantage of the conference market was raised within the review of literature. The factor of accommodation only seems, from the results largely demanded from both five star hotels, Morgans and the Celtic Manor.
The ratio of business guests to leisure guests within venues is consistent throughout the results. The majority of venues appear to have a 50 / 50 ratio particularly hotel venues, displaying the importance of the business guest. Business guests tend to use venues during the week and leisure guests at the weekend and popular months run from September to March. The attractions, Dylan Thomas centre and The Botanical Gardens of Wales state that the market fills the shoulder season and off peak times which is a characteristic of the market and evident in the review of literature.
In summary of the results, suppliers for the conference industry within South Wales cater for all companies and organisations within different sectors, which are local, national and few international. The conference industry is used by venues to remain lucrative within the off peak seasons. The importance of repeat business has become apparent to venues, especially hotels that on average receive a 50 / 50 ratio of business to leisure guests. 
Theme three- Conference demand

The third theme of the results is in relation to the third objective of the study, which was to analyse the demand within the conference industry in South Wales.

Matrix three (appendix seven) display results from businesses interviewed including topics used within the interview questions.
Matrix three shows the results from the businesses, looking at the demand side from two private companies, two public organisations and two voluntary organisations.
All businesses interviewed undertake conferences and meetings frequently ranging from weekly to annually. Similarities are seen between both private companies and public companies in relation to types of conferences held. Private companies hold divisional conferences, and public companies hold board, executive and management conferences. The conference type (question two) differs slightly between private, public and voluntary sectors that could be seen as a reflection upon the organisational structure and purpose of the business. There is a difference between the private businesses, public and voluntary organisations in relation to conference duration this again may be a reflection of the size of the organisation. The private businesses interviewed undertake conference for a minimum of two days and the public and voluntary organisations hold them on an average for one day. The number of delegates however have similarities between all types of organisation and vary between what kind of meeting is being held and how many people it concerns. The venues used by the companies interviewed addressed in questions five and six display a variety including hotels, conference centres, unusual venues and in-house facilities, but the most frequently used venues show both hotels and internal facilities. The issue here could be companies are now realising the benefit of supplying their own conference and meeting facilities however still providing demand for the number one venue, hotels, as it is clear from the results that all organisations use hotels at some point for conferences strengthening the fact that they are still the first venue choice for a conference. The Private companies tend to use external facilities more frequently than public and voluntary organisations, which could be related to financial constraints especially for the voluntary charitable organisations.
Important requirements that the businesses interviewed look for in venues have similarities; conference facilities and size are a high priority between all organisations. Some differences include, the private organisations require good parking as a requirement which can be related back to theme one which was seen as an advantage to certain venues. The public organisations and voluntary interviewed consider price as a priority where as this aspect was not initially raised by the private companies again reflecting financial viability.
In relation to factors influencing booking, location is evident to be most influential with price and customer service following, this again relates back to theme one, question eighteen where venues stated location was a main aspect for a conference venue. These factors mentioned were found to be similar with the Meetings Market report 2003 mentioned in the review of literature.

Overall, in relation to the conference market, all organisations interviewed stated that the demand for conferences had increased over past years.

In summary of theme three, the demand for conferences is extensive mainly from local and national companies. Public, Private and voluntary sectors are demanding facilities and services to undertake a variety of different meetings and conferences. Businesses tend to use hotels at some point to undertake a conference, which may be due to convenience, familiarity and ease, as well as their own facilities, and factors such as facilities, size and location have become important when selecting a conference venue.  

Theme four- Current and future trends

Theme four of the results (see appendix eight)  is linked with the fourth objective of the study, which is to review current and future trends within the conference sector within South Wales. 
As in any industry the conference industry has current and future trends .As a growing industry within South Wales there are trends which venues and organisations have recognised and are experiencing being part of the sector.
According to the results of question nine, the majority of venues interviewed have seen an increase in business tourism / travellers especially in the Swansea area, the Dylan Thomas centre stated that this is partly because there has been a lack of conference facilities in the area. The Celtic Manor however has not seen an increase in the number of conferences but an increase in expenditure on conferences. The majority of venues interviewed find the conference market an important part of their operation mainly due to the revenue it brings, especially the Celtic Manor. The results also show a current and growing importance of the market to the venues. Changes the venues have acknowledged within the market include; increased and advanced technology, more competition and venues and overall expansion. A point made by Sketty Hall stating, companies are providing their own facilities can be related back to theme two, where it was discovered some companies do use their own facilities. With relation to competition that was addressed in questions, fourteen and fifteen, Swansea based venues all mentioned one another as competitors limiting themselves to competition within the area. However, the Celtic Manor considers its competition to be resorts in London, Bristol, Scotland among others, so is based on a much larger scale of competition mainly because of its size and resort aspect, resulting in no immediate competition. The attractions, The Dylan Thomas Centre and The Botanical Gardens of Wales state they have little to no competition, as they are unique venues, which can be argued, as the unusual venue market is existent highlighted in the review of literature. Each venue interviewed has its own way of staying competitive ranging from customer loyalty and repeat business to market research. In relation to marketing, the higher classed hotels seem to undertake more ways of marketing their products. The branded chain hotels tend to undertake similar strategies. A focus on repeat business is constant through all venues. The attraction marketing strategies and tools are similar and both quite poor mainly due to financial restrictions. All venues experience differences in leisure and business guests, an uncommon one was displayed by the Celtic Manor where by business guests stay longer than leisure guests but this is not surprising as it is a conference resort. In relation to operational affects according to the results there can be some encountered but planning is the key resulting in no affect on the normal operation of the venue. Within the venues interviewed there are some future plans for development which will directly influence the conference market and the facilities and services provided, with the general aim to attract more business.

Matrix four shows the results for the interviewed businesses, for theme four (appendix eight)

In relation to why businesses conduct conferences, within private companies the businesses interviewed displayed two similar issues displayed in question 13; the visual and message aspect which can be delivered through a conference and the bonding and team interaction aspect. Such was also supported by the voluntary organisations interviewed. The public organisations interviewed highlighted the importance of debate and input opportunity for members. All organisations interviewed class conferences as an important part of business; three out of six of the companies, today undertake more conferences than in the past and business travel for conferences is existent. All businesses interviewed positively commented on the future of the market, and agreed conferences will continue to be important within business and technology such as video conferencing is seen as a positive impact and can only aid the industry.
In summary of the above points, venues have experienced an increase in business and conference tourism. Changes that are being experienced include technology advancements and increased competition through development. Businesses in general feel meetings and conferences are very important for business activity and that there will always be a need for conferences aided by technology. 
Chapter Six
Conclusions

&

Recommendations

Conclusion

This dissertation has researched both secondary and primary data to achieve the overall aim, stated below
· To undertake an investigation into the development of supply and demand within the conference industry, using a case study of South Wales.

The first objective of this study was 

· To investigate the development of the conference industry, with reference to south Wales.

In summary, from the review of literature, the tourism industry in general is of obvious importance to the UK and Worldwide, leading to the development of business tourism and the meetings and conference sector. Supported by Rogers (2003) the conference industry is a global dynamic industry that is quickly growing and maturing especially since the end of the twentieth century. Regions and organisations, particularly large hotel chains, have recognised the importance, lucrative aspects and obvious benefits of the industry, firstly in the US and later the UK. Supply and demand issues have arisen and demand for the industry has been met by extensive development and infrastructure with rapid development within the UK during 1990 - 2001.
Generally, business tourism has the largest market share of UK tourism. Wales, the case study for this research has come to recognise the importance and economic benefits the industry offers, incorporating aims and objectives to strengthen the market and encourage business and conference tourism to Wales to raise the awareness of Wales as a business tourism destination. Llandudno, Cardiff and Swansea are as the three main business tourism destinations within Wales offering a variety of conferences venues.
The results of the primary research discovered a varied extent of provision for conference facilities within the sampled venues in South Wales, which in turn can result in the extent of business received within the market. The sampled venues have been providing conference services as far back as the 1990's the main reasons being due to the existent demand for conference facilities and services and the potential profit, the market brings. Conference provision is now a priority of initial development within tourism facilities of South Wales for example the Ramada Encore. The demand and market is becoming a strong tourism aspect within South Wales, which has lead to the provision within unusual venues that, from the results are popular venues within the studied regions raising a competitive issue for other venues such as hotels. The review of literature suggests unusual venues are second choice as a conference venue but the unusual venues sampled provide for more conferences than most of the hotels sampled which may in the future become an increasing trend changing the first choice venue for a conference.
Objective two of this study is was 
· To analyse the supply for conferences within South Wales.
It is clear from the review of literature and the primary results that the provision for conferences has increased and has become a very important sector for tourism providers through the development of the industry. Today there are many different types of conference venues, each offering a different extent of provision including hotels, conference centres, halls, resorts and unusual venues. Hotels still seem to be the top venue for a conferences reflecting on the review of literature but as seen from the primary results unusual venues are also very popular and frequently used within South Wales. Venues within South Wales supply conference facilities to mainly local and national companies but very little for international companies. Venues are used by public, private and voluntary organisations usually between the months of September - March. Venues within South Wales express there is a 50 / 50 ratio between leisure and business guest stressing the importance of the business guest. In addition, the issue of repeat business is also a very important aspect of their business activity and is a high priority. 
Objective three of this dissertation was 

· To analyse the demand for conferences within South Wales
Demand for conference facilities and services have derived from trade and commerce with the need to meet and discuss topical issues and business activity that was highlighted with the review of literature.

From the facts raised within the review of literature, demand for conferences in recent years has increased vastly. Business visits to Wales have become important to the country's tourism industry and are an asset to the region. From the research results, within the sample of South Wales, there is a demand for conferences from mainly local and national companies, within private public and voluntary sectors.
From the sample of businesses taken results show that today, public, private and voluntary sectors undertake conferences on a weekly to annually basis, varying between one and three days, using mainly hotels and their own facilities. This shows that conferences have become a weekly activity within business production. The conference types seem to differ between organisations that concurs with the review of literature, but the reasons for conducting conferences is quite similar being for interaction and discussion purposes. Conference demand is between the Sept - March season filling the shoulder and off peak seasons within venues, booking factors can include location, price and customer service. In conclusion, the demand for conferences has increased most defiantly in South Wales, aided through provisional development.
Objective four of this dissertation was 

· To review current and future trends within the conference industry in South Wales.

Within all industries there are current and future trends which will be unique to that sector. This research study has uncovered some trends within the industry in South Wales. The research has discovered an increase in business tourism within the sampled regions especially Swansea, this is a current trend within tourism in general. The conference market is of current and growing importance to venues particularly with reference to revenue especially those with high provision for conferences. The increase in competition has become an increasing trend that has been recognised due to the expansion of facilities and service providers within South Wales. The trend of organisations currently within the tourism industry diversifying into the business market has become more frequent within South Wales, which in relation to the WTB efforts to expand within the industry, will become an increasing future trend. Increased technology development and the increased use of modern technology i.e. use of PowerPoint equipment, has also been recognised as a current market trend.

The majority of the businesses sampled within South Wales expressed an increase in conference participation they also expressed the view that the need for conferences and personal interaction will always be existent within business.

The business market within Wales has room for expansion and a few of the sampled venues are aiming to develop more facilities and services to accommodate business tourism guests.
In conclusion, to all four themes studied within this dissertation, the conference industry has seen major development within South Wales as well as Worldwide. The development of the conference industry in South Wales is a more recent occurrence than that of other regions such as London but the provision and emphasis on the market is continuing to grow, to raise the profile and appeal of Wales as a business destination.

 Both supply and demand aspects of the industry reflect upon each other, which is important in the development of the conference industry in relation to those who demand and those who supply.
The demand for conference facilities and services by private, public and voluntary sectors has escalated due to the need to meet, report and discuss business activity, which has resulted in increased recognition by service providers resulting in the increase in venue supply and provision of facilities and services. The results lead to the conclusion that the industry will continue to grow within South Wales boosting business tourism leading to a higher supply of venues and facilities to meet the demand within the market. 
Overall, the secondary research illustrated in Chapter two and three within the review of literature concurs with the results of the primary research carried out, with minor additions or differences. The author believes that this dissertation displays an effective investigation into the Conference Industry with the use of South Wales as a case study.
Recommendations

Through this dissertation study, the author has found that South Wales is still developing its business tourism market recognising its potential, developing new venues, incorporating facilities within old venues and developing marketing strategies. The author recommends that this development continue, to support the demand within the business market in turn raising the profile and attraction to Wales as a conference destination. South Wales as a region may also want to focus more effort into the international market as well as national and local encouraging international companies to Wales increasing the company radius that conference venues support. The region of South Wales should also look into an option of a large conference centre or large facility that supports the industry similar to the one developed within Llandudno, North Wales which has brought extensive business to the region. The potential of unusual venues should also not be underestimated, as from the results usual venues prove to be a popular venue for conferences illustrating the fact that companies may be looking for something different or unique. Venues should also acknowledge the fact that organisations use their own facilities for conferences and should address this through marketing and promotion as if this becomes a future trend within the industry the conference providers will suffer with loss of business. Venues should also strive to remain competitive within the industry as the competition is increasing giving potential businesses extensive choice. In addition, modern technology should be a priority when developing the industry as it is a unique trait of the industry becoming more frequently demanded.
For further reference, if this study was to be carried out again the author suggests that a wider area of South Wales be sampled to underpin the overall view and position of the conference industry on a wider scale, using a broader a more extensive list of venues and businesses.
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Appendices

Appendix one
Map of South Wales

Map of South Wales
This map shows the regions where the venues sampled were located including Swansea, Newport and Carmarthen.
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Appendix two
Checklists for interviews with venues and businesses
Checklist for Venues

1) What facilities and services do you provide for conferences? In addition, how long have you         

     provided these facilities?

2) Have you always provided conference facilities and services or did it diversify 

      into the market?  If so for what reasons?

3) On average how many conferences do you hold per month?

4) What is the general size of the conferences you hold, how many delegates?

5) What is the average duration of a conference held at your venue?

6) What is the radius of companies that use your venue for conferences? 

     Local, national, international? How much of a need is there for other services e.g. 

    Accommodation, attraction tickets?

7) How do you market yourself to businesses for conferences?

8) On average what percentage of your guests are business travellers or delegates of a 

    Conference?

9) Has the percentage in business travellers increased or decreased in the past few years?

10) How important are conferences and business tourism to your organisation? 

    What percentage of the market is taken up by business tourism? Profit margin?

11) As an organisation do you feel the business and conference tourism 

      industry has changed over past years? in what way?

12) As a tourism organisation do you feel that business tourism is becoming more or less 

       important to you as a company and why?

13) Do you have any plans to develop your conference services and facilities, if yes in    

      what way?

14) Who do you see as your competitors in relation to conferences?

15) How do you stay competitive with the up and coming venues for conferences e.g. 

      theme parks?

16) What types of companies use your organisation for conferences? Private or Public   

      and do their needs differ?

17) Do you have companies that stay loyal to your venue and provide you with repeat  

      business? If so do you offer any loyalty rewards?

18) What do you think are the three most important factors that influence an 

      organisation's decision on choosing a venue for a conference?

19) How different are leisure guests to business guests to your venue? (Expenditure, 

      length of stay)

20) When holding a conference what affects if any does it have on the operation of the 

       venue and the other guests?

21) As a venue what do you think are the three main attractions of your establishment and 

      why do you think organisations choose you as a venue? 

Checklist for businesses.

1) How often and to what extent does your organisation take part in or organise 

    conferences or meetings?

2) What are the main types of conferences you organise? Board, branch, divisional

3) On average how long do company conferences last?

4) In general, how many delegates attend your conferences?
5) Where do you tend to conduct these conferences, what venues do you tend to use?


Hotels

Attractions
Conference centres
Universities or Halls


Other …


6) What venues do you use most often?

7) What facilities and services are important within a venue, what do you look for when 

     choosing a venue? (Alternatively, what facilities would you look for)

8) Which type of venue would be the company's first choice as a venue and why?

9) Do you often use the same venue/s if so why?

10) What factors influence booking? Is customer service or location important? 

11) How often, if ever do you use hotels to hold conferences and why?

12) What type of venue do you think is the number one venue for holding conferences?

13) What are the three main reasons you choose to conduct conferences and meetings 

       instead of other means of communication? E.g. telephone, e-mail fax etc.

14) Do you feel as a businessman / woman, that conferences and meetings are becoming 

      more important within today's business world or do you feel that with new and  

      upcoming technology they will decrease? 

15) What are your views on video conferencing? Good / bad, impact on industry?

16) In your opinion does the company undertake more or less conferences and meetings 

      today compared to five or ten years ago?

17) How important are conferences to your organisation and why?

18) Do you think the demand for conferences has increased or decreased in the past few 

      years?

19) Is travel for business purposes frequent within your company?

20) Does your company offer incentive travel to employees?

21) What are the main reasons for business travel within the company? 

Appendix three
Theme one - Development of Conference Industry

Question Checklist

Theme Two - Supply for conferences

Question Checklist

Theme Three - Demand for conferences

Question checklist

Theme four - Current and future trends

Question Checklist
Theme one - Development of Conference Industry

Question Checklist

Venues
1) What facilities and services do you provide for conferences? And how long have you         

     provided these facilities?

2) Have you always provided conference facilities and services or did it diversify 

      into the market?  If so for what reasons?

3) On average how many conferences do you hold per month?

4) What is the general size of the conferences you hold, how many delegates?

5) What is the average duration of a conference held at your venue?

21) As a venue what do you think are the three main attractions of your establishment and 

      why do you think organisations choose you as a venue? 

Theme Two - Supply for conferences

Question Checklist

Venues
3) On average how many conferences do you hold per month?

4) What is the general size of the conferences you hold, how many delegates?

5) What is the average duration of a conference held at your venue?

6) What is the radius of companies that use your venue for conferences? 

     Local, national, international? How much of a need is there for other services e.g. 

    Accommodation, attraction tickets?

8) On average what percentage of your guests are business travellers or delegates of a 

    Conference?

16) What types of companies use your organisation for conferences? Private or Public   

      and do their needs differ?

17) Do you have companies that stay loyal to your venue and provide you with repeat  

      business? If so do you offer any loyalty rewards?

Theme Three - Demand for conferences

Question checklist

Businesses
1) How often and to what extent does your organisation take part in or organise 

    conferences or meetings?

2) What are the main types of conferences you organise? Board, branch, divisional

3) On average how long do company conferences last?

4) In general, how many delegates attend your conferences?
5) Where do you tend to conduct these conferences, what venues do you tend to use?


Hotels

Attractions
Conference centres
Universities or Halls


Other …


6) What venues do you use most often?

7) What facilities and services are important within a venue, what do you look for when 

     choosing a venue? (Or what facilities would you look for)

8) Which type of venue would be the company's first choice as a venue and why?

9) Do you often use the same venue/s if so why?

10) What factors influence booking? Is customer service or location important? 

11) How often, if ever do you use hotels to hold conferences and why?

18) Do you think the demand for conferences has increased or decreased in the past few 

      years?

Theme four - Current and future trends

Question Checklist

Venues

9) Has the percentage in business travellers increased or decreased in the past few years?

10) How important are conferences and business tourism to your organisation? 

    What percentage of the market is taken up by business tourism? Profit margin?

11) As an organisation do you feel the business and conference tourism 

      industry has changed over past years? in what way?

12) As a tourism organisation do you feel that business tourism is becoming more or less 

       important to you as a company and why?

14) Who do you see as your competitors in relation to conferences?

15) How do you stay competitive with the up and coming venues for conferences e.g. 

      theme parks?

7) How do you market yourself to businesses for conferences?

18) What do you think are the three most important factors that influence an 

      organisation's decision on choosing a venue for a conference?

19) How different are leisure guests to business guests to your venue? (Expenditure, 

      length of stay)

20) When holding a conference what affects if any does it have on the operation of the 

       venue and the other guests?

13) Do you have any plans to develop your conference services and facilities, if yes in    

      what way?

Businesses

13) What are the three main reasons you choose to conduct conferences and meetings 

       instead of other means of communication? E.g. telephone, e-mail fax etc.

16) In your opinion does the company undertake more or less conferences and meetings 

      today compared to five or ten years ago?

17) How important are conferences to your organisation and why?

19) Is travel for business purposes frequent within your company?

20) Does your company offer incentive travel to employees?

21) What are the main reasons for business travel within the company? 

14) Do you feel as a businessman / woman, that conferences and meetings are becoming 

      more important within today's business world or do you feel that with new and  

      upcoming technology they will decrease? 

15) What are your views on video conferencing? Good / bad, impact on industry?

Appendix five
Matrix Table one

 Theme one
Supply for conferences
Appendix six
   Matrix Table three 

Theme Three

Demand for conferences
Appendix seven
Matrix Table four
Theme four

Current and future trends

Appendix six
   Matrix Table three 


Theme Three

Demand for conferences
Appendix seven
Matrix Table four
Theme four

Current and future trends

PAGE  
1

