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Introduction & Methodology 
 
 

The IBTM Global Meetings Industry research project provides exhibitors and visitors to the IBTM 

Portfolio - Five Continents Five shows - with the information they need on the key areas for target 

clients and trends in destination use for meetings and events. This research, initiated at EIBTM 2011 

and continued at each of the IBTM portfolio shows throughout 2012, provides information on buying 

trends and the major issues affecting destination choice in the meetings industry. It enables us to find 

out where business is coming from and where it is going to, in terms of which regions, countries and 

cities. 

 

With new countries and regions rapidly becoming major players in the meetings market as inbound 

and outbound generators, the destinations being selected and those generating major traffic are 

changing dramatically. We are now monitoring the trends, helping IBTM exhibitors and visitors to 

understand where to focus their marketing activities and budgets, and helping destinations identify 

what they need to do to best meet market needs and maximise potential. 

 

This summary of trends from the research focuses on China and Asia to inform visitors to CIBTM 

2012. Annual research into the meetings market in China was launched at the first CIBTM in 2007 and 

has been monitoring trends each year since then. This year the research has evolved with the IBTM 

Global research project to track trends in popularity of destinations, budgets allocated, volume of 

events per destination and indicators on the growth of the meetings industry in China and Asia. 

 

This research focused on buyers and suppliers based in China and Asia and all those organising 

events in China. An online survey was set up Summer 2012 and invitations to participate were 

emailed to the buyer and supplier databases of Reed Travel Exhibitions worldwide. Responses were 

received up to 14th August 2012, ensuring the information outlined here is right up to date. 

 

The dates for all future IBTM shows and simultaneous research launches are as follows: 

 EIBTM 2012 AIME 2013 GIBTM 2013 AIBTM 2013 CIBTM 2013 

 27-29 November 26-27 February  25-27 March 11-13 June 2-4September 
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Summary of results 
 
 
The IBTM Global Meetings Industry research was launched in November 2011 to explore the trends 

and characteristics of the international meetings market.  Since that time the economic situation 

worldwide has remained challenged with the crisis in the Eurozone and the fluctuations in the US 

economy frequently in global media headlines. The Asian economies, although continuing to show 

much higher growth figures than elsewhere in the world - 8% in China and 6% in India and 5% ASEAN 

(IMF Global outlook July 2012)- have not been without their own challenges and China's stock market 

has recently been fluctuating amid fears of waning growth.  

 

In this climate it is unsurprising that respondents stated the issue most affecting the meetings market 

was the economy and the need for improvement of the economic environment. This was followed 

through into budget issues including rising air fares and price factors.  

 

This year throughout the world, conference, meeting and events' organisers reporting on having to  'do 

more with less', meaning that they are required to organise higher numbers of events with more 

delegates attending, yet with no increases or even reductions in budgets. Buyers in China and Asia 

appear now to be just as affected by this trend with 62% saying the volume of events will increase 

over the next twelve months but only 49% saying budgets will increase .  

 

Yet over the last twelve months the meetings industry in China continued to grow apace, with high 

numbers of events being organised by all buyers. Nearly two thirds of buyers saw an increase in the 

volume of events they were involved in over the last twelve months. 72% also predict use of new 

destinations over the next 12 months although the countries with highest volume of events for the next 

12 months are identical to those for the last 12 months. 

 

Just 48% of respondents forecast their marketing budgets to increase over the next year, yet up to 

86% are now using social media to communicate before, during and after meetings. Up to 30% are 

also using apps for providing delegate information, and 11% are using QR codes. It is possible that for 

buyers these new technologies are enabling them to use marketing budgets more wisely. However for 

suppliers who are still preparing brochures, websites and traditional collateral in addition to making 

use of new technologies for marketing, their budgets are being stretched further. 

 

The rapid development of cities and regions throughout China seems likely to influence the range of 

destinations being used for meetings and events in future with 72% of buyers predicting use of new 

destinations next year. This also applies to the outbound business from China. Although Asian 

countries continue to attract the greater proportion of the events business, many other countries 

worldwide have realised the valuable potential in China's expanding number of business visitors and 

are focusing their marketing strategy in order to attract them further afield.  
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Research results 

 

1. The key characteristics of the 579 respondents for this survey are shown below. 435 were based in 

Asia and a further 144 reported on events in Asia. The buyers views form the main focus of the 

analysis outlined here although suppliers views are also added in for comparisons.  

 

Number of respondents  

Buyers 332 

Suppliers 247 

Buyers’ Regions 

Americas  5.9% 

Europe  9.5% 

Gulf Middle East North Africa  2.6% 

Asia  76.5% 

Australasia  4.2% 

Africa  1.3% 

Buyer respondent types 
 

Agency/Third Party  66.5% 

Corporate  16.8% 

Government/education 9.2% 

NGO/Not for Profit/charity  3.8% 

Trade/Association/Society  1.9% 

Other  1.9% 

 

  



CIBTM research report 

 

©The Right Solution/cibtm.com   21st August 2012 4 

Supplier respondent types 
 

 

Airline 4.1% 

Conference or events venue 9.7% 

Convention & visitor bureau 5.6% 

Cruise line/luxury train 2.6% 

Hotel(s) 3.6% 

Destination management company 15.8% 

Incentive destination 12.8% 

National tourist organization 4.1% 

Technology provider 4.1% 

Media 8.7% 

Meetings industry trade association  5.1% 

Attractions and entertainment 4.1% 

 
 

Suppliers client types  

Corporations 81.0% 

Government owned enterprise 64.7% 

NGO (Non governmental organisation) 40.1% 

Government/Not for profit sector 47.8% 

Association/Institute/Society 54.7% 

Agency 33.2% 

Consultant 21.6% 
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2.  332 Buyer respondents organised a total of 5838 events in Asia and 75% of these were in China 

(4391) therefore organising an average of 13 events each in China.  The types of events being 

organised are as follows.  

 

 

 

3. The top ten industry sectors in order of generators of events are as follows: 

1. Government/Administration 

2. Finance/Banking/Insurance 

3. Utilities 

4. Electronics/communications 

5. Pharmaceutical/medical 

6. Training/Education 

7. Construction/Engineering 

8. Automotive 

9. Property 

10. Manufacturing/Industrial 
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4.  Buyers' top countries and cities for events in the last twelve months are shown in the charts below: 

All CIBTM buyers 
 

Outside of Asia buyers top countries for events are as follows: 

1. USA 

2. Germany 

3. France 

4. UK 

5. Australia 

6. Italy 

7. Spain 

8. Switzerland 

9. UAE (Dubai and Abu Dhabi) 

10. Canada. 
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24.4%
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5. The average buyers' budget per event in Asia was US$ 45,877. The average budget  per event for 

the top ten countries is shown below. Clearly the type of event, number of delegates, duration and 

purpose of the event will affect the budget allocated to it but it is interesting to see which countries are 

attracting higher budgets overall. 

 

Buyers top ten countries 
in Asia for events 

Average budget per event 
$US 

Average budget per 
event  RMB 

China $58,685 372,561 

Hong Kong $48,134 305,578 

Thailand $64,216 407,675 

South Korea $36,638 232,596 

Singapore $62,299 395,505 

Japan $40,528 257,292 

Malaysia $50,648 321,538 

Taiwan $43,947 278,997 

Macao $24,020 152,490 

Indonesia $58,546 371,679 
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6. Suppliers top countries for hosting events show a slightly different pattern to the buyers although 

China and Hong Kong remain at the top. The cities quoted by suppliers as those most hosting events 

were Beijing, Shanghai, Chengdu, Guangzhou, Hainan, Hangzhou and Tianjin. 

 

Suppliers top countries for 

hosting events 

Percentage of suppliers 

hosting events 

Average number of events 

hosted per supplier 

China 64.8% 23 

Hong Kong 39.6% 19 

Japan 30.8% 6 

Taiwan 29.1% 24 

Singapore 25.3% 25 

South Korea 25.8% 6 

Thailand 20.9% 7 

Macao 18.1% 8 

Malaysia 16.5% 5 

 

7.  Buyers'  top 10 countries for the NEXT 12 months by number of events show an identical pattern to 

the last twelve months as shown below. It is interesting to see that suppliers forecasts for the next 12 

months differ with (slightly) more events predicted for India than China and Vietnam appearing more 

popular.  

Buyers top countries for events 

by volume next 12 months 

Suppliers top countries for 

events by volume next 12 months 

China India 

Hong Kong China 

Thailand Macao 

Japan Vietnam 

Singapore Thailand 

South Korea Hong Kong 

Taiwan Taiwan 

Malaysia South Korea 

Macao Maldives 

Indonesia Indonesia 

 

 

8. The market conditions experienced for the last twelve months and those forecast for the next twelve 

months are shown in the tables below. Clearly the meetings market continues to grow rapidly in China. 
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Nearly two thirds of buyers saw an increase in the volume of events they were involved in over the last 

twelve months and a very similar percentage forecast increased volume for the next twelve months. 

60% also saw increased budgets. However this reduces to 49% who predict budget increases for the 

next twelve months. As the development of regions and cities throughout China continues, so does 

the percentage predicting use of new destinations for meetings, with 72% forecasting use of new 

destinations in the next 12 months.  

 

Buyers reported 
Change 

Volume of 
events 
LAST 12 months 

Volume of 
events NEXT 12 
months 

Increase 63% 62% 

Same 25% 25% 

Decrease 12% 13% 

 

Buyers reported 
Change 

Budget LAST 
twelve months 

Budget NEXT 12 
months 

Increase 60% 49% 

Same 23% 31% 

Decrease 17% 20% 

 

Buyers 
forecasts for 
NEXT 12 months 

Marketing 
budget 

Use of NEW 
destinations 

Increase 48% 72% 

Same 31% 22% 

Decrease 21% 5% 

 

 

9. Buyers and suppliers' views on what the issues having most impact on their event business in the 

next twelve months are as follows: 

1. Global economy (upturn) 

2. Air fare increases & currency inflation (affecting prices) 

3. Increasing demand and the burgeoning industry in China 

4. Product & destination development and ongoing staffing requirements 

5. New creative ideas and venues (needed). 
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10. The chart overleaf reveals the high use of new technologies and forms of communications by 

buyers and suppliers with 77% of buyers using social media to communicate before, during and after 

meetings.  Virtual meetings show significant use in addition to face to face meetings at 34% as the 

hybrid meeting uses virtual elements to extend audience levels. However this figure reduces to just 

17% who are using virtual meetings instead of face to face meetings. It is interesting to see 41% are 

using audience response systems, a much higher figure than other parts of the world.  

30% are using 'apps' and 11% QR codes for providing delegate information. These have been taken 

on board very rapidly. Destinations and venues need to ensure they are taking advantage of these 

forms of technology to remain competitive despite limited increases in marketing and promotional 

budgets. The use of location aware software offers great scope for destinations too and although it is 

not being widely used at this stage (5%) seems likely to show increased usage in future 
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Electronic RFP products eg Starcite, Cvent (please specify 
which ones) 

Location aware software eg Foursquare

QR codes (specific matrix barcodes) for meetings management

Cloud computing to assist with event management

Apps for providing delegate information

Audience response systems

Social media to communicate before, during
or after the meeting

 

Electronic RFP products eg Starcite, Cvent (please specify 

Location aware software eg Foursquare

QR codes (specific matrix barcodes) for meetings management

Holograms

Cloud computing to assist with event management

Apps for providing delegate information

Virtual meetings

Audience response systems

Social media to communicate before, during
or after the meeting

8.6%

4.8%
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50.2%

41.1%
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10.1%

7.2%
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24.6%

36.2%
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