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Abstract. The development of the meetings industry is related to development of business tourism to cities. There is an
increasing number of meeting venues and multifunctional arenas along with events and visitors. It is related to the growth
of global and economic, political, socio-cultural changes and new technologies. The benefits of the meetings industry
are result from the attractiveness of business tourism as a city product and a form of city promotion. The changes taking
place in the meetings market encourage local government of cities, that are not capitals (so called "second tier cities”),
to more actively apply for the organisation of large international events. The city administration that wants to develop
business tourism in their area, has to take into account many conditions in their destination (city) management. The key
external and internal factors affecting the development of business tourism second tier cities have been identified in the
article. The methods of literature analysis of the subject, passive observation of events and data from previous

publications have been applied for the research.
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Introduction

The changes in the contemporary global
economy are affecting local markets, including
cities that are not the capitals of countries. Tourism
develops under the influence of economic changes
in the world, and tourism itself can influence these
changes. These trends should be identified and also
should be taken into account by the management of
the tourist enterprises as well as the administration
of tourist destinations. There has been a rising
number of travels in the world (UN WTO, 2017).
Business tourism is also growing long with business
travel expenditure (WTTC, 2017), the number of
business events and conference meetings (UIA,
2017; ICCA, 2017), respectively; as a particularly
attractive tourism product of cities and product of
various meeting venues and modern sport arenas
(Cieslikowski & Brusokas, 2017). Business tourism
due to its growing economic importance, it is
commonly called the meeting industry.

Business tourism can be a product of destination,
or even a form of promotion of destinations on
various markets (Hankinson, 2005;Cieslikowski,
2016). Statistics on the development of tourism to
cities show that business tourism is growing faster
in cities than general tourism in the world
(Euromonitor International, 2017). Market research
of the clients of conference meetings (institutional
clients/ buyers) indicates that the business clients
are interested in organising their business events not
far from their headquarters, offices and factories.
The conference's buyers (main organisers) want to
show their business guests the city and region in
which they live and work (Cieslikowski, 2014)

The analysis of the demand in the business
tourism market allows to state that some cities with
large economic activity zones, with good transport
access, cities with modern and multi-functional
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meeting arenas, developed and large hotel base,
with universities, social and business organisations
(Oppermann & Chon, 1997; Cieslikowski, 2016)
can take advantage of the development of business
tourism. Administration in these cities should have
a plan for the development of business tourism
(meetings industry), organisational structures for its
implementation, as well as a separate budget for the
development of business tourism.

The key external and internal factors in the
development of the industry of meetings of cities
that are not the capitals of states (second tier cities)
have been identified in the paper. In order to identify
the factors, the methods of literature analysis of the
subject, passive observation of events and data from
previous publications have been applied for the
research. On a global scale, the prospects for the
development of the meetings industry are very
optimistic, and the development of material
infrastructure for business tourism, in particular
multifunctional meeting venues, is very helpful in
combining business events with cultural or sporting
events in the second tier cities, previously ignored
in the international meetings market.

Meetings and events industry - theoretical
background

The global economy can be treated as a set of
countries and their unions, markets, economic
entities, regional and international organisations
(Eckes, 2011). It is a dynamic organism changing in
various aspects of its functioning. All processes
leading to the increasing interdependence and
integration of states, societies, economies and
cultures are called globalisation. Globalisation in
economic terms is related to global capitalism,
which, however, needs local anchoring, the
diversity of local cultural contexts and the resulting



Innovative (Eco-) Technology, Entrepreneurship and Regional Development. Conference proceedings, 2018, Nr 2. ISSN 2538-7936.

differentiation of goods and services (Beck &
Camiller, 2012). Tourism (including business
tourism in particular) as a phenomenon contributed
to the emergence of globalisation processes, but also
globalisation of various spheres of human life
contributes to the development of business tourism
and the meetings industry.

At present, adaptation processes accompany
globalisation trends to local conditions. Robertson's
concept of continuous global entanglement with the
local is called the glocalisation. The essence of
glocalisation is the claim: "think globally, act
locally”. There is a mutual influence of the
"universalisation of particularisms and the
particularisation of universalisms" (Robertson,
2011). Against this background, the activity of
various market players, including organisers of
events (business, cultural, sports) inclines them to
implement these events not only in large globalised
cities - administrative capitals of countries, but also
in other cities that are not capitals.

A growing number of events, as well as the share
of visitors, has a positive impact on the growth of
tourism of destinations. Tourism according to the
method of financing and the main purpose of the
trips, can be divided into leisure tourism (vacation
time) and business tourism (related to work and
professional activity). Yet, business tourism refers
rather to group meetings rather than travel as
defined in the literature of the MICE acronym -
meetings, incentives, conventions/conferences,
exhibitions (Davidson & Cope, 2003).

There has been the growing economic
importance and an increasing number of research on
the impact of business tourism on the economy of
the regions, at the end of the 20" century (in the US)
and at the beginning of the 21° (in Europe and other
parts of the world) business tourism began to be
called the meeting industry. Where the term
"meetings" referred to various forms of business
meetings in which a minimum of 10 people
participate (World Tourism Organisation, 2006).
Due to the great importance for various groups
involved in its implementation (principals,
organisers, exhibitors, speakers, visitors and their
accompanying persons), limited duration, as well as
certain repetitive processes, the meeting is used
interchangeably by "event" (also for business
meetings/events).

Increasing business meetings / events market is
related to creation of material potential (technical
infrastructure, communication  infrastructure,
meeting venues) and creation of organisational
structures for coordination information flow - local
convention bureau (Piechota, 2016), by the city
administration.
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Recently, business meetings venues are various
groups of buildings/ arenas, which usually have
many different functions. The largest of them (in
terms of the capacity of the number of participants),
are multifunctional large meeting facilities also
intended for the implementation of various events.
D. Getz distinguishes the following events:
business, cultural, sport and private (Getz, 2008).
All these events can be used as attractive products
for the dissemination of various innovations
(German Convention Bureau, 2014), as well as
modern forms of promotion (Mind Progress Group,
2013) various market players on the events market
- including city administrations (Cieslikowski,
2015).  Material  infrastructure  for  the
implementation of major events, including large
multifunctional meeting facilities, is also built in
cities that are not the capitals of the countries. This
is supported by the processes of glocalisation taking
place in the global economy, which prompts
organisers of big events and business meetings to
locate them in these cities.

Second tier cities as attractive destinations on the
meetings market

Business, sports and cultural events mutually
penetrate and complement each other, which
positively affects the development of meeting
facilities in different size cities.

"Second tier cities" are treated cities that are
administratively ~ separate  territories,  with
management (administration, local management)
for public purposes. In statistics, they are usually
cities from the second level of administrative
division of the country — sometimes capitals of
provinces, sub-regions (in Poland, these are
voidvod cities such as Katowice, Krakdw,
Wroctaw). Therefore, they also have important
administrative functions in the regions. The analysis
of these cities allows to note that these are also the
economic centres in the given region that stand out
in the statistics.

Other researchers have focused more on the
positive contribution that non-capital, ‘second tier’
cities can make. Many of those cities contain major
concentrations of economic activity, substantial
wealth creation potential, human capital and
creativity. They have higher order services and offer
firms a better local access to services in comparison
if they all were concentrated in the capital. Second
tier cities can achieve many of the agglomeration
effects of capitals, if they have the right
infrastructure, facilities, capacity and powers. And
they can lift the economic performance of their
regions and reduce inter-regional inequalities,
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promoting territorial and social cohesion
(Parkinson, 2012).

It should be mentioned that these cities (second
tiers city) usually have in their area the largest
meeting place in the region, the best transport
accessibility in the region, the largest number of
direct foreign investments, as well as hotels,
international networks, universities, etc. Thus, they
can be attractive destinations for event organisers.

The proper management of business tourism, or,
more broadly, management of meetings and events
(cultural, sports) as a city product, may contribute
to the success of such cities also on the international
arena (e.g. Barcelona, Frankfurt, Manchester,
Krakow, Katowice).

The phenomenon of the development of the
meetings industry (business) in second tier cities
can be seen even in ICCA statistics (e.g. among the
5 most popular destinations for business tourism in
the world for many years is Barcelona) and one of
the largest business tourism fair (IMEX) takes place
in Europe in Frankfurt.

In addition, large international organisations/
corporations are increasingly choosing second tier
cities for their big meetings. For example, the UN
WTO in 2018 implements the World Climate
Summit in Katowice (December 2018). The world’s
largest computer game-sand software are in
Katowice (Intel Extreme Masters exhibition
annually in March since 2013), and in 2019 in
Katowice is the World Anti-Doping Congress
(Cieslikowski, 2018).

Analysing the location of other major events
outside the capitals, it can be seen that in the case of
cultural events, the Depeche Mode band had 39
concerts in 2018, (25 of them in cities that are not
capitals (Depeche Mode, 2018); and the rock band
U2 organised 59 concerts in 2018 (34 of them in
second tiers cities (U2, 2018).

In the case of sports events, European Football
Championship U21 organized by UEFA. UEFA has
selected 6 cities in Poland for the events
(Bydgoszcz, Gdynia, Lublin, Kielce, Krakow,
Tychy), excluding Warsaw, the capital of Poland ,
from the list.

Contemporary and modern sports arenas or
concert halls are multi-functional facilities with
good communication accessibility, with the
possibility of organizing business events of a
smaller scale (almost every stadium has at least one
large conference room, VIP lounges — as the smaller
meeting rooms). They are very good venues for
business meetings, too.

As statistics of various institutions show, second
tier cities are active players on the global meetings
market. They are able to win many events with the
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capitals of countries and can use the meetings for
the development of tourism as well as for their
promotion in various markets. However, the
development and the effective use of events
depends on many different factors (conditions),
both external (independent of the city
administration) and internal (on which the
administration may have an active influence).

Possibilities for the development of the meetings
industry in the second tier cities

Research on the markets of developed
economies (USA, Great Britain, Germany,
Belgium), indicate several key facts determining the
selection of a specific destination by the organisers
of big business events (Oppermann, 1996; Hank-
Haase, 2002). These requirements (key success
factors of cities on business tourism market)
include:
transport accessibility (connection with the
motorway, railway stations for the
"Intercity” line, distance short from the
nearest international airport),
functioning and availability of large
numbers rooms for business and conference
guests
accommodation and its quality (including
standardization, headquarters of
international chain hotels),
information availability about destination
and companies operating in the city on
meetings industry,
originality and newness of the destination,
general costs of accommodation and meals
etc.,
the headquarters of the organizers of trade
fairs,
the universities,
other (state of the natural environment,
business connections, support of local
institutions).

The analysis of second tier cities in Poland:
Katowice, Krakow, Wroclaw, or other cities, allows
to state that they meet the requirements. The
development of business tourism follows the model
already described in the literature and research
reports of other cities of the world (Table 1).
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the tourism product of destinations on the meetings

market

goals

Recognition of the
needs and
opportunities for
the development
of the meetings
industry in the
city

Indication of key
problems of the
planning process

Elaboration of the
city's marketing
strategy including
the meetings
industry

activities

Selection of key
city products on
the tourist market
Regulated tourist
activities in the
city
Estimation
infrastructure,
equipment  and
services for the
development  of
the meetings
industry
Analysis
development  of
local social and
economic activity
Training /
preparation of
specialist staff

of

and

Setting a schedule
and milestones in
the development of
the city on the
meetings market
creating new key
service  providers
for the development
of the meetings
industry
Determining
criteria
analysing and
counting  events:
cultural, sports and
business.
Preparation of
organisational
structures in the city
administration  for
the development of
the meetings
industry

the
for

Segmentation and
definition of
target groups
Identification of
features
determining  the
attractiveness  of
the city for key
clients
Identification  of
key competitors
Planning a
marketing mix of
destinations
(product, prices,
promotion,
distribution
channel)

results

Indication of the
key directions of
city development
using events
(preliminary plan)

development and
implementation of
a long-term
strategy for the
development of the
meetings industry

Preparation of a
targeted
marketing plan
focused on
promoting the
city and attracting

with separate various events

budgets for this

Source: K Cieslikowski based on Datzira-Masip (2006),
UN WTO (2017), ARTN (2017), Harrill (2005).

The city selection criteria identified in the study
of economies for the organisation of major business
events are a set of internal conditions that can be
influenced by the city administration. However, it
should be noted that the political, economic and
social situation or technological changes may
favour or hamper the development of the meetings
industry in the second tier city. An analysis of the
changes taking place in the global economy, various
expectations of clients on the business tourism
market, allows to identify certain groups of factors
(external and internal) that city administration of the
second tier cities should also consider for the
development of the meetings industry in their area.
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Table 2. Key factors for the development of the meetings
industry in the second tier cities

Internal factors

External factors

- ensuring easy private and public|
transport accessibility

- easy information access to the|
great venues,

- having a great, modern, multi-
functional meeting venue,

- high security in meeting venue
and the all city,

- efficient service at every stage|
of the communication process
with the institutional clients,

- good contact with local
companies operating on this
market

- efficient and transparent
strategic  planning of  the
development of the meeting
industry,

- having organisational structures|
(CVB or other DMO)

- separated budget for the
development of the meetings
industry and its promotion

- political changes (related to
the functioning of national
and international structures)

- economic changes (on a
global scale, as well as in the
region)

- socio-cultural  changes
(including demographic
changes, changes in needs,
growing role of the
experience in economy)

- technological  changes
(observation of them will
allow to identify new groups
of clients or partners for
events planning in the city)

- competitor 'cities' behaviour
(they can encourage
coopetition, create strategic
alliances, etc.)

Source: K Cieslikowski’s own study.

Political changes in the European Union (so-
called "Brexit"), existing economic problems of
some countries (e.g. Greece), or the "immigration
(socio-cultural) problem, encourage discussions and
organisation of a larger number of meetings by
various institutions. Therefore, these changes
should be observed by administration to prepare the
offer of the proper organisation and to attract the
event to the city. Technological changes also seem
to be important. These are changes of high
dynamics that indirectly affect the functioning of
various sectors of the economy. Changes in IT
systems affect financial, medical and other services.
Information about these changes can be an
inspiration to search for customers affected by these
changes.

The behaviour of competitors, which the
administration has no influence on, but must take
into account are another factor in the development
of business tourism in cities. In a highly competitive
market between cities, a certain solution for
effective fight for events is horizontal and vertical
coopetition (Tidstrom, 2009; Czakon & Roy, 2016),
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to attract great events to the country and then divide
its relationship between individual competing cities.

However, knowledge of the attractiveness of the
destination for event organisers, as well as product
management and promotion processes allows the
use of the meetings industry for the development of
various sectors of the city/region economy. It seems
that for the development of the meetings industry in
their area, the city administration, by recognising
and monitoring internal and external conditions
affecting business tourism, can successfully win
events with the capital city and take advantage of
opportunities for the development and promotion of
the city.

Conclusions

There are many concerns related to the
domination of capitals on meeting industry. But
globalisation, including glocalisation focused on the
local community and local culture, can contribute to
the development of other regions. There is a great
opportunity for smaller cities - not the capitals of
countries (second tier cities), and it is very
important for the economy. Agglomerations or
cities, called second tier cities, can clearly bring
economic benefits to various market players.
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