
DESTINATION MARKETING,
WHATôS NEXT?



Ranked No.2 Worldwide

(2014, ICCA)

Ranked No.1 

in 2003, 2005 -2012

Top 5 past 15 years

(ICCA)

International Conventions

No. 2 Worldwide, 2014

(UIA)

Quality Living Survey

No. 1 Worldwide

The Worldôs Most 

Reputable Cities No. 1

ñSmart Citiesò

No. 1 Worldwide



VIENNA, A 

BUSINESS 

EVENTS 

DESTINATION



VIENNA, A BUSINESS EVENTS DESTINATION

TOURISM
INFRASTRUCTURE

MEETING 
FACILITIES

USPs

REPUTATION

BUSINESS CENTER
NGO HUB



1. Cost to having to 
bus attendees

2. Pollution awareness

3. The new generation is 
keen on walking and  
using the public  
transportation .

WALKABILITY



THE KEY 

MARKET 

SEGMENTS



ASSOCIATION CORPORATE



STABLE

TRANSPARENT

CLEAR AND WELL PUBLICIZED

Å Grow Membership

Å Market New Services

ÅReach Out to New Market

CONVENTIONS ARE CRITICAL TO THE 

FINANCIAL STABILITY OF ASSOCIATIONS

CONVENTION BUREAUS PLAY A KEY ROLE

MID TO LONG TERM MARKETASSOCIATION



ASSOCIATION

1,550 PLAN GLOBAL EVENTS

AROUND 14,000 ARE STRUCTURED 

WITH AN OFFICE AND STAFF

1.9 MILLION ASSOCIATIONS



DECISIONS RATIONAL AND 

DICTATED BY ROI

ITôS ALL ABOUT BUSINESS

MANY DECISION MAKERS

MANY POTENTIAL INTERMEDIARIES

DIRECT BOOKING FOR SMALL 

GROUP BUSINESS MEETINGS

SHORT TO MID -TERM BUSINESS CORPORATE

MEETINGS



CORPORATION

ONLINE 

MEETING 

MNGT. FIRMS

CVENT

10 PERCENTERS 

HELMS BRISCOE

CONFERENCE 

DIRECT

IND. MEETING 

PLANNERS 

MEETING 

MANAGEMENT 

FIRMS

DBE M&I

MARITZ



INCENTIVES

EVOLVED TREMENDOUSLY

INCENTIVES ARE ALSO PART 

OF CORPORATE BUSINESS 

STRATEGIES

QUESTIONED DURING 

THE FINANCIAL CRISIS

INCORPORATE MEETINGS TO 

LEGITIMIZE VALUE TO 

CORPORATIONS CORPORATE



ASSOCIATION CORPORATE



KEY POSITIVE 
IMPACTS BE INDUSTRY

TOURISM

BUSINESS

GOVERNMENT

UNIVERSITIES

LEGACIES

MEDIA

REPUTATION

MAJOR EVENT



THE MAJOR 

MARKETS



ASIA EUROPE AMERICA





ASIA

ON THE ASSOCIATION SIDE, ASIA IS 

DISCOVERING THIS NEW INDUSTRY. 

TREMENDOUS GROWTH IN CORPORATE 

MEETINGS AND INCENTIVES 

THE SLOWDOWN IN CHINA WILL 

AFFECT THE PLANNING OF INCENTIVE 

PROGRAMS OVERSEAS.



EUROPE

A MATURE MARKET WITH A 

LARGE ASSOCIATION BUSINESS

54% OF INTERNATIONAL ASSOCIATIONS 

ARE BASED IN EUROPE

THE INCENTIVE MARKET HAS WEAKENED



AMERICA



AMERICA

ASSOCIATION BUDGET

45% EXPECTED AN INCREASE IN BUDGET 

51% EXPECTED THE SAME 

LEVEL OF BUDGET 

6% EXPECTED A DECREASE 



ATTENDANCE AT 
CONVENTIONS

46% PREDICTED AN INCREASE

40% SAME LEVEL OF ATTENDEES

14% PREDICTED A DROP IN ATTENDANCE

AMERICA



CORPORATE MEETING 
ATTENDANCE

62% PREDICTED AN INCREASE 

IN ATTENDANCE 

29% EXPECTED A STATUS QUO 

9% EXPECTED A DROP IN ATTENDANCE

AMERICA



CORPORATE BUSINESS 
ENVIRONMENT

72% OF THE PLANNERS 

DESCRIBED IT AS ñBETTERò 

18% AS ñEQUALò 

10% QUALIFIED IT AS ñWORSTò 

AMERICA





AN AVERAGE 22% TO 23% ARE PLANNED INTERNATIONALLY

CORPORATE MEETINGS & INCENTIVES COMPANIES

MEETINGS

2012 2014

INCENTIVES

36,022 IN 2012

31,436 IN 2014

4,133 (10.29%) IN 2012

2,780 (8.12%) IN 2014



2014 
TOTAL MEETINGS 

AND INCENTIVES

2,311

125 (5.15%)  
WERE INCENTIVES



2014
TOTAL MEETINGS 

AND INCENTIVES

7,033

312 (4.25%)  
WERE INCENTIVES



2014
TOTAL MEETINGS 

AND INCENTIVES

1,340

111 (7.65%)  
WERE INCENTIVES





ON THE AVERAGE THE CONVERSION RATE VARIED FROM 22% TO 29%

8/1/ 13 - 7/31/ 148/1/12 - 7/31/13 8/1/14 - 7/31/15

TOTAL RFP: 330

ROOM NIGHTS: 12,875

95 CONFIRMED 

AVERAGE ROOM NIGHTS: 135

TOTAL RFP: 337

ROOM NIGHTS: 8,317

75 CONFIRMED 

AVERAGE ROOM NIGHTS: 110

TOTAL RFP: 473

ROOM NIGHTS: 12,575

136 CONFIRMED 

AVERAGE ROOM NIGHTS: 92



WHAT IS 

KEEPING THE 

PLANNERS UP 

AT NIGHT?



TECHNOLOGY ADVANCEMENT

ALTERNATIVE AND NEXT 

GENERATION LODGING

ATTENDANCE BEHAVIOR



PRICE TAG

TECHNOLOGY DRIVES THE 

TRANSACTION

SOURCING RELIES ON SOCIAL BUZZ



THE 

MILLENNIALS



75%
GLOBAL 

WORKFORCE

NEW 
ATTITUDE

NEW 
EXPECTATIONS

RELY ON ONLINE 
REVIEWS OVER 
TRADITIONAL 

MEDIA

THE PRIMARY 
DECISION FACTORS 
HAVENôT CHANGED 

SHARE A NUMBER OF 
VALUES WITH PAST 

GENERATIONS.



WHEN WE ACCESS INFORMATION 

IT SHOULD BE IMMEDIATE, 

SIMPLE, AND WORK ACROSS 

ALL MY DEVICES. 

MILLENNIAL MINDSET

#1

MARKETING STRATEGY

RETHINK YOUR DESTINATIONôS 

DIGITAL PRESENCE.



WE DONôT CONSUME DIGITAL 

MEDIA PASSIVELY, WE WANT 

TO ENGAGE WITH IT.

#2

MARKETING STRATEGY

PROVIDE SOCIAL MEDIA AND 

DIGITAL TOOLS TO HELP 

PLANNERS CREATE ENGAGEMENT 

WITH THEIR MEETING 

ATTENDEES.

MILLENNIAL MINDSET



WE STILL VALUE TRUSTED 

RELATIONSHIPS IMMENSELY.

#3

MARKETING STRATEGY

USE DIGITAL MEDIA TO HELP 

FOSTER TRUST WITH PLANNERS

MILLENNIAL MINDSET



LETôS TALK 

ABOUT 

DISRUPTORS







AIRBNB QUIETLY STARTS 

A PILOT FOR LISTINGS 

EXCLUSIVELY FOR BUSINESS 

TRAVELLERS

AIRBNB WANTS TO HOST  

YOUR NEXT MEETING



AIRBNB REPORTS RECORD 

CORPORATE SIGNUPS

EXPERIENT TEAMS WITH 

AIRBNB: EXPANDS EVENT 

LODGING OPTIONS FOR CLIENTS





HILTON, UBER TEAM UP  

TO DRIVE VALUE FOR  

HOTEL GUESTS







WHATôS NEW

TODAY?



DESTINATION STRENGTH

COMMUNITY SUPPORT AND ENGAGEMENT.

TWO CRITICAL DRIVERS 
OF DMO SUCCESS

SHIFT FROM BROADCAST TO ENGAGEMENT

NEW COLLABORATION AND 

PARTNERSHIPS

TRANSFORMATIONAL 
OPPORTUNITIES

BUILDING AND PROTECTING THE 

DESTINATION BRAND STRATEGY



WHATôS NEW? 

CONTENT

MARKETING




