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Abstract 

 

The analysis: Destination Marketing Organizations - a cross-cultural and global perspective. 

This is a meetings and hospitality industry analysis of Convention and Visitors Bureau 

activities and structure, based on research conducted during 2013-2015. Speaking about 

the meetings industry or meetings and events industry as an interdisciplinary field most often 

related with tourism we need to remember there are different interpretations.  

Interchampion terms describing this phenomenon and published above all in the European, 

American and Australian literature, include these days mainly business travel or Meeting 

Incentive Conference Events industry. 

 

The aim of the project research is to define best practices, difference, and similarities, in the 

Convention and Visitors Bureaus operations on a global level, based on four main areas of 

activity:  

• communication style and methods between the CVB and its members,  

• geographical marketing and activities employed by the CVB to attract members, 

• membership activities and CVB organization characteristics,  

• CVB products marketing and promotions.  

 

The target group and methodology employed was developed through cooperation with 3 

different universities and main industry associations: UIA - Union of International 

Associations, ICCA - International Congress and Convention Association, DMAI - 

Destination Marketing Association International, MPI - Meeting Professionals International.  

  

To concentrate on the project, it is important to mention that destination marketing 

organizations including convention bureau worldwide have different style of communication, 

marketing and cooperation with major partners or members. The main aim of the research 

was to show the differences and also focus on similarities. The research was undertaken 

via face-to-face meetings and on-line tool. The research covers feedback from 89 CVB 

including general summary and individual CEO’s opinions. Authors collected filled 



 

 

questionnaires from DMO’s based in North and South America (47), Europe (15), Asia (9), 

Africa (6), Middle East (5) and Ocenia (7). 

 

Survey questions were created that were aligned with the aims of the project and focused 

on the following aspects: 

• examination of the process of becoming a CVB member;  

• including the CVB’s marketing outreach strategies to selected markets;  

• the size of the CVB’s membership;  

• the CVB’s communication style with its members;  

• the effectiveness and efficiency of that communication;  

• the member’s perception of the CVB’s communication;  

• the frequency of communication as it relates to statutory activities, the organizations 

promotion and marketing of its products and services, and content related information;  

• evaluation of the CVBs disseminating information about its members, and the collection 

of recommended changes for future communication style and methods.  

 

The hypothesis of the research was linked to the communication styles and geographical 

differences among global Destination Marketing Organizations. Over 3 years 89 CVBs from 

5 continents were involved in the research. Methodology was based on Convention Industry 

Council including the frameworks from APEX glossary.  

 

The results show that 65 % respondents said the communication between DMOs and its 

members is effective and efficient. Moreover 60% of DMOs believe that communication 

effectiveness should be one of the main goals of the organization. Finally, over 60% of 

respondents claim that their DMO do not communicate with its members in a very 

informative and personalized manner.  

 

All results of the research give the possibility to show the differences among global 

Convention and Visitor Bureaus but also explain their characteristic and significant role 

which they have in their communities. More details will be delivered during the presentation 

and special article.  

 

The project shows the differences in communication globally based on practical models but 

it is worth mentioning that the whole research is academically driven. The author has shown 

the implications of global theoretical models based on literature. That is why it gives the 

basement of further discussion about communication models in meetings and events 

industry and in particular with the difference based on geography and culture.  

Models used in the research (Urry 2009, Davidson 2003, Vanneste 2009) can be 

implemented in business life and what is more important liked the them we can create a 

theoretical framework how the cooperation between the DMO and stakeholders should look 

like.  


