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Executive Summary 
The Australian business events industry has a number of strategic goals for the year 2020 and this report 
documents the success the industry is having in achieving those goals. Specifically, the industry aims to 
attract $16 billion per year from overnight business events delegates by 2020. In 2011, all business events 
expenditure rose 19% over 2010 expenditure to reach $10.0 billion. Overall, the Australian business events 
industry has recovered from the Global Financial Crisis (GFC) and expenditure and visitation have returned 
to pre-GFC figures. With regard to international association events, however, Australia has slipped from 11th 
position to 16th position, highlighting the need to improve Australia’s share of this important sector of the 
international business event market. 

The aim of this report is to provide an overview of the 2011 trends in business event activity and 
expenditure within a worldwide, regional and local context.  

Global and Regional Context The key issues during 2011 focused around the crisis with the Euro, the 
earthquake and tsunami in Japan, the volatile political environments in places such as Egypt and Tunisia 
and, for Australia, the high value of the dollar. Although global tourism receipts increased by 3% in 2011 
over 2010 receipts, Australia’s share of international tourism decreased by 0.2% from 2010 performance. 
However, visitors from China, Indonesia, India, Singapore and Hong Kong all increased in numbers.  

The Global Business Events Industry Trends during 2011 in the global business events industry included: 

 Overall, there was an increase globally in the number of business events held e.g association 
meeting numbers increased to 10,000 in 2011, 800 more than in 2010 

 China saw significant growth in all components of business events, with Beijing, Shanghai and 
Hong Kong dominating the event activity within China. 

 All regions, except for Africa, increased their capacity for exhibitions, increasing both the number 
and size of exhibition venues. 

 The incentive sector saw a change in destination marketing methods with an increase in 
smart/mobile technology. 

Australia’s Business Events Industry Key trends since 2010 (and earlier) include: 

 Business event visitors spend increased, on average from $212 in 2010 to $248 in 2011. 
 Arrivals to Australia for the purposes of attending conferences and conventions during 2011 

totalled 171,000 which was a 1% decrease on the previous year. 
 During 2011 the focus on evaluating the true and more holistic value of business events increased. 
 2011 saw the continued growth in the deficit between inbound and outbound convention travel due 

mainly to the high Australian dollar encouraging overseas travel. 
 New Zealand remained Australia’s major source market for conference visitors showing an 

increase of 6% from 2010. China, UK and Singapore all increased in convention visitor numbers to 
Australia. 

 Australia’s market share of international association meetings decreased and was ranked 16th in 
2011 compared to 11th in 2010. 

 Incentive travel expenditure in 2011 increased by 7% over 2010, although the number of domestic 
overnight visitors and trips decreased. 

 Total business meeting (rather than convention, exhibition or incentive) visitors showed the largest 
increase of all the business events segments of 21% over 2010 figures. 

 Exhibition expenditure by delegates increased by 85% in 2011 over 2010 expenditure. 
 During 2010-2011 Qantas added 24 aircraft to its fleet on top of the 23 aircraft it added in 2009-

2010, which represents a substantial investment in the aviation industry. 
 In the accommodation industry over the period 2005 to 2011, growth in rooms increased by 10.7%. 
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Key Performance Indicators for 2010/2011 

Key Performance Indicator (KPI) 2010 2011 % Change* 

ABS Convention / Conference arrivals to Australia 173,500 171,000 1% 

Federal funding of business events (marketing only) $3M p.a. 
through TA 

$3.5 M p.a. 
through TA 

17% 

International business event visitors (IVS) 813K 881K 8% 

International business event visitor trip nights (IVS) 12,674K 14,173K 12% 

International business event visitor spend in Australia 
(IVS) 

2,005M 2315M 15% 

Domestic overnight business event visitors (NVS) 8,118K 9438K 16% 

Domestic overnight business event visitor nights (NVS) 23,515K 26,324K 12% 

Domestic overnight business event visitor spend (NVS) 5,668M 6740K 19% 

Domestic day business event visitors (NVS) 8,175K 8953K 9% 

Domestic day business event visitor spend (NVS) 771M 984M 28% 

Total business event visitors 17,106K 19,271K 13% 

Total business event visitor nights 36,190K 40,496K 12% 

Total business event visitor spend in Australia 8,443M 10,038M 19% 

State government funding of convention bureaux 22.1M1 22.9M2 4% 

Local government funding of convention bureaux 3.3M1 2.5M2 24% 

Total cash provided to convention bureau by the private 
sector 

9.8M1 9.3M2 2% 

Total number of members of convention bureau 1,8451 1,9122 4% 

Total number of convention bureau bids won 6401 6732 5% 

Total estimated delegate expenditure from bids won 604M1 590M2 5% 

Total number of convention bureau bids lost 3691 4122 12% 

Australia’s rank in the list of Overall Country Brand 2 5 N/A 

Australia’s rank in the Ahnolt-GFK Nation Brand 9 8 N/A 

Accredited meeting managers (MEA) – including in-
house managers 

62 66 6% 

Note 1: Refer to financial year 2009-10 
Note 2: Refer to financial year 2010-11 
* percentage changes have been rounded 
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State of the Australian Business Events 
Industry Report Calendar Year 2011 

1.0 Introduction  

The purpose of this report is to provide an overview of how Australia’s business events sector performed in 
2011 and the factors that affected this performance. This is the second State of the Australian Business 
Events Industry Report; the first report was produced in 2011 and examined the performance of the sector 
in 2010. According to the industry’s stated goals (BEA, 2011), the sector aims to double the annual 
overnight expenditure by business event visitor delegates to between $15.8 billion and $16.0 billion by 
2020. In 2009, total business events delegate visitor expenditure was valued at $7.9 billion; in 2010 
expenditure had risen to $8.5 billion and in 2011, it reached $10 billion. The sector is well on its way to 
achieving its target.  

2.0 Global Overview 

2.1. Global Economy 
The impact of the Global Financial Crisis (GFC) in 2008-09 forced a number of changes in the sector that 
focussed largely on the sector becoming more efficient and also on more effectively demonstrating the 
value of business event activities to companies and government. The impact of the Eurozone crisis, 
together with the effects of disasters such as the tsunami and earthquake in Japan, have forced the 
increased use of technology, more strategic meeting management and more frequent assessment of the 
benefits of business events using techniques such as Return on Investment (ROI) evaluation. 
 
Globally, 2011 saw international tourism receipts exceed US$1 trillion for the first time, showing a 3.8% 
increase from 2010 (UNWTO, 2012). In the Asia-Pacific region, one of the earliest regions to recover from 
the GFC, the growth rate in tourism in general continued to increase. According to UNWTO (2012)	 Europe 
and Asia-Pacific were the fastest-growing regions. The Middle East (-8%) and North Africa (-9%) were the 
only (sub)regions to record a decline in arrivals, due to the ‘Arab Spring’  and political transitions in the 
region. The BRIC countries (Brazil, Russia, India, China) continued to have the highest growth in 
international tourism expenditure with China’s expenditure on international tourism increasing by US$18 
billion to US$73 billion. 
 
Australia’s international tourist numbers, over the calendar year 2011, decreased by 0.2% on the total 
achieved in 2010. However, visitors from China (+19.4%), Indonesia (+13.2%) India (+6.8%), Singapore 
(+3.4%) and Hong Kong (+1.5%) all increased during 2011 (Tourism Australia, 2012) 
 

2.2. Global Meetings Industry 
The global meetings industry also saw an increase in activity. From the low of 2009, the sector steadily 
improved on a number of criteria. FutureWatch 2011 and the Grass Roots Meeting Industry Report (2012), 
for example, found that the numbers of meetings, participants and average spend all increased during 2011.  

Corporate Social Responsibility (CSR) continued as the top priority for the meetings industry (Grass Roots, 
2012) with many in the industry (52%) stating they were fully committed to CSR (Global Insights Report, 
2011). Other issues found to be important to the sector during 2011 were the need to cut costs and to 
demonstrate ROI for companies. The changes that occurred with regard to travel policies within companies 
influenced the sector, as did rising supplier costs and fees, political uncertainty and security fears. 

Asia showed a significant increase in the number of events that were being staged, with Beijing, Shanghai 
and Hong Kong dominating the event activity in China. More event destinations in China were added during 
the year. In 2011, Shenzhen, Chengdu and Qingdao were mentioned in the China and Asia Meetings 
Industry Research Report 2011 for the first time. The earthquake and tsunami in Japan impacted not just 
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Japan, but the region as a whole. While Japan suffered in both inbound and outbound business, some 
events were transferred to China and other Asian destinations, leading to a positive impact. However, the 
proximity of the earthquake and tsunami to other parts of the region affected perceptions of safety from the 
nuclear dust. This also impacted negatively on insurance fees, particularly with groups (China and Asia 
Meetings Industry Research Report, 2011) 

 

2.2.1 Associations 
The number of association meetings held globally continued to increase during 2011, with ICCA (2012) 
reporting that more than 10,000 regularly occurring association events took place in 2011, 800 more than in 
the previous year. The average number of participants per meeting, however, reached its lowest point of the 
past decade in 2011 with 535 participants per international meeting. This represented a drop of 36 
participants per meeting compared to 2010.  

 
According to ICCA (2012), the leading countries for hosting international association meetings were USA 
(759), Germany (577), Spain (463) and UK (434), mirroring the rankings of 2010. All of these countries 
showed an increase in the number of meetings held, with USA showing the greatest increase, up by 136 
meetings. Similarly, the cities identified by ICCA as hosting the most international association meetings in 
2011 were Vienna (181), Paris (174) overtaking Barcelona (150), and Berlin (147). London showed the 
largest increase moving from 14th place to 7th place and demonstrating the effect of the Olympic Games on 
destination profiles. 
 
 

2.2.2 Exhibitions 
Research by UFI (2011) identified that there are 1,197 exhibition venues worldwide with a minimum floor 
space of 5000 square metres. Since 2006, there have been 57 additional exhibition centres built with floor 
space exceeding 5000 square metres. Europe and North America, followed by Asia offer the highest venue 
capacities, with respectively 48%, 24% and 20% of the total indoor exhibition space. Figure 1, taken from 
the UFI study, shows the geographical market share in terms of space of the exhibition venues. 
 
Figure 1:  Venues and indoor exhibition space in 2011 - Number & Capacity 

 

 
Source: UFI  (2011), The 2011 World Map of Exhibition Venues, p. 4 
 
While UFI (2011) found that exhibition space is still expanding, the growth is at a lower rate (2.3% per year) 
than was forecast for 2011. The UFI findings argue that there are different reasons for growth in the various 
regions but a key factor is the need to enlarge facilities to maintain shows and stop them from moving. The 
reasons also include a growing awareness by the local authorities of the benefits of the industry as well as a 
better understanding of exhibitions’ economic contribution. 
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As seen in Figure 2 below, all regions, except Africa, significantly increased their exhibition capacity since 
2006. This is particularly true for Asia/Pacific (+38%) and the Middle East (+16%).  
 
Figure 2: Regional trends and shares of the total world indoor exhibition space in years 2006 and 
2011  
Source: UFI (2011) Global Exhibition Industry Statistics 

2.2.3 Incentives 
According to Advito (2012), the incentive sector has not improved to the extent that the overall meetings 
industry did. There was also greater emphasis on the educational aspects of incentive packages than 
previously, reflecting the need to show the ROI of such events. Business travel continued to grow with 
demand being close to 2008 pre-GFC rates. However, hotel rates struggled to improve with a number of risk 
elements such as safety and security (the earthquake and tsunami in Japan, for example) and oil prices 
impacting the market. According to IRF’s 2012 Incentive Travel Survey, the median group size for incentive 
events remained at 125 participants and the per-person spending fell for the third year in a row to an 
average of US$2,603.  
 
There were a range of trends during 2011, some of which were quite dramatic (SITE, 2012). For example, 
there was a substantial change in destination marketing tools used showing a decline in the use of email 
newsletters and telephone calls (Figure 3). These changes will impact the way the incentives sector 
operates in future. 
 
Figure 3: 2010-2011 Year over Year Change in Destination Marketing Methods. 

Email Newsletters       

‐3%  ‐51%  ‐10%  45%  14% 2% 3% No Opinion 

Familiarization (Fam) Trips       

‐1%  32%  ‐20%  ‐9%  ‐3%  1%  0%  Very Effective 

Trade Show Representation       

‐4%  1%  10%  ‐7%  ‐2%  1%  1% 
Effective 

Internet Destinations Websites       

0%  6%  19%  6%  ‐10%  ‐20%  0%  Moderately Effective 

Direct Mail       

‐4%  ‐27%  ‐17%  9%  14%  16%  8%  Moderately Ineffective

Office Presentations       

‐7%  18%  20%  ‐18%  ‐10%  ‐6%  2%  Ineffective 

Telephone Calls       

‐3%  ‐49%  ‐8% 28%  13% 8% 11% Very Ineffective 
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Source: SITE Index Annual Study, 2012 
 
Smart/mobile technology increased in use and in importance during incentive programs in 2011. There was 
also a trend to reduce the number of on-site gifts as well as using properties located closer to the host 
organisation. Companies reduced the number of qualifiers to attend incentive events as well as the length of 
the trips and this trend appears to be continuing. Finally, a growing trend was to include additional time and 
opportunities for business content, with participants spending more than a quarter of their event experience 
in business meetings. 
 
In Asia, the percentage of respondents to the CIBTM survey in 2011 who stated they were organising 
conferences and meetings rose from 64% (in 2010) to 74%. Similarly, those organising international 
conventions and congresses has also risen. The number of inbound international events to China grew 
during 2011, with the most popular destinations for outbound business being Taiwan, Macau, South Korea, 
Singapore, Thailand and Malaysia (CIBTM, 2011).  Buyers for the Asian region stated that cost, location, 
quality of accommodation, quality of service and the size of the venue together with the time of the year 
were the greatest influences on placing an event. Suppliers stated that while pharmaceutical and medical 
clients dominated the sector again, the financial services/banking industry rose from sixth position in 2010 to 
second position in 2011 (IRF, 2012). 

2.2.4 Corporate Meetings 
Information on corporate meetings is limited and while there is commentary on corporate travel, the two are 
not necessarily the same. According to the National BE Strategy (BEA, 2008), the global corporate meeting 
sector is valued at US$31.8 billion. FutureWatch 2011 found, through its survey of corporate and 
government meetings planners,that the number of meetings increased by 3% over 2010 figures, the number 
of delegates increased by 2%, and the average spend per meeting grew by 5%. 

3.0 Australian Overview 

3.1. Economy 
Whilst international tourism grew globally by 4.5% in the first half of 2011, international arrivals to Australia 
improved by only 0.8% in the first six months, equivalent to an additional 22,000 travellers. As a whole, 
Australia saw an increase in visitor arrivals in 2010/11, with a record 5 .9 million visitors – an increase of 3% 
on the previous year.  Although the economies of some of Australia’s traditional tourism markets continued 
to be effected by the GFC and the Australian dollar was particularly strong, visitor numbers to Australia were 
steady. The continued uncertainty surrounding the debt crisis in Europe impacted on arrivals from Europe, 
Financial uncertainty in North America and the devastation of the tsnumai in Japan reduced arrivals from 
these countries. Inbound tourism from China and other parts of South East Asia showed the greatest 
increases in inbound tourist numbers. Business arrivals (up by 4.5 %) were very strong compared to holiday 
arrivals (down by 4.1%).  Domestically, a number of events impacted adversely on the tourism industry, 
most notably, the Queensland floods and Cyclone Yasi.  
 
Total tourism expenditure increased by 2% in the year to September 2011, although holiday tourism 
expenditure decreased by 3%. Expenditure by tourists from China increased dramatically in 2011 growing 
13% to $3.6 billion in the year ending September 2011. China is now Australia's largest source market in 
terms of economic value, worth $3.5 billion, followed by United Kingdom ($2.6 billion), New Zealand ($2 
billion), and USA ($1.8 billion). 

3.2. Business Events 
According to TRA (2012), business events in Australia were worth $10 billion to the Australian economy in 
2011. This compares favourably to the 2010 figure of $8.5 billion.  Business events visitors spent, on 
average, $248 per night in 2011 compared to $212 in 2010 and overall business events visitors spent more 
than other categories of overnight visitors who spent $135 per visitor in 2011 and $136 in 2010. TRA’s 
(2012) report provides evidence that business event travel has recovered from the GFC, with business 
events visitors spending at least $100 more than leisure visitors to Australia. TRA data analysis found that 
the business events sector in 2011 had exceeded 2008 levels for most visitor segments. The data also 
found that international business travel to Australia had increased by 6% in 2011 compared to 2010.  
 



	

State of the Business Events Industry 5 

	

In order to overcome the confusion caused by inconsistencies in the terminology used to estimate the 
economic value of business events, industry and government came together in early 2011 to produce the 
‘Business Events Value Triangle’ presented in Figure 4. This figure highlights the difference between the 
visitor expenditure contribution estimated by TRA that relates to overnight tourists and day trippers and the 
broader value of business events that includes expenditure made by local attendees and event organisers. 
It is important to note that although TRA includes day tripper expenditure in its estimates, to be included as 
a day tripper, one must have travelled at least 50 kilometres and have been away for at least four hours. 
Clearly, this definition excludes many local people who attend business events. 
 
Figure 4: The Value of Business Events 
 

	 
 
 

3.2.1 Total Value of Business Events 
Over the past few years the focus for assessing the true value of business events has moved from a purely 
economic perspective relating to delegate expenditure to adopting a more holistic understanding of the 
industry. A number of studies have moved towards gaining a better understanding of the wider impacts of 
the industry with research by the Melbourne Convention and Visitors Bureau (MCVB) and Business Events 
Sydney leading the way in Australia. These studies show that there are benefits that flow to sales leads, 
increased research and research outcomes such as funding grants, enhanced delegate profiles and 
improved recruiting methods. The MCVB study (2011) found that, for example, 54% of respondents 
developed new business relationships; 69 % experienced an increased profile of expertise and more than 
82% built relationships with speakers, delegates, visitors, exhibitors and organisations as a result of the 
conference. The BES study (2012) made similar findings to that of the MCVB study with 87% of 
respondents agreeing that successful hosting of the events had enhanced Sydney’s reputation as a global 
business events destination; 85% believed attending congresses contributed to building the knowledge and 
capabilities of young people working in the sector and both domestic (56%) and export sales (49%) 
increased. Obtaining an estimate of the value of this activity, however, has proved difficult 

3.3 Tourism Measures of Business Events Performance 
Data collected through the IVS and the NVS on the number of Business Events visitors, visitor nights and 
expenditure are provided in Table 1. The data show the details of business events activity between 2008 
and 2011 and are discussed in greater detail in Section 5.0.  Many of these data were obtained from a 
supplementary survey administered by TRA for the Business Events sector, but that this has now been 
discontinued.
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Table 1: Results from Tourism Research Australia’s International Visitor Survey and National Visitor Survey: Business Events – visitors, nights and spend 

 

(a) Excludes visitors to Australia for the purpose of education. 
(b) International incentive visitors are those who visited as part of a job-related reward or bonus provided by their employer for performance or sales and travelled with business associates and/or on a group tour (excluding sporting tours, guided holiday tours and 
school excursions). 
(c) Includes some visitors who attended business meetings that would not classify as Business Events. Visitors who attended Business Event specific meetings cannot be separately identified in the available survey data. 
(d) Components may not add to total as visitors may have attended more than one type of event. 
(e) Domestic overnight incentive visitors are those who visited as part of a job-related reward or bonus provided by their employer for performance or sales and travelled with business associates. 

Visitor type

Event type 2008 2009 2010 2011 % Ch
Share, 

2011, % 2008 2009 2010 2011 % Ch
Share, 

2011, % 2008 2009 2010 2011 % Ch
Share, 

2011, %

International(a)

Conference/convention/seminar  307  230  293  307 5%  35 4 995 3 654 4 540 4 867 7%  34  732  537  694  842 21%  36

Trade fair/exhibition  59  38  45  53 19%  6 1 627 1 381 1 369 1 856 36%  13  244  199  171  220 28%  10

Incentive(b)  49  34  39  52 31%  6  334  268  317  316 0%  2  57  55  55  65 17%  3

Business meeting(c)  548  525  532  593 11%  67 8 322 8 119 8 150 9 907 22%  70 1 314 1 199 1 382 1 669 21%  72

Total(d)  857  750  813  881 8%  100 13 185 11 786 12 674 14 173 12%  100 1 976 1 732 2 005 2 315 15%  100

Domestic overnight

Conference/convention/seminar 2 451 1 987 2 202 2 694 22%  29 7 697 6 429 6 688 8 602 29%  33 2 160 1 466 1 653 2 157 31%  32

Trade fair/exhibition  473  399  475  697 47%  7 1 748 1 337 1 856 2 861 54%  11  434  362  454 1 017 124%  15

Incentive(e)  191  170  175  119 -32%  1  616  463  461  285 -38%  1  131  120  85  86 1%  1

Business meeting(c) 6 945 5 899 5 967 7 034 18%  75 18 624 15 274 16 690 18 189 9%  69 5 001 3 953 4 000 4 517 13%  67

Total(d) 9 212 7 826 8 118 9 438 16%  100 25 735 21 596 23 515 26 324 12%  100 6 901 5 397 5 668 6 740 19%  100

Domestic day

Type of event

Conference/convention/seminar 1 956 1 835 1 817 1 469 -19%  16  189  199  145  147 1%  15

Trade fair/exhibition  908 1 018 1 062  947 -11%  11  103  119  105  113 8%  12

Business meeting(c) 4 775 4 806 5 460 6 838 25%  76  529  474  546  756 38%  77

Total(d) 7 424 7 393 8 175 8 953 10%  100  779  775  771  984 28%  100

All

Type of event

Conference/convention/seminar 4 714 4 052 4 312 4 470 4%  23 12 692 10 082 11 227 13 469 20%  33 3 082 2 202 2 492 3 146 26%  31

Trade fair/exhibition 1 440 1 455 1 581 1 697 7%  9 3 376 2 718 3 224 4 717 46%  12  782  680  730 1 350 85%  13

Incentive(b)  240  204  215  170 -21%  1  951  731  778  601 -23%  1  188  174  140  151 7%  2

Business meeting(c) 12 267 11 231 11 959 14 465 21%  75 26 946 23 393 24 840 28 096 13%  69 6 844 5 626 5 928 6 942 17%  69

Total(d) 17 493 15 968 17 106 19 271 13%  100 38 920 33 381 36 190 40 496 12%  100 9 656 7 904 8 443 10 038 19%  100

Visitors ('000) Trip nights ('000) Spend in Australia ($ million)
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As can be seen in Figure 5 below, 2011 saw the continued growth in the convention visitor deficit with more 
Australians travelling overseas to attend conventions than international delegates coming to Australia for 
conventions.  
 
Figure 5: ABS Convention Inbound and Outbound Visitors (1997-2011) 

Source: BECA, 2012 (based on ABS statistics) 
 
In 2011, total business event visitor expenditure rose 19 % ($1.6 billion) from $8.5 billion to $10.0 billion. 
Domestic business events expenditure experienced the greatest increase of 28% which exceeded the 
estimates made in 2008 for 2011. Similarly, international business events expenditure increased by 15%, 
also exceeding the 2008 estimates. While domestic overnight business events expenditure increased by 
19%, this was still below 2008 levels. The findings for average trip expenditure were mixed with the total 
average trip expenditure between 2008 and 2011 decreasing by 6% to $521, domestic overnight 
expenditure decreasing by 5% to $714, while increases occurred in both international business events 
visitors (by 14% to $2,627) and day business events visitors (by 5% to $110) over the same period. 
 
The number of nights away from home to attend business events increased to 40.5 million in 2011 
representing a 12% increase over 2010. In particular, domestic overnight business events trips were up 
16% in 2011 compared to 2010. 
 
The number of international association meetings held in Australia decreased in 2011 in comparison to 
2010,  resulting in Australia’s  international ranking for association events falling from  11th in 2010 to 16th in 
2011, which was  its ranking in 2009. Australia also moved one position down within the Asia Pacific region 
rankings from 3rd (2010) to 4th in 2011.  

4.0 Key Performance Indicators 
In order to assess and monitor over time the performance of Australia’s business events sector, a range of 
Key Performance Indicators (KPIs) has been identified and listed in Table 2 below. Where possible, values 
for 2010 have also been listed for comparison with the 2011 figures. 
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Table 2: Key Performance Indicators for 2010/2011 
 

Key Performance Indicator (KPI) 2010 2011 % Change* 

ABS Convention / Conference arrivals to Australia 173,500 171,000 1% 

Federal funding of business events (marketing only) $3M p.a 
through TA 

$3.5 M p.a. 
through TA 

17% 

International business event visitors (IVS) 813K 881K 8% 

International business event visitor trip nights (IVS) 12,674K 14,173K 12% 

International business event visitor spend in Australia 
(IVS) 

2,005M 2315M 15% 

Domestic overnight business event visitors (NVS) 8,118K 9438K 16% 

Domestic overnight business event visitor nights (NVS) 23,515K 26,324K 12% 

Domestic overnight business event visitor spend (NVS) 5,668M 6740K 19% 

Domestic day business event visitors (NVS) 8,175K 8953K 9% 

Domestic day business event visitor spend (NVS) 771M 984M 28% 

Total business event visitors 17,106K 19,271K 13% 

Total business event visitor nights 36,190K 40,496K 12% 

Total business event visitor spend in Australia 8,443M 10,038M 19% 

State government funding of convention bureaux 22.1M1 22.9M2 4% 

Local government funding of convention bureaux 3.3M1 2.5M2 24% 

Total cash provided to convention bureau by the private 
sector 

9.8M1 9.3M2 2% 

Total number of members of convention bureau 1,8451 1,9122 4% 

Total number of convention bureau bids won 6401 6732 5% 

Total estimated delegate expenditure from bids won 604M1 590M2 5% 

Total number of convention bureau bids lost 3691 4122 12% 

Australia’s rank in the list of Overall Country Brand 2 5 N/A 

Australia’s rank in the Ahnolt-GFK Nation Brand 9 8 N/A 

Accredited meeting managers (MEA) – including in-
house managers 

62 66 6% 

Note 1: Refer to financial year 2009-10 
Note 2: Refer to financial year 2010-11 
* percentage changes have been rounded  
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5.0 Sectoral Analysis 

5.1. Conference/ Convention Arrivals 
According to ABS data, arrivals to Australia for the purposes of attending conferences & conventions during 
2011 totalled 171,000 showing a 1% decrease on the previous year. Total tourist arrivals to Australia during 
2011 were also down by 1%, while overall business arrivals decreased by 7% compared with 2010.  
 
It is important to note that the purpose of visit in the ABS data is based on the categories that visitors mark 
on their arrival cards. It has been found in earlier studies that quite a number of visitors whose trip is 
prompted by a business event also have a holiday whilst in Australia and mark the ‘holiday’ category for 
purpose of visit or, indeed, mark the ‘business’ category. This results in a substantial under-estimation of the 
number of business event visitors but the figures are useful for inter-period comparisons.  
  
As can be seen in Figure 6, New Zealand (NZ) remains Australia’s major source market for conference 
visitors, providing more than double the number of visitors that the next market (USA) provides. There was 
a 6% increase in the convention arrivals from NZ during 2011 compared to 2010 with increases also in other 
countries such as China (11 %), United Kingdom (20%) Singapore (5%) and Malaysia (20%).  The greatest 
decrease in numbers was the USA market (16%). 
 
Figure 6: Number of convention or conference visitors to Australia by country of residence. 
December 2010-December 2011 
 

 
Source: TRA 2012 

As can be seen in Figure 7 that compares the monthly convention/conference arrivals to Australia over the 
last four years, conference visitor arrivals in each month except December were greater in 2011 than they 
were in 2010, but for most months, the arrivals in 2011 did not reach the levels achieved in 2008. 

 

 

 

Figure 7: Conference/Convention Arrivals to Australia Monthly Comparisons 2007-2011 
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Source: BECA, 2012 (compiled from ABS OAD figures) 

5.1.1 Associations 
The most recent data on Australia’s position with regard to the association sector comes from the ICCA 
Country and City Rankings Report 2011. These data are based on the number of association conferences 
held and, as illustrated in Table 3, Australia dropped from being ranked 11th in 2010 to being ranked 16th in 
2011. 

Table 3: Top International Meeting Countries in 2011 
 
Ranking ICCA - Country 

1 USA 

2 Germany 

3 Spain 

4 UK 

5 France 

6 Italy 

7 Brazil 

8 China-PR 

9 Netherlands 

10 Austria 

 Australia – 16 (2010 Australia ranked 11) 

Sources: ICCA Report 2011 
 
ICCA’s 2011 report also provides the rankings of the cities according to the number of meetings held. The 
only major Australian city to show an increase in ranking was Melbourne, moving from a position of 40th to 
31st position. No Australian city was ranked within the top 10 in 2011 in contrast to 2010 when Sydney was 
ranked in 10th position.  
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Table 4: Top International Meeting Cities 2011 
Ranking ICCA – City 2011 ICCA – City 2010 

1 Vienna  

2 Paris  

3 Barcelona  

4 Berlin  

5 Singapore  

6 Madrid  

7 London  

8 Amsterdam  

9 Istanbul  

10 Beijing  

 Melbourne - 31 40 

 Sydney - 34 10 

 Brisbane - 87 74 

 Perth - 132 103 

 Cairns - 186 139 

 Gold Coast - 312 139 

 Canberra - 345 284 

Sources: ICCA Report 2011 
 

As illustrated in Figure 8, Australia showed a steady decline in its international ranking in the ICCA report 
between 2000 and 2009, dropping from 4th to 16th place. In 2010, however, Australia improved its position to 
11th built largely on the improved performance of Sydney, which hosted 41 more international association 
meetings in 2010 than it did in 2009. Australia’s position of 16th in 2011 has returned to its 2009 ranking. 

Figure 8: ICCA: Movements in Worldwide Rankings, Australia 2000-2010 (no. of meetings) 

Source: BECA, 2011 (based on ICCA statistics) 

In the Asia Pacific region, ICCA data show that Australia fell from 1st place in 2006 to 4th place in 2009, 
rebounding to 3rd place in 2010. Australia dropped back to 4th position again in 2011 (Table 5). 
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Table 5: Australia Competitive ICCA Ranking in the Asia Pacific (Based on the number of meetings) 
Ranking 2004 2005 2006 2007 2008 2009 2010 2011 

1 Australia Australia Australia Japan Japan Japan Japan China P.R 

2 Japan Japan Japan China PR China PR China PR China PR Japan 

3 China PR China PR China PR Australia Australia Korea Australia Korea 

4 Singapore Singapore Singapore Korea Korea Australia Korea Australia 

 
Table 6, which is extracted from TRA data (2012), provides details of conference activity in Australia with 
visitor type and numbers, trip nights and spend for the period 2008 to 2011. It can be seen that international 
and domestic overnight visitors for conferences and conventions increased during 2011 over 2010 in 
relation to numbers, visitor nights and expenditure in Australia and resumed to the levels experienced in 
2008. It is interesting to note that the number of domestic day visitors to conferences and conventions fell by 
19% on the expenditure in 2010 following the trend from 2008, although expenditure levelled out following a 
drop from 2009 to 2010. 

Table 6: Conference/convention/seminar visitors, nights and spend.  
 
Visitor type 2008 2009 2010 2011 % Change 

 International 

Visitors (‘000) 307 230 293 307 5% 

Trip Nights 
(‘000) 

4995 3645 4540 4867 7% 

Spend in 
Australia ($ m) 

732 537 694 842 21% 

 Domestic overnight

Visitors (‘000) 2451 1987 2202 2694 22% 

Trip Nights 
(‘000) 

7697 6429 6688 8602 29% 

Spend in 
Australia ($ m) 

2160 1466 1653 2157 31% 

 Domestic day 

Visitors (‘000) 1956 1835 1817 1469 -19% 

Spend in 
Australia ($ m) 

189 199 145 147 1% 

 Total 

Visitors (‘000) 4714 4052 4312 4470 4% 

Trip Nights 
(‘000) 

12692 10083 11228 13469 20% 

Spend in 
Australia ($ m) 

3082 2202 2492 3146 26% 

Source: TRA Business Events Visitors (2012), 	
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5.1.2. Incentives  
During 2011 all sectors of the Australian business events sector, in comparison to 2010, experienced strong 
increased expenditure except for incentive travel (TRA, 2012). Although there was a 7% increase in 
business event visitor expenditure for incentive travel, it was still some 20% below the 2008 expenditure 
level. While the number of international incentive visitors and their expenditure increased from 2010 to 
2011, domestic overnight visitors and trips were substantially down in 2011 by comparison to 2010. 

Table 7: Incentive visitors, nights and spend.  
 
Visitor type 2008 2009 2010 2011 % Change 

 International 

Visitors (‘000) 49 34 39 52 31% 

Trip Nights 
(‘000) 

334 267 317 316 0% 

Spend in 
Austraia ($ mi) 

57 55 55 65 17% 

 Domestic overnight

Visitors (‘000) 191 170 175 119 -32% 

Trip Nights 
(‘000) 

616 463 461 285 -38% 

Spend in 
Australia ($ m) 

131 120 85 86 0% 

 Total 

Visitors (‘000) 240 204 214 170 -21% 

Trip Nights 
(‘000) 

950 730 778 601 -23% 

Spend in 
Australia ($ m) 

188 174 140 151 7% 

Source: TRA  Business Events Visitors: 2012 

Note: International incentive visitors are defined as those who visited as part of a job related reward or 
bonus provided by their employer for performance or sales and travelled with business associates and/or on 
a group (excluding sporting tours, guided holiday tours and school excursions). 

5.1.3. Business Meetings 
Total business meetings visitors showed the greatest increase of all the components of the business events 
sector in 2011 over 2010. All areas of the business meetings segment saw an increase from 2010 to 2011 
with the largest increase being in the expenditure of domestic day visitors (38%) as shown in Table 8. 
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Table 8: Business Meetings visitors, nights and spend. 
 
Visitor type 2008 2009 2010 2011 % Change 

 International 

Visitors (‘000) 548 525 532 593 11% 

Trip Nights (‘000) 8322 8119 8150 9907 22% 

Spend in Australia 
($ m) 

1314 1199 1382 1669 21% 

 Domestic overnight

Visitors (‘000) 6945 5899 5967 7034 18% 

Trip Nights (‘000) 18624 15274 16690 18189 9% 

Spend in Australia 
($ m) 

5001 3953 4000 4517 13% 

 Domestic day 

Visitors (‘000) 4775 4806 5460 6838 25% 

Spend in Australia 
($ m) 

779 775 771 756 38% 

 Total 

Visitors 12268 11230 11959 14465 21% 

Trip Nights 26946 23393 24840 28096 13% 

Spend in Australia 6844 5626 5928 6942 17% 

Source: TRA, Business Events Visitors: 2012 

BECA defines a business event as a meeting “being held in a commercial venue and involving more than 15 
persons with a common purpose”. The International Visitor Survey (IVS) and the National Visitor Survey 
(NVS) collect data on visitors for business meetings but it needs to be recognised that some of those who 
are identified in the IVS and NVS as attending business meetings would not meet BECA’s criteria for 
attending a meeting. The main reason for this difference would be that the venue used to stage the meeting 
is not a commercial venue. 

5.1.4. Exhibitions 
Data from the IVS and NVS as presented in Table 9 indicates that for exhibitions, there were increased 
visitor numbers (7 %), trip nights (up by 46 %) and expenditure increasing by 85 % over 2010 figures. In 
relation to domestic day visitors to exhibitions in 2011, numbers were lower than in 2010, but total spend 
was higher. 
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Table 9: Exhibitions visitors, nights and spend.  
 
Visitor type 2008 2009 2010 2011 % Change 

 International 

Visitors (‘000) 59 38 45 53 19% 

Trip Nights (‘000) 1627 1381 1369 1856 36% 

Spend in Australia 
($ m) 

244 199 171 220 28% 

 Domestic overnight

Visitors (‘000) 473 399 475 697 47% 

Trip Nights (‘000) 1748 1337 1856 2861 54% 

Spend in Australia 
($ m) 

434 362 454 1017 124% 

 Domestic day 

Visitors (‘000) 908 1018 1062 947 -11% 

Spend in Australia 
($ m) 

103 119 105 113 8% 

 Total 

Visitors (‘000) 1440 1456 1582 1697 7% 

Trip Nights (‘000) 3375 2718 3225 4717 46% 

Spend in Australia 
($ m) 

782 680 730 1350 85% 

Source: TRA, Business Events Visitors: 2012 

6.0 Other Factors 

6.1 Investment 
TRA’s Tourism Investment Monitor, 2012 provides details of investment in a range of business event related 
areas. The key areas of the tourism supply chain of accommodation, transport (aviation) and arts and 
recreation services all serve to underpin the business events sector. Collectively, these industries account 
for $11.8 billion (37%) of the $31 billion in tourism gross value added in 2010-2011. Table 10 provides 
details of this investment. 
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Table 10: Tourism Investment Pipeline 
 
 Sold Under 

consideration/ 

possible 

Under 
construction/ 

committed  

Total 

Accommodation (hotels and 
resorts) 

1,100 1,057 2,060 4,217 

Transport NA 7,119 18,835 25,954 

Arts and recreation services NA 5,381 6,317 11,698 

Total 1,100 13,557 27,212 41,869 

Source: TRA, Tourism Investment Monitor, 2012	

6.1.1 Accommodation 
The Australian tourism industry is underpinned by the accommodation industry and in 2010-2011, $10.8 
billion of accommodation services were used by domestic and international tourists. Over the period 1998 to 
2004, demand for accommodation increased at a greater rate than supply. However, over the period 2005 
to 2011 and particularly in the period 2005-2009, growth in the supply of rooms increased by 10.7 % (Figure 
9).  

Figure 9: Average Annual Change in Room Stock Accommodation Type. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: TRA Tourism Investment Monitor, 2012 

As illustrated in Figure 9, there was a boom period in 1998 to 2004 in the growth in the number of serviced 
apartments.  Hotel rooms increased in the 2005 to 2011 period by 7,500 rooms. Motel room stock showed 
little growth over this period. RevPar fell during the peak of the GFC across all types of accommodation 
showing a recovery since 2009 to the last quarter of 2011 (Figure 10). RevPAR, is the revenue per available 
room and is calculated by multiplying a hotel's average daily room rate by its occupancy rate. 
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Figure 10: Accommodation Sector Growth in Stock and Yield. 

Source: TRA Tourism Investment Monitor, 2012 

6.1.2 Aviation 
In the year to November 2011, Qantas group carriers accounted for just over a quarter of total international 
passenger movements. During this time, Singapore Airlines accounted for 9 %, Air New Zealand, 8.3 % and 
Emirates, 7.8 %. During 2009-2010 Qantas added 23 aircraft to its fleet and added another 24 aircraft 
during 2010-2011. 

Growth in passenger movements was not evenly spread across all the international airports with Sydney 
increasing its flight movement by 18 % (representing 42 % of all movements), Over the same period, Perth 
increased its passenger movements by 59 % and Melbourne by 45 % (Figure 11). 

Figure 11: International Passenger Traffic through main Australian International Airports 2006-2011 

 
 
Source: TRA Tourism Investment Monitor 2012 
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7.0 Conclusion 
In conclusion, the Australian business events industry has recovered from the GFC and expenditure and 
visitation have returned to pre-GFC figures. The industry is well on its way to achieving its 2020 goal of 
attracting $16 billion from overnight business events delegates. In 2011, the expenditure from the industry 
rose 19% over 2010 expenditure to reach $10.0 billion. There was strong growth in the China market, and 
traditional business event markets such as New Zealand continued to grow. Business meetings and 
exhibitions also showed increases in expenditure while the incentive sector has not shown the increases of 
the other sectors. With regard to international association events, however, Australian has slipped from 11th 
position to 16th position, highlighting the need to improve Australia’s share of the international association 
market.  

While there has been increased investment in infrastructure supporting the business events industry, in 
areas such as aviation and accommodation, the growth of the industry in the Asia Pacific region, particularly 
in China, shows the need to maintain investment in the industry. Australia’s business events challenge will 
be to maintain its product that is competitive on ROI and quality.
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