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1 Introduction
For many years business trips have been the main reason why foreigners have travelled to Poland
(approx. 28%). Research by the Institute of Tourism in Warsaw has shown that around 12-15% of
domestic trips taken in Poland are work-related trips. So this is not the major reason behind
domestic travel. Such tourists are an attractive target group on the tourist market, as business trips
mean 3 or 4 times higher travelling expenses by one traveller per day of travel compared to those
who travel for private reasons (in their free time).
Financial support for promotional campaigns, investments in transport infrastructure and large
venues for meetings, provided by local government authorities, seem not only necessary to stimulate
the development of local business tourism, but will in the long term be highly beneficial economically
for such destinations. Conference participants are more frequently professionally active people,
entrepreneurs who have contact with many people in their professional environments and affect
other people’s views and opinions. It is worth trying to win them over.
Katowice is one Polish city where a conscious tourism policy is being implemented (comprising also
business tourism as one of the key tourist products offered by the city). “The Strategy for tourism
development in Silesia Province for the years 2004-2013” addresses the need to establish a
Convention Bureau.
Not waiting for the decision of the Province authorities, the City of Katowice on its own initiative
established such an institution within the City Hall and engaged in supporting promotional campaigns
for the city and the region on the business tourism market in the country and abroad.
The Convention Bureau Katowice deals with, among others, gathering information on the
conference and business event market, also by commissioning research in that market to external
specialised institutions.
At the end of 2012 surveys of conference participants were conducted. The main objective of the
research was to analyse the perception of Katowice as an attractive location for conference
participants.
The research on business tourism in Katowice also aimed to: determine the number of conferences
and business events in Katowice in 2012; identify the official and unofficial reasons for coming to
Katowice to participate in conferences; identify and analyse delegates’ preferences and expectations
towards Katowice as a location for meetings; determine the structure and value of expenses incurred
by delegates participating in conferences and business events in Katowice in 2012; and describe the
city’s tourist package to satisfy the delegates’ actual needs.
The report describes Katowice as an attractive place for the development of conference meetings
and business events in Poland; it also presents theoretical aspects of the conference market as a
segment of business tourism (including the place of delegates on the business tourism market), as
well as the methodology of the research conducted and the sample research. The report shows the
number of conferences in Katowice, and then the research results based on surveys from conference
participants in Katowice and their analysis. The report ends with a summary with conclusions.
The results presented in this report can be used for better communication campaign planning. They
can be also used to adjust the offer of Katowice to the needs and expectations of conference
attendees, who are one of the most economically attractive groups visiting the city and generating
tourist traffic.
3

2 Katowice as an attractive location for the development of
conferences and business events
KATOWICE is a modern and dynamically developing city located in the middle of the largest urban
agglomeration in Poland (almost 2,500,000 residents in neighbouring cities and towns1). Katowice is
a member of the “Silesia” Metropolitan Association of Upper Silesia (formed by 14 cities and
towns), and the main city of Silesia Province.
Katowice shows dynamic economic growth and is open to cooperation with investors. It is a green
city (42% of the total area is green space), an academic city (almost 200,000 students, of whom more
than 134,000 living in the Silesian Metropolis and 80,000 in Katowice). It is a city with a great
scientific potential2, whose modern character creatively draws from tradition.
Katowice probably
has the best communication infrastructure for the organisation
of major events in Poland.
The city is located at the intersection of major European communication routes (with the A4
motorway running through the city, and the A1 motorway nearby). There are three international
airports located within 100 km from Katowice3. The closest – 30 km from the centre of Katowice – is
Katowice International Airport with over 2.5 million passengers using it each year. It is also the
highest elevated (above sea level) passenger airport in Poland with the least number of foggy days in
the year in compared to all other Polish passenger airports offering international flights. The
location guarantees a higher probability of on-time arrivals and departures for conference
participants than other airports. Further investment in the airport has contributed to the growing
number of flights to major cities in Europe and the whole world. Katowice also has a smaller airport
located 3 km from the city centre, used for minor airline traffic, mainly business flights.
Communication infrastructure makes it the easiest to access place for conference participants in
Poland, with the highest ratio of hard surface road in Silesia Province compared to all other provinces
(for vehicle traffic) and standard gauge railways (for the development of railway communication) per
100 km2 in Poland.
The city of Katowice is located in the most attractive region for investments in Poland, with the
largest special economic zone in Poland 4. More than 40,000 business entities, of which 1,000 have
foreign capital share, have been entered into the REGON company register in Katowice5. It
1

Będzin, Czeladź, Mikołów, Łaziska Górne, Tarnowskie Góry, Bieruń, Lędziny, Bytom, Chorzów, Dąbrowa
Górnicza, Gliwice, Jaworzno, Katowice, Mysłowice, Piekary Śląskie, Ruda Śląska, Siemianowice Śląskie,
Sosnowiec, Świętochłowice, Tychy, Zabrze
2
Katowice can boast universities and colleges that are known around the world thanks to the scientific
accomplishments of their staff as well as successes of their graduates. These include, among others: the
University of Silesia, Medical University of Silesia, University of Economics in Katowice, Karol Szymanowski
Academy of Music in Katowice, Academy of Fine Arts, Silesian University of Technology, Academy of Physical
Education.
3
Katowice Airport, Kraków Airport, Ostrava Airport
4
The Katowice Special Economic Zone (KSEZ) plays an extremely important role in encouraging new business to
locate in the city or the region. The tax relief offered in KSEZ persuaded more than 180 companies to locate
within the Katowice Special Economic Zone, investing over EUR 4 billion and employing 41,000 employees.
5
The following companies have invested in Katowice: Rockwell Automation, Unilever, Mentor Graphics, Steria,
Ernst&Young; Deloitte; PricewaterhouseCoopers; KPMG, CapGemini and Display Link originating from the
Silicon Valley.
4

contributes to the further development of business travel, conferences and business events in the
city.
Investors, apart from benefits of the location, value the highly professional staff (including foreign
language skills) and availability of high-quality office space. As of the middle of 2010 there was 255
800 sq.m. of office space.
Katowice can boast a very good credit rating. Fitch, the international rating agency, has assessed the
city’s credit rating as “A – stable perspective”, which is seen positively by investors. It contributes to
further development of the city’s infrastructure, also related to business tourism (car parks, access
roads to meeting venues, meeting facilities – construction of new, renovation of existing facilities).
Katowice offers also a modern and still expanding hotel base (15 hotels – data from 30 September
2012), however, with the region’s economic potential in mind, this still seems insufficient.
Katowice can boast a number of modern meeting venues suitable for the organisation of major
events. The most popular is “Spodek” Sport and Show Arena, which in recent years has undergone a
thorough renovation; it can hold 11,500 people, making it one of the largest meeting venues in
Poland. The city has many other facilities where major events can be organised, e.g. the modern,
multifunctional building of the Faculty of Law at the University of Silesia (each hall can hold several
hundred people), the Katowice Cultural Centre (capacity 1,000 people) and others.
The industrial image of the city has become a thing of the past. Old production sites and mineshafts
are being transformed into commercial centres or cultural facilities. At the same time in the very
centre of the city new, multifunctional, covered facilities which can host meetings will soon be
handed over: the International Congress Centre6 (connected to the “Spodek” arena complex, the
largest covered venue for meetings in this part of Europe), the new location of the Silesian Museum
7
, or the new location of the Polish National Radio Symphony Orchestra in Katowice8. New
architectural competitions are held to redevelop post-industrial sites.
The changes taking place in Katowice, including projects initiated by Katowice City Hall aimed at
redevelopment of the centre and several quarters of the city, have made both residents of Katowice
and visitors see Katowice as an increasingly significant leader in the positive economic and social
changes in the region.

6

The largest hall will hold 12,000 people.
The exhibition space in the new main building will occupy two levels. In total – 6 068 sq.m
8
The stage of the Polish National Radio Symphony Orchestra in Katowice will occupy over 250 sq.m, ensuring a
comfortable working environment for 120 members of the orchestra and 100 members of the choir. The
stage will be equipped with a system of platforms to allow any modifications of the stage. In the audience
there will be 1,800 seats spread over five levels.
7
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3 Business tourism market – basic concepts
Assuming that the segmentation of the tourism market is based on satisfying needs and demands
that are reflected in travelling goals, motives and financing methods, the following types can be
distinguished: business tourism market (more extensively – the business travel market) and private
tourism market (leisure travel). The concepts of “business tourism” and “business travel” appear in
various contexts and are sometimes considered synonymous. Usually they mean business and workrelated travel
Until recently there has been an industry trend towards using the acronym MICE (Meetings –
business meetings and talks, usually face-to-face; Incentives – incentive trips; Conventions –
congresses and conferences; Exhibitions/events – fairs, exhibitions and events).
Today, with the
new types of business events taking place that are harder to classify under the four types presented
above, the “meetings industry” becomes the term commonly used, beside the acronym MICE. The
term underlines the economic value of group meetings for the regions where business tourism is
present.
A clear division between the terms “business travel” and “business tourism” was suggested
by Rob Davidson. He argued that “business travel” is a higher category referring to all trips related
to a traveller’s work or other business issues. They include “individual business trips”9 and “business
tourism” which is treated rather as group meetings. In its reports on the meetings industry, the
Poland Convention Bureau (PCB) also refers to this division and distinguishes the following four
groups of conferences and business events: conference/congress, corporate event, incentive event
and fairs/exhibitions.

Business travel
Individual business trips

presentatio
ns

consultation
s

research

Business tourism

face to face
meetings

group
meetings

incentive
travel

exhibitions

corporate
travel

Fig. 1. Business trips sectors
source: R. Davidson, B. Cope: Business tourism. Conferences, Incentive Travel, Exhibitions, Corporate Travel.
Polish Tourist Organisation, Warsaw 2003, p. 4.

Business tourism involves non-routine, official, and frequently group trips. These include:
group meetings (many types of events, such as conferences, training seminars, launching new
products to the market or annual general meetings),
incentive travel (usually luxurious trips taken to attractive locations, financed by an employer
for its employees as a reward for winning a work-related competition or within a team of sales
specialists),
exhibitions (including fairs as well as consumer events),
corporate travel (luxurious entertainment offered by companies to the most valuable
customers or potential customers during prestigious sport and cultural events).

9

The characteristic trait of individual business trips is that the place and time of travel are predefined – there is
no freedom of choice – and they are routine – taken as part of official duties, frequently on one’s own
(presentations, consultations, research, ‘face to face’ meetings).
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The term conference meeting mentioned in this report refers to a group meeting (of at least ten
people)10, lasting a minimum 4 hours and taking place away from the commissioning firm’s
headquarters. Participants exchange their experiences, scientific and specialist information, make
new commercial contacts, etc. and it is a segment of business tourism11. The meetings differ from
one another in terms of duration, number of participants, spatial scope, purpose, subject matter and
the level of formalisation. In practice delegates may participate in what is called a congress,
convention, conference, forum, meeting, symposium, seminar or training. In this report conference
meetings and business events cover all of the above.
The term “conference participant – delegate” refers both to “business tourism” (a meeting
participant on a business trip who meets the criteria included in the definition of a tourist according
to the terminology recommended by the World Tourism Organization (UNWTO), i.e. stays outside
his/her place of residence for at least 24 h, uses at that time generally available accommodation
facilities) as well as other people who have travelled for professional reasons to the location where
the conference is held and do not spend the night there (one-day visitors), but use the conference
services.

From a group perspective, the business tourism market is divided into the following groups:
Group 1– producers/providers of partial services
 accommodation facilities (hotels, training centres, conference centres),
 meeting venues without accommodation (multifunctional halls, cinemas, theatres, lecture
halls, etc.)
 auxiliary services (e.g. communication, catering)
 other local entrepreneurs (trading companies, specialist audio-video equipment, advertising,
etc.)
Group 2 – intermediaries (agents)
 Professionals acting on behalf of ordering parties (e.g. professional conference organisers
(PCO))
 acting on behalf of producers/providers of specialist services (e.g. the Convention Bureau)
Group 3 – purchasers
 companies and institutions (generating major demand; two groups of
corporations/companies and non-profit organisations – including public administration as
well as various associations and unions)
 individual purchasers (conference participants, delegates, purchasing only some additional
services during conference meetings or otherwise; closed meeting and open meeting
participants).
The demand generated by companies and institutions is the prevailing one on the business tourist
market. However, conference participants may choose from a range of additional services, as well as
various forms of meetings, venues, participation fees and duration time. When choosing a meeting,
they are also guided by official and unofficial (individual) reasons for participation. One should notice
that freedom of choice in meetings refers mainly to participants attending conference meetings
10

In British research on conference meetings the minimum number of participants is eight. In the Polish reality,
due to the fact that conference facilities have rooms of an area above 20 sq.m - perfect for meetings of eight
people. However, for comparative reasons, in this report the criterion applied in PCB research is used, taking
into account meetings of ten and more people.
11
However, one should bear in mind the hybrid character of business tourism, as conferences more often than
not are part of incentive travel, and fairs and exhibition are organised as accompanying events to
conferences.
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organized by non-profit organisations (associations, state institutions, local government institutions,
etc.), rather than meetings organised by companies12.

4 Conference meetings and business events in Katowice
For the purposes of conference tourism market research in Katowice, conference meetings organised
in Katowice in 2012 were counted.
In early November managers of selected conference facilities were interviewed in order to determine
the scope of the information gathered on the conference meetings organised in these facilities. One
can see that conference meetings come in different shapes and sizes both in terms of the forms that
they take (lack of homogenous division criteria in the facilities analysed) and topics. The statistics for
the conference meetings organised include mainly the total number of meetings and their duration.
Thus the report presents the total number of conference meetings organised in a conference facility
participating in the research and the number of meetings lasting two or more days.

4.1 The number of conference meetings in 2012
The 2012 research covered conference meetings from 24 facilities in Katowice (8 hotels; 2 office
buildings with conference rooms; 14 public institutions, of which universities, offices, cultural
facilities).
The total number of conference meetings held in 2012 in these facilities in Katowice amounted to:
6,117, of which 1,119 (18%) lasted two days or more.
The number of participants in the above conference meetings held in 2012 was estimated at approx.
520,000 (on the assumption that the average number of participants was 85).

4.2 General regularities noticed on the conference meeting and business events
market in Katowice in light of earlier research on this market in Katowice

Studying the research carried out in the recent years on the market of conference meetings and
business events in Katowice one can observe some regular features.
These include the following:
 the majority of conference meetings are organised in the spring (April, May) and autumn
(September, October)
 the average number of participants in a conference meeting is estimated at 85
 the average duration time of a conference meeting is estimated at 1.5 days.

12

Members of associations, institutions and companies attending congresses more often than not choose to
participate at their own choice and at their own expense. Whereas conference meetings organised by
corporations are usually obligatory for participants, and participation costs are borne entirely by the
organisers.
8

5 Research on conference participants held in Katowice in 2012
5.1 Research methodology
The research on the market for conference meetings and business events in Katowice in 2012
involved analysis of the conference meetings held in Katowice, with a special focus on analysing the
behaviour of conference participants.
The main purpose of the research was to study what opinions conference participants have on the
city of Katowice, as well as finding out about their needs and expectations. Furthermore, another aim
was to identify the reasons (official and unofficial) for their coming to Katowice to participate in
conference meetings; determine the structure and value of expenses incurred by delegates
participating in conference meetings and business events in Katowice in 2012; and describe the city’s
tourist offer for delegates.
For the purpose of the research on conference participants in Katowice, a survey-based method was
chosen, with a questionnaire as a research tool, accompanied with a covering letter explaining the
importance of the research.
The survey sample was selected so that surveys with participants in various conference meetings
could be conducted:
 in various locations in Katowice (the city centre, by the international route, in a student
campus, in the southern part of the city) - see appendix 1
 in various conference facilities (2 conference hotels, 1 university, 2 multifunctional
conference centres without accommodation base)
 on various days of the week (1 on Monday, 1 on Tuesday, 1 on Wednesday/Thursday, 1 on
Thursday, 1 on Friday/Saturday)
 with participants representing both companies and public institutions (universities, schools,
public administration, local government administration).
An additional assumption was that the research should be made within a short time in order to
minimize the impact of weather conditions on the results (e.g. varied inclination to use catering
services and to incur other expenses outside the conference facility due to weather conditions).
Implementation of research according to the above assumptions required efficient organisation and
establishing direct contact with participants, in particular:
 direct contact with the managers of conference facilities, persuading them that surveying
conference participants organised in facilities located within the city of Katowice was
necessary,
 obtaining information from the managers of conference facilities on organised/planned
conference meetings in November 2012,
 direct contact with the organiser of a conference meeting in order to obtain permission for
conducting surveys with participants in the meetings,
 direct contact with conference participants.
To implement the research and achieve the goals set, a questionnaire consisting of ten questions and
specification was developed and tested (see appendix 2).
Surveys were conducted from 15 to 29 November 2012 with participants in five conference
meetings. The questionnaires and covering letters were distributed among the participants before
they entered the conference rooms together with information and a request to fill in the
questionnaire.
During the conference several persons responsible for the collection of the
questionnaires waited outside the rooms and also provided necessary information and help in
completing the questionnaire.
9

The results were then entered into the computer system and coded so that they could be further
analysed.
For the purposes of the report, the survey of conference participants held in Katowice in 2012 was
carried out in the following stages:
I. Developing and testing the research tool
II. Identifying the venues and meetings for the purposes of the research
III. Obtaining permission for the research
IV. Carrying out surveys
V. Entering and coding the results
VI. Counting the conference meetings held in Katowice in 2012
VII. Generating the results and analysis
VIII.Preparing a report and presentation

5.2 Characteristics of the sample
The sample consisted of 210 participants from 5 different conference meetings (convention,
congress, conference, forum, training/seminar) held in 5 different locations within the city of
Katowice (see appendix 1)
The largest share (nearly 40%) of conference participants belonged to the age group 35-44 years (Fig.
2).

Fig. 2. Age structure of the survey participants
source: own research

More than half of the surveyed conference participants in Katowice came from Silesia Province
(56%), which proves that there is a strong internal demand for conference meetings in this region;

10

the second largest group came from Mazovia Province (9%) and the third from Małopolska Province
(6.7%) (Fig. 3).

Fig. 3. Territorial distribution of conference participants in Katowice
source: own research

39% of delegates participating in conferences were representatives of companies. The largest group
of those surveyed were representatives of non-profit organisations, universities, foundations,
associations, etc. (49%). Public and local government administration accounted for 12% of
participants (Fig. 4).

Fig. 4. Delegate structure by type of organisation represented
source: own research

Two thirds of the total number of those surveyed were female (65%). However, there were more
male delegates among company representatives, 57%.
11

Every fourth delegate participating in the survey (24%) had overnight accommodation during his/her
stay (Fig. 5).

Fig. 5. Delegate structure by time of stay in Katowice
source: own research

6 Analysis and the results of market research on delegates conference participants held in Katowice in 2012
6.1 Conference activity of delegates
6.1.1 Katowice as a target destination for delegates in Poland
Katowice is an important spot on the conference map in Poland.
The delegates taking part in the survey participated in 1,095 conference meetings in 2012, of which
40% (438 meetings) took place in Katowice (Fig. 6.)
It should be noted that 27.1% of all survey participants did not in 2012 attend other conference
meetings apart from those held in Katowice.

Fig. 6. Territorial distribution of delegates’ conference meetings
source: own research
12

In 2012 delegates participated on average in 5.24 conference meetings, of which 2.10 meetings took
place in Katowice (Table 1).
59% of delegates visited Katowice in 2012 only once, 30% from two to three times, 10% from four to
five times, and 1% of delegates came to Katowice six or more times.
Delegates representing companies participated in conference meetings more often than others – the
average number of meetings in which they took part in 2012 amounted to 5.96 (of which 2.65 took
place in Katowice).

Table 1. The average number of delegates’ conference meetings in 2012 by organisation
type

Total average number
of meetings
Average number of
meetings
in Katowice

total

representatives of
companies

representatives of
non-profit
organisations
and administration

5.24

5.98

4.87

2.10

2.65

1.73

source: own research

80% of meetings of delegates in Katowice were conference meetings without overnight
accommodation. On the other hand, nearly half (47%) of delegates’ meetings taking place in 2012 in
Poland included overnight accommodation (Table 2).

Table 2. Distribution of delegates' conference meetings in 2012 by time

in the country

100%

Meetings
with
accommodati
on
47%

in Katowice

100%

20%

All conference
meetings

Meetings
without
accommodatio
n
53%
80%

source: own research

6.1.2 Trends in delegates’ activity in conference meetings in Poland
The total number of conference meetings in which delegates participated in 2012 increased on
average by 10.2% compared to the previous year.
Each thirteenth delegate (7.7% of all participants) claimed that the number of meetings had dropped,
on average by 24%. Each fifth participant (21.1%) indicated that the number of conference meetings
this year had increased, on average by 40% (Table 3).

13

Table 3. Trends in delegates’ activity on the conference meeting market in 2012

Percentage of delegates claiming so
Change in the number of conference
meetings

drop in the number
of conference
meetings

no change in the
number of conference
meetings

increase in the
number of conference
meetings

7.7%

71.3%

21.1%

on average by 24%

0%

on average by 40%

source: own research

6.2 Participants’ preferred means of transport to conference meetings
held in Katowice
The majority of delegates drive to Katowice to participate in conference meetings – 66%. 22% of
participants come to Katowice by train (Fig. 7).

Fig. 7. Structure of conference participants in Katowice by means of transportation
source: own research

The percentage of delegates travelling by car to get to conferences is larger among representatives
of companies – 67% and participants that don’t stay overnight – 73%.
Delegates using accommodation services tend to opt for some means of public transport – approx.
47% of them (Table 4).
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Table 4. Means of transport used by different groups of delegates – conference participants
held in Katowice in 2012
Participants
in total

Participants
representing
companies

Participants from
non-profit
organisations
and
administration

Participants
Participant
using
without
accommodatio
accommodat
n
ion
services

car

65.7%

68.7%

63.3%

72.5%

52.8%

train

21.4%

18.1%

24.2%

13.8%

36.1%

plane

2.4%

1.2%

3.1%

0.7%

5.6%

long-distance bus

3.3%

1.2%

4.7%

2.2%

5.6%

public transport

4.8%

4.8%

4.7%

7.2%

0.0%

TAXI

2.4%

6.0%

0.0%

3.6%

0.0%

source: own research

6.3 Identification of main reasons behind participation in conference
meetings
To determine the main reasons behind participation in conference meetings, delegates were asked
to assess, on a 5-grade Likert scale, the importance of particular factors when deciding to attend a
conference.
The list of reasons was quite long; analyses of research conducted by foreign
institutions and pilot research resulted in a list comprising 12 factors (4 official: acquisition of
knowledge, establishment of new business contacts, promotion of own company/institutions; and 8
unofficial factors that are rarely mentioned to the supervisor or the accountant when notifying them
about going to a conference).
Surveys of the delegates demonstrated that the most important reason behind participation in
conference meetings is “acquisition of knowledge” with an average rank of 4.39 (on the 5-grade
Likert scale). The second important factor turns out to be establishing business contacts (4.08). The
next group of important factors comprises: promotion of own company/institution (3.29), low
participation costs (3.28), distance from place of residence (3.26), social and personal public relations
aspects (3.24), gathering knowledge of activities of the competition (3.23).
The possibility for shopping in the city where the conference is held is regarded by conference
participants as the least important (1.91).
Analysis of the results presented in Table 5 shows that
 Participants using overnight accommodation services put even greater importance on the
aspect of acquiring knowledge (4.6) than other delegates; whereas for participants not
staying overnight the distance from the place of residence is more important than for others
(3.38) as well as additional incentives (bonuses, discount cards).
 Delegates representing companies put greater importance than others on the possibility for
gaining knowledge of the competition (3.92); promotion of their own institution (3.69) as
well as the social aspect, certificate of participation, reputation of the conference facility and
the possibility for recreation and leisure in free time. They seem to be interested in various
aspects of conference meetings.

15

Table 5. Official and unofficial reasons behind participation in conference meetings

acquisition of knowledge
establishment of new
business contacts
promotion of own
company/institutions
relatively low
participation costs
distance from the place
of residence
social and personal
public relations aspects
gathering knowledge on
the activities of the
competition
certificate/diploma of
participation
reputation of the
conference facility
possibility for recreation
and leisure in free time
other attractions, e.g.
cards, bonuses,
discounts
shopping in the city
where the conference is
held

Participants
in total

Participants
representing
companies

Participants from
non-profit
organisations
and administration

Participant
without
accommodation

Participants
using
accommodation
services

4.39

4.22

4.50

4.28

4.60

4.08

4.09

4.07

3.96

4.30

3.29

3.69

3.02

3.29

3.28

3.28

3.26

3.30

3.29

3.26

3,.26

3.29

3.24

3.38

3.03

3.24

3.34

3.16

3.19

3.32

3.23

3.92

2.77

3.21

3.27

2.98

3.17

2.86

2.96

3.01

2.77

2.99

2.63

2.78

2.75

2.30

2.58

2.13

2.20

2.51

2.02

2.39

1.77

2.08

1.91

1.91

2.12

1.77

1.91

1.91

source: own research

6.4 Perception of Katowice as a location for conference meetings and
business events in the light of delegates’ surveys
To estimate the perception of Katowice as an attractive place for conference participants, two
questions were included in the questionnaire.
One of the questions involved identifying the most important advantages of the conference
destinations (certain features were mentioned and participants were asked to assess each of them
by inserting “x” in a 5-grade Likert scale in boxes 1 to five, where 1 = rather unimportant, and 5 =
highly important.
The other question (included in the questionnaire) concerned the level of
fulfilment by Katowice of factors determining, in the delegates’ opinion, the city's attractiveness as a
conference destination (the same features as above were mentioned, where 1 = fulfils only slightly,
and 5 = fulfils completely).
The difference between average results for particular features (expectations and fulfilment) showed
the pros and cons of the city of Katowice as a good destination on the conference market in the light
of research on conference participants.

16

6.4.1 Identification of the most important features of locations for conference
participants
Surveys of delegates demonstrated that the most important features of a conference location
include: accessibility (of which “accessibility of the place by car” scored 3.60, whereas “accessibility
of the place by public transport – 3.35) and “rich and diversified conference base” – 3.26 (see Table
6).
The second group of important features of conference locations include: “possibilities for visiting the
city and neighbouring areas” (average score - 3.16) and “rich and diversified accommodation base”
(3.08).
The features that were rated less important include: “many cultural events in the city” – 2.39; “many
shopping centres in the city” – 2.32.

Table 6. Features of a conference location in the context of surveys of delegates

arrival by car
arrival by public
transport
rich and diversified
conference base
possibility to explore the
city and neighbouring
areas
rich and diversified
accommodation base
rich and diversified
catering base
many cultural and
entertainment facilities
other conference
meetings
at the same time
car parks
and green areas
many cultural and sport
events in the location
shopping centres in the
city

Participants
in total

Participants
representing
companies

Participants from
non-profit
organisations
and administration

Participant
without
accommodation

Participants
using
accommodation
services

3.60

3.41

3.71

3.62

3.57

3.35

3.22

3.44

3.23

3.61

3.26

3.36

3.20

3.33

3.14

3.16

3.31

3.05

2.98

3.50

3.08

3.18

3.02

2.93

3.36

2.76

2.87

2.68

2.74

2.79

2.64

2.88

2.49

2.59

2.75

2.61

2.49

2.68

2.70

2.44

2.60

2.73

2.50

2.52

2.76

2.39

2.59

2.25

2.37

2.44

2.32

2.57

2.15

2.33

2.30

source: own research

Analysis of the results presented in Table 6 shows that
 The most important feature for participants staying overnight is accessibility by public
transport (3.61), and also the possibility to explore the city (3.50). Delegates staying
overnight put greater importance on the “accommodation base” (3.36) and “car parks and
green areas” (2.76) than others.

17

 Delegates representing companies put greater importance than others on: “conference
base” – 3.36; “catering base” – 2.87; and also “cultural and entertainment facilities in the
city” – 2.88; “cultural and sport events in the city”
– 2.59; “shopping centres in the city”
– 2.57.
These results confirmed the fact that delegates representing companies are more active in using the
services offered in the facility and elsewhere, and their expectations towards many areas/features of
the conference destination are higher than those of other participants.

6.4.2 Determining the fulfilment level of delegates’ expectations towards
Katowice as a conference location
Delegates are very satisfied with Katowice as a conference destination in terms of: accessibility (in
the assessment of expectation fulfilment, “accessibility of the place by car” scored 3.73; while
“accessibility of the place by public transport – 3.35) and the aspect of “rich and diversified
conference base” – 3.59 (Table 7).
The second group of features of Katowice which were highly rated include: “many shopping centres
in the city” – 3.08; “rich and diversified accommodation base” – 3.07; “rich and diversified catering
base” – 3.05; “many cultural and entertainment facilities” – 3.02; and the “possibility to explore the
city and neighbouring areas” – 2.97.
Features which were rated lower include: “parks and green areas” – average fulfilment score – 2.80;
“many cultural and sport events taking place at the time of the conference – 2.77; “other conference
meetings and business events held at the same time” – 2.58.

Table 7. Features of Katowice as an attractive destination for delegates

arrival by car
rich and diversified
conference base
arrival by public
transport
shopping centres in the
city
rich and diversified
accommodation base
rich and diversified
catering base
many cultural and
entertainment facilities
possibility to explore the
city and neighbouring
areas
parks
and green areas
many cultural and sport
events
other conference
meetings and business
events

Participants
in total

Participants
representing
companies

Participants from
non-profit
organisations
and administration

Participant
without
accommodation

Participants using
accommodation
services

3.73

3.71

3.75

3.74

3.72

3.59

3.64

3.55

3.65

3.46

3.35

3.30

3.39

3.35

3.36

3.08

3.01

3.13

3.20

2.84

3.07

3.05

3.08

3.00

3.20

3.05

3.12

3.00

3.02

3.09

3.02

3.07

2.98

2.96

3.13

2.97

3.00

2.95

2.82

3.25

2.80

2.89

2.74

2.76

2.89

2.77

2.62

2.86

2.69

2.92

2.58

2.55

2.60

2.56

2.62

source: own research
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Analysis of the results presented in Table 7 also shows that
 participants staying overnight assess Katowice in the aspect of exploring the city better (3.25)
than other delegates (2.82). A similar tendency is seen in the following aspects: rich and
diversified accommodation base (3.20), rich and diversified catering base (3.09), many
cultural and entertainment facilities (3.13).
 delegates representing companies assess Katowice better than others in terms of “catering
base”– 3.12.

6.4.3 Pros and cons of Katowice as a location for conference meetings and
business events seen from the perspective of participants
The advantages of Katowice as an attractive conference destination for conference participants are
features/attributes considered by delegates as important and well met by the destination. As a result
of the difference between the average fulfilment score and the average importance score, a positive
value was obtained (that is above expectations).
Surveys of conference participants in Katowice imply that in terms of the most important features a
conference destination should have (accessibility both by car and public transport) expectations are
fully met, and in the case of “rich and diversified conference base” expectations are exceeded – score
0.33 (see Table 8).
A disadvantage, failing to meet delegates’ expectations, turned out to be the “possibility to explore
the city and neighbouring areas (score – 0.19).
As for other features/attributes expectations were exceeded.

Table 8. Katowice as an attractive destination for conference participants
How important are the
following features for
delegates?

How does the city of
Katowice fulfil them?

Katowice as a
conference city - results

accessibility of the place by car

3.60

3.73

0.13

accessibility of the place by public
transport

3.35

3.35

0.00

rich and diversified conference base

3.26

3.59

0.33

3.16

2.97

-0.19

3.08

3.07

-0.01

2.76

3.05

0.29

2.64

3.02

0.37

2,61

2,58

-0.03

2,60

2,80

0.20

2,39

2,77

0.37

2,32

3,08

0.76

possibility to explore
the city and neighbouring areas
rich and diversified
accommodation base
rich and diversified catering base
many cultural and entertainment
facilities in the location
other conference meetings and
business events at the same time
parks
and green areas
many cultural
and sport events in the location
many shopping centres
in the location

source: own research
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Two open questions in the questionnaire included in the survey provided interesting feedback on
how Katowice is perceived by delegates.
The question “What did you like most about Katowice” provided the following answers:
 14 % “railway station”
 11 % “good communication links with other cities”
 9%
“good accessibility to the city”
 8%
“the city and its hotels”
 6%
“architecture, new buildings and structures”
 6%
“new facility in the centre of the city, including the Scientific Information Centre and
Academic Library (CINIBA)”
 6%
“infrastructure in the city centre”
 6%
“people activity”
 5%
“changes occurring in post-industrial areas”
The other open question was “What would you improve in Katowice”, which produced the following
answers:
 23 % “more parking space”
 12 % “more legible street names”
 9%
“quality of roads in the city”
 4%
“railway station”
 4%
“marking of exits from national roads”
 4%
“entertainment in the city centre”
 4%
“more cultural events”
 4%
“more fairs and business events”
Despite the fact that parking was rated low on the survey, 92% of delegates declared that they would
come to the same facility again, and 84% of respondents would come to Katowice to take part in a
conference meeting again (Table 9).

Table9. Delegates’ readiness to take part in a conference meeting in Katowice again
Would you attend another
meeting held in the same
facility again?

Would you attend another
meeting held in Katowice
again?

Yes

92 %

84 %

No

2%

1%

No reply

6%

15 %

source: own research

6.5 Structure and amount of expenses incurred by conference participants
in Katowice
In 2012 the average expenses incurred by a conference participant held in Katowice amounted to
PLN 234.2, with delegates staying overnight having spent on average PLN 445.8 (of which PLN 263.6
was for accommodation, i.e. 59.1% of total expenses incurred in Katowice), and PLN 133.3 in the case
of delegates who did not use accommodation services (Table 10).
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The average cost of transport incurred by a participant arriving in Katowice for a conference meeting
amounted to PLN 117.5, with delegates who did not stay overnight spending on average PLN 111.9
for transport, and delegates who stayed overnight spending on average PLN 231.4.

Table 10. Average expenses incurred by conference participants
Participant
s in total

-{}-

Participant
without
accommodat
ion

Participants using
accommodation
services

Average expenses
incurred in Katowice
(excluding transport)

PLN
234.2

PLN 133.3

PLN 445.8

Cost of transport
(to and from Katowice)

PLN
117.5

PLN 111.9

PLN 231.4

source: own research

The biggest expense incurred by delegates in Katowice turned out to be accommodation, followed by
catering services (including those in the facility and others), shopping in commercial centres and local
transportation (Table 11).
Analysis of the structure of expenses incurred by conference participants who did not use
accommodation services shows that the costs of catering services have the largest share (33.8%) of
total expenses, followed by shopping in commercial centres (22.8%).

Table 2. Structure of expenses incurred by conference participants in Katowice

accommodation services
catering services outside the
conference facility
shopping in commercial centres
and stores located on commercial
streets
local transport in the target city
(e.g. public transport services,
TAXI)
conference materials
catering services in the
conference facility
recreation and entertainment in
free time in Katowice
souvenirs from the conference
location
recreation and entertainment in
free time in the facility
Total

Participants
in total

Participants
without
accommodat
ion

Participants
using
accommodation
services

37.20%

0.00%

59.10%

17.70%

33.90%

8.10%

13.60%

22.80%

8.20%

9.30%

14.10%

6.50%

6.90%

14.70%

2.20%

5.80%

2.70%

7.60%

4.70%

6.30%

3.80%

2.90%

2.00%

3.40%

1.90%

3.60%

0.90%

100.00%

100.00%

100.00%

source: own research
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Table 3. Structure of expenses incurred by conference participants in Katowice
Participants not using accommodation
services
Percentage of
participants incurring
these expenses
Catering services outside the
conference facility
local transport in the target
city
shopping in commercial
centres and stores located on
commercial streets
recreation and entertainment
in free time in Katowice
Catering services in the
conference facility
souvenirs from the conference
location

Average amount
of the expenses
incurred

participants using accommodation
services
Percentage of
Average amount
participants
of the expenses
incurring these
incurred
expenses

68.50%

PLN 66.00

35.10%

PLN 103.10

30.10%

PLN 62.20

54.10%

PLN 54.00

28.80%

PLN 105.70

35.10%

PLN 103.80

16.40%

PLN 50.80

16.20%

PLN 105.00

13.70%

PLN 26.00

48.60%

PLN 70.00

12.30%

PLN 21.10

21.60%

PLN 70.00

conference materials

11.00%

PLN 178.80

10.80%

PLN 92.50

recreation and entertainment
in free time in the facility

8.20%

PLN 58.30

5.40%

PLN 75.00

source: own research

The results of the delegate surveys show that 68.5% of participants not staying overnight spend on
average PLN 66 on catering services outside the conference facility. On the other hand, participants
who stay overnight (48.6% of them) are more willing to use catering services available at the
conference facility, spending on average PLN 70 (Table 12).
Another popular type of service used by conference participants is transport – 30% of participants in
conferences not staying overnight. In the case of participants who stay overnight, 54.1% use local
transport.
28.8% of delegates who do not stay overnight decide to go shopping on the occasion of attending a
conference. Among those with overnight accommodation, 35.1% decide to do so.

7 Summary and conclusions
Over the past few years the city of Katowice has shown dynamic growth. The communication
infrastructure has improved, the centre of the city is being rebuilt, and post-industrial areas are being
developed. The scale of investment in the city is unparalleled since World War II and incomparable to
those implemented in neighbouring cities and towns. This attracts investors and contributes to
developing hotel and catering infrastructure. Katowice is becoming increasingly well prepared to
organise and provide services for major conference meetings and business events.
The number of conference meetings and business events organised in 24 conference facilities in
Katowice in 2012 amounted to 6,117 (of which 1,119 lasted two days or more).
Participants in meetings readily come to Katowice and to facilities where meetings are organised.
Among the most important reasons behind participation mentioned by them are: acquisition of
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knowledge and establishment of new contacts. Delegates who attend meetings organised in
Katowice are also motivated by: the possibility to promote their own company/institution, low costs
of participation, convenient distance from place of residence, personal PR.
In most cases conference participants travelled by car. Delegates appreciate the good road network
connecting Katowice with other cities, however, they complain about too few parking spaces in the
city centre, as well as illegible marking of streets and exits from national roads. Delegates praise the
city’s transformation and the modern architecture.
Average expenses incurred by a conference participant in Katowice amounted in 2012 to PLN 234.2,
with delegates staying overnight having spent on average PLN 445.8 (of which PLN 263.2 for
accommodation), and PLN 133.3 in the case of delegates who did not use accommodation services.
The highest expense incurred by delegates turns out to be accommodation, followed by catering
services (including in the facility and other), shopping in shopping centres and local transport.
Conference participants readily use catering services during conferences, and the trend is higher
among those who do not stay overnight (68.5% of them spend on average PLN 66 for catering
services offered outside the conference facility).
Another popular type of service used by conference participants is transport – 30% of participants in
conferences not staying overnight (average expenses amounting to PLN 62.2.) As for those who stay
overnight, 54.1% use local transport services (spending on average PLN 54).
28.8% of delegates who do not stay overnight decide to go shopping on the occasion of attending a
conference. Among those with overnight accommodation, 35.1% decide to do so. The average value
of such purchases amounts to PLN 104.
Considering the value of expenses and activity in using services offered in the city, the group of
delegates staying overnight seems to be commercially attractive. However, it should be noted that
one-day participants on average spend less in Katowice, yet 68.5% of them use catering services in
the city.
Therefore, the city should continue investments aimed at improving the communication
infrastructure, taking into account the needs of those who come to the city to take part in
conference meetings, in particular increasing the number of parking spaces, the range of catering
services offered and enriching the offer of cultural and entertainment events. It seems that more
information on other business and cultural events in the city could encourage conference
participants to use services other than those offered in the facility even more actively.
The results of the surveys of participants in conference meetings imply that Katowice is perceived as
an attractive destination on the conference and business event tourism market. It is because its
features exceed delegates’ expectations in the most important attributes of a conference city (e.g.
“accessibility of the place by car”, “rich and diversified conference base”, “many cultural and entertainment
facilities in the location”). A disadvantage, failing to meet delegates’ expectations, turned out to be the

“possibility to explore the city and neighbouring areas”. Despite the fact that parking was rated low
on the survey, 92% of delegates declared that they would come to the same facility again, and 84%
respondents would return to Katowice to take part in a conference meeting again.
The surveys of conference participants in Katowice carried out at the end of 2012 allowed us to
determine what the opinions of conference participants about Katowice are, as well as their needs
and expectations. The (official and unofficial) reasons behind arriving in Katowice to attend
conference meetings were identified, the structure and amount of expenses incurred by delegates
participating in conference meetings and business events in Katowice in 2012 were established, and
directions for development of the city's offer were presented, aimed at making Katowice an
attractive destination on the business tourism market.
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Appendix 1
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Appendix 2
Questionnaire for participants of conference meetings and business events
Date of completion: ______________________ - ____________ - ________________
1.

In how many conference meetings13 and business meetings did you participate in 2012?
With
accommodation
in total

Without
accommodation

of which:

of which:
only in Katowice

2.

3.

The total number of conference meetings in which you participated compared to last year:
decreased

did not change

by approx. …… %

……

increased compared to
the previous year
by approx. ….. %

What means of transport did you use to get to this conference meeting? (enter “x")
□
□
□

4.

of which:

car
train
plane

□
□
□

long-distance bus
local public transport
TAXI

How important do you consider the following factors in deciding to participate in conference meetings?
enter “x” next to each factor
rich and diversified conference base
accessibility of the place by car
accessibility of the place by public transportation
many cultural and entertainment facilities in the location
rich and diversified catering base
many cultural and sport events in the location
rich and diversified accommodation base
many shopping centres in the location
possibility to explore the city and neighbouring areas
other conference meetings and business events at the same time
parks and green areas**

<--- rather unimportant

□
□
□
□
□
□
□
□
□
□
□

□
□
□
□
□
□
□
□
□
□
□

very important --->

□
□
□
□
□
□
□
□
□
□
□

□
□
□
□
□
□
□
□
□
□
□

□
□
□
□
□
□
□
□
□
□
□

5.

Could you state your expenses connected with your participation in this conference meeting?
amount
accommodation services
PLN
catering services in the conference facility
PLN
catering services outside the conference facility
PLN
conference materials
PLN
transport/arrival to and from Katowice
PLN
local transportation in the target location (e.g. MZK, TAXI)
PLN
recreation and entertainment in free time in the facility
PLN
recreation and entertainment in free time in Katowice
PLN
souvenirs from the conference venue
PLN
shopping in commercial centres and stores located on commercial streets
PLN
other costs - specify ....................................................................................................................................................
PLN
other costs - specify ....................................................................................................................................................
PLN

13

Conference meetings (group meetings of min. 8 people), congresses, conferences, symposiums, seminars, trainings, conventions, etc.
organised outside the company’s (the ordering party’s) premises
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6.

How did the particular factors influence your decision to participate in this conference meeting?
enter “x” next to each factor <--- rather unimportant
acquisition of knowledge
establishment of new business contacts
promotion of own company/institutions
gaining knowledge on the activities of the competition
possibility for recreation and leisure in free time
social and personal public relations aspects
other attractions, e.g. membership cards, bonuses, discounts
shopping in the city where the conference is held
certificate/diploma of participation
renown of the conference facility
relatively low costs of participation
distance from the place of residence
other - specify

7.

very important --->

How do you think the city of Katowice fulfils the following factors in terms of developing conference meetings?
enter “x” next to each factor
rich and diversified conference base
accessibility of the place by car
accessibility of the place by public transportation
many cultural and entertainment facilities in the location
rich and diversified catering base
many cultural and sport events in the location
rich and diversified accommodation base
many shopping centres in the location
possibility to explore the city and neighbouring areas
other conference meetings and business events at the same time
parks and green areas

8.

<--not enough
□
□
□
□
□
□
□
□
□
□

□
□
□
□
□
□
□
□
□
□
□

□
□
□
□
□
□
□
□
□
□

completely --->
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□
□

What did you like the most in Katowice?
…………………………………………………..
What would you improve in Katowice?
………………………………………………………

9.

10.

Would you want to come to another meeting/event?
to this facility?
to this city?

Yes
□
□

No
□
□

The respondent’s details
EU Female
Male

I. Sex:
II. Age:  24 years old or younger

 25-34 years old

 35-44 years

 45-54 years old

III.

Place of residence .................................................................................................... ,

IV.

Type of organisation you represent. Enter “x”

 55-64 years

Company/enterprise (including joint stock company, limited liability company, mixed ownership )
Organisation or non-governmental institution (foundation, association, religious organisation, union, university, etc.)




Government or local government administration



V. How long have you been staying at this conference meeting? …….. hours or ……. days
VI. Describe the current conference meeting/event in which you are taking part:
Name of the meeting

Name of the facility
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