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Voting for the party. He spends his time talking to his tribesmen on the phone or
entertaining them in his office.

The purpose of this study is to recommend a plan of action that will
rejuvenate KICC in the conventions business. Although the plan will be based on
the success of the America’s Center, there are also some self-acknowledged
deficiencies at both America’s Center and the St. Louis CVC that KICC can
improve upon.

Specific needs have been identified by conducting various analyses
throughout this project. These needs include the establishment a Kenya
Convention and Visitors Bureau (CVB) that can market and sell KICC as
convention venue and Kenya as a tourist destination. KICC needs to be expanded
and remodeled to make it more appealing and user-friendly. However, no matter
how good a product is, marketing is the key to success in a highly competitive
environment like the hospitality industry.

Political limitations, which perpetrate nepotism and favoritism, are a
major negative in the economic development of Kenya. The system must have the
will to overhaul the entire thinking of Kenyans where loyalty is valued and
preferred to qualification. In order for the proposed Plan of action to succeed,
KICC must be supported and left to function without government interference.
The government must also appreciate the importance of KICC as a foreign
exchange earner and support the efforts of the proposed CVB.
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CHAPTER 1

INTRODUCTION AND STATEMENT OF PROBLEM

The goal of this thesis is to analyze the performance pattern of the America’s
Center in St. Louis under the management of St. Louis Convention & Visitors
Commission, and make recommendations for a marketing plan that will be
applied to Kenyatta International Conference Center (KICC), in Nairobi, Kenya.

Before we look at the specific problems, it is imperative to understand the
general trends of the tourism industry under which conventions and exhibitions
fall. The World Travel and Tourism Council (WTTC) provided estimates for 1995
to show that tourism is the world’s largest industry. Their report indicated that in
1995, domestic and international tourism together stimulated over 200 million
Jobs worldwide. Output measured in US dollars reached $3.4 trillion. The
industry’s contribution to the world’s gross domestic product reached 11.4% in
1995. According to Somerset, “capital investment made by travel and tourism
companies in buildings and equipment was estimated at $705 billion for 1995
(Somerset 9).

The World Tourism Organization (WTO) headquartered in Madrid, is the
most up-to-date source of information on world tourism trends. For the year 1995,
preliminary figures show an increase of 3.8% in global international arrivals to a
total of 567 million, while international tourism revenues increased 7.2% to $372

billion.



East Asia and the Pacific in 1994 were the fastest growing international
tourism destinations, with arrivals up by 7.2% to 74.6 million and receipts up
14.4% to $59.0 billion.

In 1994, Europe’s international arrivals increased by 3.9% to 320.1
million, with receipts showing a 10.3% increase to $268.9 billion. The Americas
reported arrivals in 1994 up 2.2% to 106.5 million, with receipts up 5.7% to $95.5
billion. There was a strong increase in arrivals from Europe to the Americas.

In the Middle East, arrivals in 1994 declined by 5% to 8.2 million, and
receipts were down by 12% to $3.7 billion. This region lost tourists because of
terrorist activities by Muslim militants. South Asia’s Arrivals in 1994 increased
by 6.6% to 3.7 million and receipts were up by 11.2% to $2.4 billion. African
arrivals were down by 0.5% to 18.3 million, and receipts increased by 7% to $6.3
billion. Most growth was in North Africa.

A record number of Americans traveled in 1994, up 7% over 1993,
according to the US Travel Data Center. The Lodging industry consultant
Coopers & Lybrand state that “the hotel industry enjoyed the best year ever in
1995, profits were about 3.7 times higher (after adjusting for inflation) than in
1979, the previous record year” (11)

The popularity of new casinos in Las Vegas brought in an unprecedented
9% Increase in visitor arrivals to a total of 28.2 million in 1994 according to
Somerset. After two slow years, Atlantic City in 1994 reported gaming profits up

by more than 4%. In the first quarter of 1995, overall revenue in Atlantic City was



up by 16.2%. In both cities, foreign visitors helped swell the gaming earnings.

“Foreign visitors increased by 7% in Atlantic City. Branson, the Ozark town

featuring country music theatres, had a record year in 1994 with more than 5.8

million visitors™ (11). Figure 1-1 shows the countries that earned the top dollars

from the tourism industry in the world in 1994.

Rank

1.
12
13.
14,
15.

FIGURE 1-1

World’s Top Tourism Earners—1994
International Tourism Receipts
(Excluding international transport)

Country Millions of Current  %ChangeShare (%) of
US Dollars 94/93  World Total
United States $60,001 4.13 17.87
France 25,000 6.79 7.45
Italy 23,927 16.60 7.13
Spain 21,410 10.22 6.38
United Kingdom 13,983 3.96 4.16
Austria 13,160 -2.99 3.96
Germany 10,650 1.34 3.17
Hong Kong 8,987 18.84 2.68
Switzerland 7,793 11.31 2.32
China 7,000 49.48 2.08
Thailand 6,592 31.47 1.96
Mexico 6,557 6.32 1.95
Singapore 6,459 11.50 1.92
Canada 6,290 0.66 1.87
Poland 6,150 36.67 1.83
Total World $335.780 100%

Source: World Tourism Organization 1996



The decade of the 80s was one of economic progress for Missouri.
Population mcreased 4.5% during these ten years. Tourism has been an important
element in Missouri’s progress, and is now the state’s second largest industry.
According to a new study compiled by Certec Inc. for Missouri’s Division of
Tourism, travelers spent $9.1 billion in direct spending. When the “multiplier
effect” 1s included and all the indirect beneficiaries are taken into account, the
tourism/travel industry contributed over $14.1 billion to Missouri’s economy (40).

Kenya (and its capital city of Nairobi) is East Africa’s leading center of
international business and tourism. Until political unrest and violence spread
across the nation in July 1990, Kenya had been considered an oasis of stability
and well being when measured against a regional yardstick. Tourism in Kenya,
based on its game parks and wildlife, its safari trade, and the beautiful seaside
resorts near Mombasa, has been a major source of foreign exchange.

In 1992, visitors to Kenya declined to about 700,000 from 805,000 the
previous year. Arrivals in 1993, however, were up by 12% to 783,000. Tourist
revenue was estimated to have reached $450 million. Arrivals from the UK in
1993 were up by 0.8% to 118,000. German visitors increased 3.6% to 114,000.
US arrivals were down by 2% to 45,000, while French arrivals increased 2.9% to
35,000 (132). Kenya’s earnings from tourism has continued to increase over the
last ten years despite the decrease in the volume of visitors as shown in figure 1-2.
This 1s because Kenya’s visitors are mainly from Europe and not from countries

bordering Kenya.



Figure 1-2

Kenya Tourism Earmings 1985-95

Year Ksh. (Million) US $ (Million)
1985 3933 241
1986 4959 310
1987 5841 354
1988 69806 376
1989 8640 420
1990 10660 466
1991 11880 432
1992 14260 442
1993 24440 413
1994 28100 508
1995 25000 447

Source: Kenya Ministry of Tourism, 1996

At the moment, Kenya’s tourism industry is not only threatened by
political insecurity in the country, but also by other competitive tourist
destinations in the region, particularly Zimbabwe, South Africa, and Tanzania.
Until 1992, Kenya was the main tourist destination in the sub-region with 782,000
arrivals, followed by Zimbabwe with 738,000 arrivals. In the last ten years the
situation has been reversed with more than 1.3 million arrivals in Zimbabwe in
1995 compared to 902,000 in Kenya. However, tourism in Kenya is much more
profitable in terms of receipts with a total of US $ 447 million in 1995 compared
to US $165 million for Zimbabwe. This difference reflects the predominance of
European tourism in Kenya, which brings in more foreign currency than traffic

towards Zimbabwe from bordering countries. Zimbabwe is developing its hotels
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and resorts to attract more international tourists. The country also has a modern
airport with a developed infrastructure (WTO, 1995).

South Africa is now the leading tourist destination in the region since the
political transformations that took place in 1994. It has a developed infrastructure,
a sophisticated banking system, modern telecommunications facilities, extensive
minerals and other natural resources, and a spectacular collection of tourism
attractions. According to the WTO 1996 statistics, the country has a gross
domestic product of $120 billion, a little bigger than Norway’s and a little smaller
than Thailand’s” (WTO 1996 Report).

The launch of the international campaign “Explore South Africa 1995 has
permitted the re-launch of the county’s international tourist activities. The
government’s policy concerning tourism is based on close cooperation and
coordination between the public and private sectors, as well as improved targeting
of market segments. In addition, measures have been taken to encourage national
investors in tourism. Important work has also been undertaken to improve the still
insufficient transport network (WTO 1996 Report).

Several factors have shaped tourism development in South Africa in 1995,
The first one 1s tourist product development. There has been increased
cooperation, coordination and consultation between public tourism agencies and
the private industry. This has led to the implementation of a clear marketing plan
focusing on specific target markets. It is imperative for marketers to continually

plan their analysis, implementation, and control activities. As Kotler points out in



his book * a detailed marketing plan is needed for each business, product or
brand” (Kotler 49).

South Africa is going in the right direction in the tourism industry.
INDABA travel show has also been expanded leading to excellent market growth;
52% overseas market, 12.4% Africa. This is a 22.3% total growth (excluding
contract and other workers). Transport developments have increased investment
opportunities for domestic investors, and availability of funds from international
capital markets. This has in turn led to an upsurge in domestic economy.
Marketing and promotion activities have led to the liberation of the aviation
policies leading to more airlines flying to South Africa. Three international
airports have expanded.

However, there are a few challenges that still face South Africa.
According to the WTO source, the perceptions of personal safety in South Africa
have worsened, and there is still some hesitancy from outside investors. The
country levies high import tariffs on luxury coaches, and the taxi system is
relatively underdeveloped. There is also lack of 3,4, and 5 star hotel
accommodations in certain centers (WTO 1996).

In Tanzania, a switch from a strict socialist economy to a more market
oriented economy is already showing healthy signs. In the past years, staying in a
hotel in Tanzania had been described as “an adventure in roughing it indoor”
(WTO 1996). No effort was made to attract tourists because under the socialist

government, it was argued that a flood of foreign tourists would corrupt morals



and spread capitalist ideology of consumerism. The infrastructure was in pathetic
state. Hotels lacked such basic essentials like toilet paper. Tourists had to bring in
everything they needed for their entire stay. Now, tourism has been designated a
priority industry needed to inject desperately needed foreign exchange into the
economy. Figure 1-3 shows the true picture of the leading tourist destinations in

Africa.

Figure 1-3

Top African Destinations

Arrivals % Yo
Rank Country (000) Change Total
1995 1995/94 1995
1 South Africa 4,488 22.3 24.0
2 Tunisia 4,120 6.8 22.0
3. Morocco 2,590 -25.3 13.8
4 Zimbabwe 1,336 21.6 7.l
b Kenya 902 4.5 4.8
6. Botswana 678 6.4 3.6
i Algeria 520 -35.4 2.8
8. Mauritius 422 5.2 2.3
0. Swaziland 317 6.4 1.7
10. Reunion 304 15.6 1.6
11. Tanzania 294 12.2 1.6
12. Ghana 286 5.5 [.5
13. Senegal 280 16.7 [.5
14. Cote D’Ivoire 188 19.7 1.0
15. Nigeria 185 -4.1 1.0
16. Zambia 159 3.9 0.8
1. Malawi 155 0.6 0.8
18 Burkina Faso 151 135 0.8
19. Benin 138 24.3 0.7

20. Seychelles 121 10.0 0.6



20, Uganda 121 L. 0.6
Total 1-20 17,755 2.9 94.9
Total Africa 18,707 2.4 100.0

Source: World Tourism Organization June 1996.

In order to appreciate the importance of conventions and exhibitions to
tourism, we have to understand all the elements of tourism. St. Louis Convention
& Visitors Commission (CVC) has divided tourism into two major segments;
Meetings and Conventions; and Leisure tourism. The first segment covers Trade
Shows, Conventions, and other organized events like Concerts, Religious
Meetings, and Sporting events. Leisure Tourism consists of Family tours, Group
Tours, Family Reunions, and Incentive travel (St. Louis CVC6).

Tourism had been Kenya’s second foreign exchange earner up to 1987 as
depicted in figure 1-4, when it dislodged coffee to become the leading industry—
a position it has maintained up to this moment. Kenya’s main tourist attraction is
its abundant wildlife resource. Kenya was also considered a transit point in
Africa. It has a modern harbor and international airport that serves 32
international airlines, and a developed hotel industry in the cities as well as in the
game reserves. At the time when South Africa was facing a world economic
blockade, Kenya was the only country in East, Central and Southern A frica that
had a developed infrastructure to host important international meetings and

exhibitions.
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Despite the negative publicity on Kenya, tourism is still the country’s
leading mdustry. This is mainly due to Kenya’s nice weather and attractive tourist

resources. Barbara Scofidio, in her January 1997 article “Annual Incentive Trends

Survey™ mentions Kenya as one of the more exotic locations in the world among

Egypt and Fiji (Corporate Meetings & Incentive 28).

Figure 1-4

Comparison of Earnings (Coffee, Tea and Tourism)—K Pound Million

Year Coffee % Tea % Tourism % Total

1985 230.7 17.6 191.4114.6 196.7 150 1311.8
1986 388.5 25.1 1728 11.2 248.0 16.0 1546.7
1987 1946 128 1634 114 292.1 20.4 1430.4
1988 244.8 102 1854 9.7 3493 18.3 1682.7
1989 203.8 8.6 2729 13.7 432.1 21.7  1990.0
1990 221.0 7.2 3145 123 533.0 20,8 2558.8
1991 2185 7.2 3815 126 594.6 19.6 30344
1992 230.1 6.6 4850 140 713.0 20.6 34644
1993 571.8 158 971.0 269 1222.0 33.9  3607.0
1994 6529 14.6 844.0 19.7 1405.0 32.8 4282.1
19905 7222 148 899.5 185 1250.0 25,7 4867.0

Source: Kenya Bureau of Statistics 1995

Kenyatta International Conference Center (KICC) was built in the early
1970’s and hosted its first international conference in 1973 when the World Bank
decided to meet in Kenya. Since that time, the center has hosted numerous
international conferences and exhibitions. One major strength of KICC was that it

was the first and only facility of its kind in the region with the capacity to host



large meetings of up to 5,000 people. Nairobi was also favored as a destination for

its world famous wildlife safaris just 20 minutes from the city center.

To fully appreciate the performance of Kenyatta International Conference
Center, it is imperative to review the circumstances under which the facility was
built. In the early 1970’s, the ruling political party (Kenya African National
Union), with public funding, decided to build its party headquarters in Nairobi. At
that time, Kenya was still a one-party state and there was no clear distinction
between the party and the government.

When the World Bank decided to meet in Nairobi, the construction of the
facility had just been completed, and so the center was the natural choice for the
venue of the meeting. This was the turning point for the facility. The ruling party
realized that the center could be put to good use to earn the badly needed foreign
exchange for the country. So, the ruling party abandoned its initial plan to move
into the building and turned it into a convention center.

The center was placed under the management of the Department of
Tourism, which markets the country’s tourist attractions both locally and
internationally. When KICC started its operation, it was not marketing oriented.
Convention business happened by chance. It was not planned. The center
management did not have a marketing objective. Most emphasis was on meeting
management. The center had very little competition in the region. However, in the
late 1980’s Zimbabwe put up a purpose-built convention center in Harare.

Although this facility was slightly smaller than KICC in size, it was more modern
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and user-friendly. This posed a challenge to Kenya as the natural meeting venue
in the region.

In an attempt to meet the converging competition, KICC set up a
Marketing division and quickly began intensifying its marketing approaches.
Three Marketing Officers were assigned to Europe, North America, and Asia, and
an aggressive marketing campaign initiated. The officers were trained in Europe
and the US in the marketing aspects of international conventions. KICC
management learned that international travelers that preferred to meet in user-
friendly facilities did not come to the center. Only those who were interested in
pre- and post-conference wildlife safaris chose Nairobi. Delegates complained
that the meeting rooms were not user friendly.

The plenary hall seating 5,000 people is too large and cannot be
partitioned for smaller breakout sessions. The Amphitheater, which is still one of
the most beautifully designed theaters in Africa had a leaking roof. KICC did not
have a conference hotel. Neither did it have enough hotel beds within 5 minutes
walking distance, as most convention centers should.

As early as 1986, KICC started forging for the formation of a convention
bureau that would coordinate the marketing activities of all suppliers and meeting
planners in the country. This however, was never to be because the center’s
management was transferred from the Department of Tourism and placed under a

new Department of Arid and Semi-Arid Areas that was created in 1988. The new



management did not understand the conventions and exhibitions business, and did

not bother to learn,

The new management disregarded the fact that the center’s importance lay
in its position as a foreign exchange earner for the country. The management was
only interested in seeing full utilization of the facility on a daily basis regardless
of the target market. They decided to focus on events like local banquets,
weddings and pre-wedding parties, church services and crusades, festivals, and
local exhibitions.

No market planning was done. They did not target any market in
particular. Space rental prices were advertised in the local daily newspapers. The
center was turned mto some sort of “bazzar” (a market place). The new clientele
in turn started to vandalize the facility. Anybody could walk in and out of the
building without any security check. Plans to renovate the facility were shelved,
and the ruling party moved into some of the offices that had been leased to
international organizations.

Even under government management, KICC always achieved tremendous
success In securing and servicing international meetings and events. This was
largely due to the high performance management style practiced by the
management at the time. This is a data-oriented approach to managing people at
work that relies on positive reinforcement as a major way to maximize
performance. Positive reinforcement and feedback were the key factors in KICC

management. [t was not possible to give tangible reinforcement to staff at that



time, so they received social reinforcement on a daily basis. This in turn boosted
the morale of the staff and encouraged hard work and commitment. As Daniels

states in his book Performance Management, “positive reinforcement creates a

positive climate for accountability” (Daniels 54).

KICC has faced a turbulent existence since 1988. Its management has
changed hands four times in less than ten years and the facility has continued to
deteriorate. At the moment, a Board of Directors manages the center for the ruling
party. A managing Director oversees the day-to-day running of the center with the
help of one Conference Officer who manages events at the center. There is very
little activity going on. The management has stopped hosting any international
meetings because they realize that the facility is obsolete.

KICC 1s positioned as an exhibition facility open to anybody willing to
rent space and exhibit any type of merchandise. There is no clear business
objective for KICC since there are no measurable operating results. A marketing
objective, which is the result of manipulating Product, Price, Place and
Promotion, is lacking. KICC management has not addressed the question of how
marketing will specifically help move the business closer to the business
objective. There has been no increase in the market share since 1989. The center
operates on public funds and so it does not matter to the management whether it
makes a profit or not.

Some of the challenges facing KICC are total lack of professionalism, and

unqualified management. The present Director and his Conference Officer have



no understanding of the convention and exhibitions business. The Director was
given the job as a sign of appreciation to his tribe for supporting the ruling party.
He spends most of his time either on the phone talking to his tribesmen or
entertaining them in his office. In the late 70’s and early 80°s, all the professional
staff at KICC attended international seminars on professional conference
management and also toured other centers in different countries to compare and
learn new management styles. The present staff has never had a chance to either
attend an international seminar or tour other convention centers. According to the
center’s two-year calendar of events for 1995/97, only 33 events have been
booked at the center.

The facility is not user-friendly. Two working elevators serve the 32-story
building—one for the public and one for VIPs. The other two elevators have been
out of service for several years. Kenya has an abundance of labor. During the
early 70’s up to the late 80’s, the center utilized this labor resource by hiring over
one hundred employees in the housekeeping department. Cleaning was a
continuous process. The grounds were well kept and the facility was spotlessly
clean. Today, the facility is filthy and in dire need of a face-lift. The grounds are
in a pathetic state. People walk on the grass instead of using the sidewalks.
Although the physical architectural beauty of the center is still evident, the facility
has lost its prestige as the most modern convention center in the region.

KICC does not have a single computer. The staff usually hand write or

type all paperwork. It is an obvious fact that any business must look to the future
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and constantly change, or else it loses. KICC is not doing this. Communication is
mostly by telephone. The staff does not have two-way radio communication
system thal 1s necessary in a convention center. The facility’s furniture is
obsolete. The old plastic chairs that came with the building are still used in some
meeting rooms.

There is a legal tussle in court over the ownership of KICC at this very
moment. The country is now a multi-party state and the opposition parties claim
that KICC is indeed public property since public funds were used for its
construction. The political instability experienced in Kenya since 1991 has also
affected the general perception of Kenya as a convention venue. International
delegates do not want to go to a country that is politically unstable even if it has
out-standing tourist attractions.

Lack of a convention bureau or a Tourist Board in Kenya has not helped
the conventions industry at all. KICC would not have undergone these numerous
management changes if a convention bureau had managed it. Furthermore, it is
also expensive and time consuming to market one facility like KICC worldwide.

As Karen Talaid reiterates in her article Above & Beyond, “the extraordinary

thing that CVBs do is quite simple—they take a lot of things off a meeting
planner’s plate” (Successful Meetings 63).

In the 80’s, the center management had contracted a consultant in Geneva,
Switzerland to market the center in Europe and follow up on sales leads made by

Conference Marketing Officers at the facility. The center also used the services of



the Departments of Tourism and Foreign Affairs in foreign embassies to promote
and market the facility in their respective countries. With KICC management now
directly under the ruling party since 1992, the center does not enjoy the same
privileges it had under the Department of Tourism.

The government needs to invest in the facility and remodel it to required
standards in order to make KICC more competitive again. The question of a
convention burecau must be addressed immediately. Kenya needs to set up an
independent body that will market all the tourist facilities and attractions both
locally and internationally. When meeting planners choose a destination, they
want to experience everything about that destination. Only a convention and
visitors bureau (CVB) has the expertise and ability to meet such needs quickly.

In the early 1970°s with room taxes booming and more cities assuming
responsibility for tourism development and visitor services, CVBs in the US
began a departure from the European model in which conventions and tourism
were kept as distinct entities. With conventions undergoing great change—
namely, with the increase in family and spousal travel and trips that meshed
business with leisure, the membership eventually agreed in 1974 to add “visitor”
to the name ‘International Association of Convention Bureaus’ to reflect the
transition. If anything, the *“V” factor applies even more today, as people routinely
use conventions as venues for family or personal vacations (Association

Management 70). Children are a focus of the family once again, and a number of



key attitude measures suggest that Americans are finding significantly more
satisfaction in family and home life.

Some of the benefits for conventions and exhibitors using a CVB are that
they will find all the hotel rooms that an event needs at very special rates. The
CVBs are also familiar with the tourist attractions in their own destination, and
they save the meeting planner plenty of time with pre- and post-conference tours,

Although convention bureaus have been in use in the United States for
quite some time now, many meeting managers still do not know how to work with

them. According to a report by Amy Keen on “How to work with CVBs”, the

International Association of Convention & Visitors Bureaus (IACVB) will soon
launch a major marketing campaign on how to work with CVBs. One of the major
reasons why the campaign is needed is that many corporations still rely on either a
full-time meeting planner who also does many other unrelated jobs within the
company and is unfamiliar with the meeting industry. There is also confusion
about what the Chamber of Commerce does and what the CVB does. The
difference is that the chamber wants your business to stay; a CVB wants your
business to visit. According to one industry expert “CVBs are now making more
of an effort to come to the client instead of letting the client seek them out”
(Meeting Manager 44).

Since this study 1s using America’s Center in St. Louis as a model for
KICC, it is important to analyze the marketing efforts initiated by St. Louis

Convention & Visitors Commission (CVC). This is the Sales and marketing



organization that sells St. Louis City, and County as a convention and meeting
site and as leisure travel destination through targeted and proactive efforts.

The Commission also operates and manages the America’s Center, St
Louis Convention Complex, which includes 502,000 square feet of prime space in
six contiguous halls, the 70,000-seat Trans World Dome, a 1,411 seat lecture hall,
the St. Louis Executive Conference Center, a 28,000 square-foot ballroom, and 84
flexible meeting rooms.

The St. Louis CVC is a quasi-government agency, chartered as a
Commission by the state of Missouri. According to the CVC records, the
organization is supported by 11/15 of the 3.75% tax paid on hotel sleeping rooms
in St. Louis City and St. Louis County. The remaining 4/15 of the hotel tax is
provided to the Regional Arts Commission, an organization that supplies grants to
arts organizations in the St. Louis area (St. Louis CVC Annual Report 4). The
CVC operations are divided into four main divisions

I. Tourism Sales & Marketing

o

Facilities

e

Convention Sales & Marketing
4. Public Relations
It is estimated that in 1993, some 84.5 million Americans traveled to
attend conventions or meetings and spent $40 billion in the host cities. According
to the International Association of Convention and Visitors Bureaus, each

delegate stayed on average four days and spent an average of $838 in the host



City. The association in charge of the convention spent on average $124,217 to
stage the meeting during a five-day stay. Each exhibitor added an average of
$3,752 during a three-day stay (Somerset 9).

Analysis of year-to-year comparisons by the Professional Convention
Management Association (PCMA) validated some key benchmark numbers.
Income from conventions, exhibitions, and meetings, which accounted for 32.1
percent of the total association revenue in 1995, climbed fractionally to 32.3
percent in the latest survey. And the number of associations planning future
meetings outside the United States inched up from 49.7 percent to 50.5 percent
(Convene 41).

In St. Louis, the hospitality industry is the second largest employer after
health care with 46,248 workers. The St. Louis metropolitan area, with 6,392
square miles, has a population of 2,551,300. It is the sixth largest metro area in

the number of headquarters of Fortune 100 companies. Tourism is therefore a

20

very important factor in the city’s economic development as shown in figure 1-5.

Economic Impact of
St. Louis Hospitality Industry

Estimated Visitor Expenditure: $1,849.550,000
Total jobs created 406,248
Total resident income (wages, Salaries
And proprietary income generated) $1,052,407,000
Total government revenue generated
State: 163,853,000
Local: 112,740,000

Source: St. Louis CVC Annual Report, 1996.
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Associations don’t exist to hold meetings, but meetings are a core line of
business for most, and meetings mean travel, hotels, convention bureaus and
centers, airlines, car rental companies, and for that matter, restaurants and
retailers. The destinies of associations in virtually every field are inexplicably
woven with trends in the hospitality industry. In 1996 fiscal year, St. Louis CV(’s
total budget was $8,820,348. Of this amount, $3,811,336 was spent on convention
sales and services, $2,736,042 on tourism sales and services, $671,743 on
administration, and $258,373 on membership services. The advertising budget
was $2,061,800 (CVC Annual Report 4).

1996 was a wonderful year for the hospitality industry in general.
Revenues and profits were up for hotels and airlines; investment showed signs of
coming back; and a set of unprecedented, customer-friendly efficiencies has been
put in place that promises continuing progress in years ahead. Expansion among
convention centers has been remarkable. A conservative estimate of convention
center space available or now under construction adds more than 10.5 million
gross square feet of space. As one industry expert states, “the new and renewed
centers are full of light, innovation, and are customer-friendly” (Association
Management 73).

The America’s Center in St. Louis is one such facility. According to the
St. Louis CVC 1996/1997 marketing plan for convention sales, 1996 was
forecasted to be the best year that local area hotels have experienced in the 90’s

with forecasted occupancy up 1% to 69%. This can be attributed to a pattern of
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significant meetings and conventions growth that began in 1993 due to the
addition of the America’s Center’s South expansion. The net effect was an
additional 110,253 room nights, or 55% increase, generated in 1993 business. In
1994, total room nights increased by 23% to 378,234. Projections for 1996
indicated an 18.5% increase in group room nights to 446,480. As we look beyond
1997 as a result of the Trans World Dome and the America’s Center expansion,
the overall room nights generated from meetings and conventions are forecasted
to grow annually from 1997 to 2001 (St. Louis CVC Marketing Plan 1),

At the St. Louis CVC, the Convention Sales and Marketing division is
responsible for booking meetings, conventions, trade shows, sporting events,
entertainment and special events into St. Louis and at the America’s Center
Convention complex. The department’s sales staff works proactively with
accounts that are assigned based on the geography and target market segments.

In addition to its St. Louis staff, the department operates satellite offices in
two most productive feeder markets for St. Louis meeting and convention
business—Washington, DC and Chicago. The department also assists meeting
planners throughout every phase of planning and execution of their St. Louis
conventions. Housing and registration assistance, a community-wide welcome
program for convention groups, and the planning and implementation of customer
site visits and familiarization trips are all part of the services provided by the
department charged with keeping CVC customers informed and ready to re-book

their groups into St. Louis.



The St. Louis CVC's Mission Statement which is “to maximize the
economic impact of the visitor dollars to the community through effectively
marketing the St. Louis area as a desirable convention and tourism destination
while setting a standard of service excellence for the hospitality industry" (Annual
Report 4), summarily describes the goal of the Commission.

Several Sales and Marketing activities were planned for the 1997 fiscal
year. These included:

-80 trips to primary and secondary markets;

-984 outside calls planned by Washington, DC and Chicago staff;

exhibitions at 29 tradeshows and follow-up leads;

-110 individualized, one-on-one tours customized to client’s needs:

-Send out a series of one-page letters to 500 level One convention

prospects with supporting editorial articles on St. Louis;

-Target 6,500 key clients with the quarterly newsletters;

-Develop official St. Louis CVC Web Site on the internet to communicate

St. Louis” meeting and convention amenities, and services to customers

and meeting attendees;

-Development of a new destination promotion video;

-Address concerns of meeting planners through placement of stories in

trade publications;

-Coordination of a community image campaign in cooperation with the St.

Louis Regional Commerce and Growth Association.
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In the 1997 fiscal year, St. Louis CVC will spend $2,061,800 or more than
20 percent of the year’s annual budget to advertise the city’s qualities as a
convention and meeting site, and as a leisure travel destination to audiences in
target markets. To complement the CVC’s advertising efforts, a dedicated public
relations program is at work supporting the positioning of St. Louis’s amenities
through an extensive agenda of press trips, news releases, and proactive
solicitation of editorial placements about St. Louis in targeted domestic and

international markets. Figure 1-6 shows the projected goals for 1997.

Fiscal year 1997 goals

Leads 900
Group Bookings 1,925
Definite Room Nights 95,600
Visitor Inquiries 350,000

Source: 1996/1997 St. Louis CVC Annual Report.

Following are the Primary Target Market Segments for America’s Center and St.
Louis;
Trade Shows: These are exhibitions for professionals from specific
industries or technologies. The purpose of trade shows is to display current

products, processes, or services for the given industry. Trade shows are sponsored



and produced by trade or technical associations, or by professional trade show
management organizations. Conventions, meetings and seminars frequently
accompany them. The industry is represented by International Association of
Exposition Managers, whose members produce the overwhelming majority of all
major trade shows in the United States.

Conventions: These events generally consist of privately held meetings of
professional groups and associations for action on matters of common concern.
Association members and/or affiliations wishing to share ideas attend these
meetings. A convention can consist of a single meeting or a number of concurrent
meetings throughout the event period. National conventions typically have a large
number of out-of-state delegates. The convention industry is a major industry in
the United States and constitutes a major source of income for destination cities,
airline carriers, hotels and other related industries. Figure 1-7 shows future
business projections for meetings and conventions in St. Louis.

Conventions and trade shows have become more homogeneous over the
past several years. In the past, conventions used very little exhibit space in
conjunction with their meetings, while trade shows used very few meeting rooms
during the course of the event. Now, however, many association planners have
included displays and exhibits of products and processes as part of their
conventions, while many trade show producers are using meeting rooms to hold

in-depth demonstrations and seminars in conjunction with their events.
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Public Shows: Public shows are special interest events, which are
designed to attract the general public and typically charge admission. Depending
upon the size, location and type of merchandize being sold, attendance at public
(consumer) shows is usually drawn from the local area. The expenditure made by
thesc attendees therefore reflects a redistribution of existing dollars. Examples of
public shows are boat shows, car shows, home and garden shows.

Meetings: Meetings are gatherings of individuals for the purpose of
formulating and enhancing common goals and are generally smaller and more
specific in their purpose than a convention. These could be corporate or
association meetings. The St. Louis Executive Conference Center at America’s
Center 1s the venue for the meetings market. Typical users of the conference
center are Medical, Pharmaceutical, Financial, and Insurance industries.

Other Events: These events may include graduations, lectures, religious,
and other large assemblies, concerts, sporting events, motor sports, family shows

and other such events.



Year
1996
1997
1998
1999
2000
2001
2002
2003

Groups
2000+
12

12

13

13

14

15

15

15

Room

Nights

206,465
186,000
208,000
208,000
224,000
240,000
240,000
240,000

Figure 1-7

Meetings/Conventions

Future Business Projections

Groups
1000-
1999
17
18

18

18

19

19

19

19

Source: St. Louis CVC 1996/1997 Marketing Plan

Room

Nights
87,165
90,000
90,000
90,000
95,000
95,000
95,000
95,000

Groups
500-
1000
20

20

20

20

21

21

21
21

Room Groups
Nights 0-499

43,300
46,000
46,000
45,000
48,300
48,300
48,300
48,300

330
350
360
370
380
380
380
380

Room

Nights

110,550
117,000
120,600
123,950
127,300
127,300
127,300
127,300

Total
Group
Rooms
446,480
439,000
464,600
466,950
494,600
510,600
510,600
510,600
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The Midwest region is one of the strongest in the country in both

convention and tradeshow markets, primarily due to the area’s concentrations in

manufacturing, distribution, and population centers and its central location. This

provides St. Louis with a ready Target Market within the region. Figure 1-8,

however, shows a decrease in the occupancy at America’s Center after expansion

of the facility.

Figure 1-8

America’s Center Utilization Past & Future

1992 1993 1994 1995 1996 1997
Conv/Trade Shows # 16 17 23 29 30 37
Utilization Days 258 378 589 782 712 623
Estimated Occupancy 37% 30% 32% 43% 34% 28%
Consumer/Local # 32 47 52 41 41 06
Utilization Days 300 492 529 470 479 656
Estimated Occupancy 43% 38% 29% 26% 25% 30%
Total Events 48 04 75 70 71 103
Total Utilization 80% 068% O61% 69% 59% 58%

Source: St. Louis CVC 1996/1997 Marketing Plan.

The above Utilization/Occupancy percentage is based on 365 days X # of
halls less construction days: 1992 Halls 3,4,and S = 400 total days; 1993
Halls 1,2, and 3 = 111 total days; 1994 Hall 5 = 43 total days; 1995 Hall 6

= 342 total days.



Figure 1-8 actually shows that America’s Center, despite the expansion program
it undertook to icrease space availability, is under-utilized.

A competitive analysis review by the Sales and Marketing team at the
CVC determined thatl3 cities are St. Louis’ primary competitors in the
convention and tradeshow market. St. Louis is in the center of a regional market
bordered by Minneapolis to the north, Denver to the west, San Antonio to the
soulh,-and Atlanta to the east. The majority of St. Louis’ 13 primary competitive
cities is planning, or has completed expansion of their convention facilities.

The St. Louis area currently maintains 3.5% of the supply space in the
region and will increase their share to 4.4% after expansions occur. America’s
Center currently accounts for 4.1% of the supply and will account for 4.4% after
planned expansions occur. “America’s Center currently ranks 13" nationally with
2.7 million square feet (502,000 g.s.[. contiguous)” (10).

With the provisions of a new headquarters hotel, planned shopping and
entertainment improvement (Laclede’s Landing, St. Louis Center and Cupples
Station), airport expansion (Southwest Terminal 2/98) and Lambert (2000), and
light rail access to downtown, St. Louis is becoming more attractive faster than its
central competition. Riverboat gaming has also fueled visitor counts in St. Louis
as Graham confirms in his article, “Site File—Midwest.” (Corporate Meetings &
[ncentives 77). Therefore St. Louis is positioned to substantially improve its

competitive position within the meetings market from now until the year 2000.
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In early 1993, St. Louis CVC began shifting its marketing focus from one
hotel group meetings and promotional adverting towards a more balanced effort
emphasizing America’s Center and its larger high impact capabilities. This
change in marketing direction and improving attributes of the St. Louis area are
becoming factors influencing event making site selections previously reserved for
cities like New Orleans, Atlanta, Dallas and Chicago (i.e. Cotter and Company,
Primerica, Sherwin Williams, and ‘Big 12°).

The convention sales and marketing strategy at St. Louis CVC is divided
into three main areas:

Eleven Sales staff market St. Louis as a convention and meeting site to
corporations, associations, and social organizations and military, ethnic, reunion
and fraternal (SMERF) groups using more than 300 hotel rooms.

Three Sales staff are deployed to market to corporations, associations, and
SMERF groups using 50-1500 rooms with a primary emphasis on groups using
50-300 rooms per night. They use direct sales to backfill St. Louis hotels with
short term meeting opportunities from 18-months in with an emphasis on 1997
business needs.

Two staff work to sell America’s Center’s Lecture Hall and Conference
Center. Two others sell the center to tradeshows and convention groups, while
two more staff sell to sports and special event groups and producers.

The Sales staff use direct sales, advertising, sales promotion and public

relations to convey and support sales positioning. The target market for the
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America’s Center is associations and corporations for conventions and tradeshows
from 1500 rooms to 5500 rooms per night with exhibit square footage needs up to
500,000 square feet.

Despite being modern and user friendly, America’s Center faces some
challenges in the convention business. During 1995/1996, St. Louis CVC, in
conjunction with American Society of Association Executives (ASAE), and
Research USA conducted two destination perception studies, surveying
Association Executives in order to understand their perception of St. Louis and its
I3 major competitors in the central corridor. The surveys were broken into 1" tier
and 2" tier competitive sets. The methodology used was similar in both sets. Five
hundred-sixty surveys were returned. The results are within a range of 95%
confidence. The factors considered to be most important by respondents (from a
list of 11) when selecting a destination for a meeting are:

1. Meeting facilities

2. Hotel facilities

3. Overall affordability

4. Sales ability to Membership
Figures 1-9 to 1-11show the highest and lowest rated destinations in the study.
The first tier cities are the top five ranking cities in all categories. Even though St.
Louis fits into the scheme as an ‘upper level 2™ tier city’, efforts are being made
to improve its position and break into the first tier as indicated in the discussion

and figures 1-9 and 1-10.



Figure 1-9

1*" Tier Competition

(Atlanta, Chicago, Dallas, New Orleans, San Antonio, and Denver)

Factor Highest Rated
Air Transport Chicago
City Image/Appeal New Orleans
Climate San Antonio
Dining New Orleans
Exhibit Facilities Atlanta — tie
Chicago — tie
Hotel Facilities Chicago
Meeting Facilities Chicago
Night Life New Orleans
Overall Affordability San Antonio — tie
St. Louis — tie
Salability to Membership New Orleans
Tourism Appeal New Orleans

Source: 1996 Research USA.

Lowest Rated

San Antonio
St. Louis
Chicago
St. Louis
St. Louis

St. Louis
St. Louis
St. Louis
Chicago

St. Louis
St. Louis

St. Louis was rated 10" against nine most favored destinations in the US

in the first tier, but in the 2"

tier, St. Louis secured second position. Respondents

rated the cities on how well suited each was for various types of meetings.

Chicago and Atlanta received high ratings in all areas. New Orleans also received

high ratings for annual meetings/conventions and for tradeshows. Of the seven

destination cities studied, only Chicago had been a meeting site for over half of

the associations surveyed. More than 40% had held meetings in Atlanta, New

Orleans and Dallas. The cities in which the largest percentage plan to hold future



meetings within the 1*' tier are Chicago (36.0%), Atlanta (29.5%), and New

Orleans (26.7%).

Figure 1-10
2" Tier Competition

(Louisville, Milwaukee, Minneapolis, Kansas City, Cleveland, Columbus,
Indianapolis, and Cincinnati)

Factor Highest Rated Lowest Rated
Air Transportation St. Louis Columbus
City Image/Appeal Minneapolis Cleveland — tie
Columbus —tie
Climate Louisville Columbus - tie
Cleveland — tie
Dining Minneapolis Columbus
Exhibit Facilities Minneapolis Columbus
Hotel Facilities Minneapolis Columbus
Meeting Facilities Minneapolis Columbus
Nightlife Minneapolis Columbus
Overall Affordability Kansas City — tie Milwaukee
Louisville - tie
Salability to Membership ~ Minneapolis Cleveland — tie
Columbus — tie
Tourism Appeal Minneapolis — tie Columbus

St. Louis — tie

Source: 1996 Research USA.

The cities (in the 2" tier) in which the largest percentage of Convention
and Exhibition facility users plan to hold meetings in the future are Minneapolis
(38.0%), Kansas City (35.2%), and St. Louis (33.8%). According to the study,

“respondents often mention St. Louis Arch, its mid-America location, and the



Mississippi River when they described the city” (CVC Marketing Plan 27). It is
considered an easy city to reach with good facilities, but many consider the city
boring, or uninteresting, with few activities. Others felt it had bad weather and
crime problems™ (CVC Marketing Plan 27). Figure 1-11 shows the overall

perception rating of St. Louis against both its 1 and 2" competition.

Figure 1-11

Average Rating for Overall Perception of
Each Destination

1* Tier Rank
New Orleans 8.2 |
Atlanta 8.0 2
Chicago 8.0 3
Dallas 7.6 4
Denver 7.6 5
San Antonio 7.3 6
St. Louis 6.4 7

2™ Tier
Minneapolis 6.8 |
St. Louis 6.7 2
Kansas City 6.5 3
Indianapolis 59 4
Cincinnati 5.8 5
Milwaukee 5.4 6
Cleveland 5.3 7
Columbus 5.1 8

Scale 1-10 (1=Poor; 10=Excellent).

Source: 1996 Research USA.

According to this competitive analysis research, there is need for the St.

Louis CVC to develop a marketing strategy to target CEOs in the region since

34
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they deem themselves the final decision maker in the choice of a destination. The
city also needs to close perceptual gaps prioritized by importance as measured in
the study. Major hotels in St. Louis must position themselves effectively within
the national meetings markets. The marketing division of the CVC is already
working towards achieving this goal.

In Peter Shures’ article *Second-Tier Cities Tout First Class Facilities’, the
convention center building boom of the past decade has turned a number of so-
called ‘second-tier’ cities into serious challengers for major national conventions.
“With rates soaring, availability tight, and room blocks being squeezed, the
second-tier is emerging as the first choice for many conventions” (Convene 45).

St. Louis has the advantage of a modern multi-purpose meeting facility.
With the Convention Center, a state-of-the-art domed stadium facility, and the St.
Louis Executive Conference Center, America’s Center is three meeting facilities
in one. The center has 502,000 Sq. ft. of contiguous exhibit space, which can be
partitioned into six separate Exhibition halls, including the 162,000-sq. ft. domed
stadium/exhibit hall. The 70,000-seat Trans World Dome complex is
tremendously flexible, and can be divided in half through a floor-to-ceiling,
acoustically soundproof curtain. The stadium is also the ideal environment for
sports and special events, with user-friendly features like retractable lighting and
all weather docks.

America’s Center comes equipped with 84 flexible meeting rooms,

including 13 adjacent to the domed stadium /exhibition hall. It also features a
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three level 1,411-fixed seat lecture hall with a permanent stage. The center also
has a 28,000sq.ft. Grand Ballroom with luxury appointments. Special lighting and
audio-visual features are available to ensure a fabulous banquet or party.

St. Louis Executive Conference Center at America’s Center is the first of
its kind inside a convention center. This unique addition has three individual
meeting suites, each including a private lounge and general session room with
adjacent break out space. This is the perfect venue for focused staff training and
strategic planning sessions. In addition, there are four individual conference rooms
plus an executive boardroom, which are ideal for high-level board meetings.

A Convention Center Manager manages America’s Center. There is also a
Manager for the Trans World Dome who is assisted by the Director of
Entertainment & Sports Services. A Director with the help of three Event
Managers and an Administrative Assistant manages the convention and tradeshow
services. The Director of Building Operations oversees the overall maintenance of
the entire facility, while a supervisor, with the help of three assistants and three
part-time utility workers undertake housekeeping. Whenever there is an event at
the center, teamsters from the St. Louis Labor Union are contracted to undertake
housekeeping. The center also has its own security personnel but it occasionally
contracts the local police in some special cases. A Director, two Convention
Service Coordinators, and an Administrative Assistant manage the Executive

Conference Center.
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St. Louis Convention Center has received high ratings from most clients.
Facility users rate the Event Management department as excellent and the facility
s user-friendly. However, during move-in, many show organizers have
complained of confusion in the docking area due to congestion whenever there are
concurrent events at the center. Some show organizers are unhappy with St. Louis
being a unionized city. This means that teamsters from the union must work the
show. Teamsters must be contracted for a minimum of three hours. Green
highlights some of the problems posed by contracted union labor in his article
“Convention Centers”. These include horrendous work rules; triple overtime
charges; minimum staff levels; and excessive numbers of sub-foremen and
stewards. If the job at hand requires less time, the labor becomes very expensive
on the part of the show organizer who has to pay for the extra time. However,
some assocliations that have held previous meetings/events in more expensive
first-tier cities like Chicago are pleased with the labor union in St. Louis because
it is cheaper, fast and efficient.

Although all the staff at America’s Center are equipped with a two-way
radio for easy communication, the flow of information is still a challenge because
the facility does not have a main-frame computer onto which all departments can
be hooked for easy access to information. Staff at the center rely on hard copy,
which is sometimes out-dated or lacking. The housekeeping department is most
often affected by this shortcoming since it is caught up in frequent changes in

room setting, often without prior knowledge.



In conclusion, St. Louis America’s Center performance is on the rise

according to the 1996/1997 Marketing Plan. The next few years will be an
indicator of how well the center can compete in the convention and exhibition
business-marketing environment. Expansion to the facility has greatly increased
the number of visitors to St. Louis. The Trans World Dome at America’s Center,
which is the home of the St. Louis Rams, has contributed greatly to the economic
importance of the facility and the city in general. America’s Center welcomed the
addition of the 70,000 seat dome which is connected to the rest of the center,
bringing it into the forefront of convention centers in the world by setting the
standard for space, flexibility and service.

However, there are still areas to be cautious about, like the challenge of St.
Louis’ perception as a destination. Some destination managers feel that St. Louis
is a boring city without enough free attractions that make up an exciting
destination. They also disqualify the city on the basis of poor weather—severe
winters, with hot and humid summers.

The St. Louis CVC has the expertise and facilities needed to improve the
city’s position in the convention industry. St. Louis can stay ahead of its
competitors by adopting the right strategic and tactical marketing approaches. A
mainframe computer at America’s Center is necessary to improve the
communications problem at the facility.

The advertising budget of $2,061,800 allocated by CVC is

inadequate. The city needs at least $3 million in order to effectively reach its
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target market. The St. Louis CVC is working tirelessly to increase its
membership and provide more exciting activities to its visitors. This should
increase the city’s revenue and budget.

One major target market that the city should exploit is the multicultural
minority business. At the moment, the CVC is targeting this market and even
publishes a St. Louis Multicultural Guide specifically for this market. However,
this is a very sensitive market that must be approached cautiously. Minorities, for
historical reasons, want to go to the cities that appreciate them more, and are
always looking for cities that have minorities in senior positions. The St. Louis
CVC needs to do more than publish the multicultural guide to convince this target
market that the city and the convention center are diversity friendly. There is also
aneced for more diversity within the CVC management. There are only two
African Americans in senior management positions at the CVC and two more at
America’s Center.

Most hospitality officials are finally understanding that the multicultural
travel and tourism of African Americans, Hispanics and Asian Americans,
specifically, is big business. In the article ‘Minority Meetings Playing the
Market’, a study by the Travel Industry Association of America (a Washington,
DC based company) estimated this business to generate $50 billion annually. At
least $12.6 billion of that annual figure goes to business travel, of which $1 billion
is spent on meetings and conventions (Meetings & Conventions 53). This is a

market that the St. Louis CVC can tap if the proper groundwork is done.



CHAPTER 1I

LITERATURE REVIEW

Tourism is the world’s largest industry today. Somerset, in his book ‘The
Big Picture’ discusses the good news for the world’s travel industry, which is
closely tied to world peace. He believes that the world is enormously more
peaceful today than it was 15 years ago.

From long experience, the travel industry knows that the two conditions,
which sharply reduce international travel, are war and economic recession. When
a region’s economy grows both domestic and international travel grow with it.
When the threat of war or terrorism recedes, tourism begins to prosper (Somerset
6).

It is no wonder then that in 1995 alone, domestic and international tourism
together stimulated over 200 million jobs worldwide and contributed 11.4% of the
world’s gross domestic product. “In the US, some 85.4 million Americans
traveled to attend convention/meetings and spent $40 billion in the host cities”
(14). The two statements by Somerset emphasize the importance of tourism in
general and convention/meetings business to the world economy.

Peter Shure concurs with these statements in his article *An Irresistible
Force Meets an Immovable Object’. He states that income from conventions,
exhibitions, and meetings, which accounted for 32.1 percent of total association

revenue in 1995, climbed fractionally to 32.3 percent in the 1996 survey. If that
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