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Abstract

Nowadays the tourism industry plays an important role in the world' s economy,
generating approximately 10% of theworld’ s GDP. One of the tourism industry segmentsis
conference tourism. As previously no studies of the conference tourism industry in Latvia
have been made, in thisthesisacurrent development level of theinbound conferencetourism
industry inLatviaisinvestigated. Moreover, aSWOT analysisisapplied in order to identify
strengths and opportunities, which can help to develop the conference tourism industry in
Latviain the future, as well as weaknesses and threats, which have to be eliminated and
avoided.

Both primary and secondary data are used for the analysis of the conference tourism
industry in Latvia. However, the analysis of theindustry isbased mainly on the primary data
which was obtained from personal interviewswith industry experts, employeesof theleading
conference tourism companies, and hotel representatives. In addition, specially designed
guestionnaires were distributed both to existing conference tourists who have been at
conferencesin Latviaand to potential conferencevisitorswho have not been at conferences
in Latviayet. A model of six travel experience phasesis applied to analyse the conference
tourism industry.

Theresults of the analysis show that there is not enough information about conference
tourism possibilitiesin Latviaabroad; safety isthe most important factor influencing people’'s
willingness to go to a certain country; many people would like to come to Latvia; and the
majority of them travel by plane. Currently Rigaisaconference centre, but there i spotentia
to develop thisindustry also in other towns of Latvia. Conference visitors have evaluated
different services such astransportation, accommodation, conference organisation, and oneis
able to see that the service level in Latviaisrelatively high. Finally, the results show that
people’simage of Latviaimproves when they visit this country. This demonstrates that
Latvia s representatives have to work hard to inform foreign people about Latvia, and in
order to do so, these representatives need f inancial support from thegovernment and state. In
general, the quality of the conference tourism provided by L atvian conference organisersto
foreign visitorsissatisfactory, and there are quite many possibilitiesfor future devel opment
of the conference tourism industry in Latvia.
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1 Introduction
Thetourismindustry isone of the largest industriesin theworld today, and inthelast ten

yearsit has been progressing with agreat speed. Astourism® devel ops, more people become
involved in thisindustry both directly and indirectly. According to the World Tourism
Organisation (further in the text WTO) data, the tourism industry generates approximately
10% of the world’sGDP (Ministry of Economics, Republic of Latviaweb page). Moreover,
tourism development creates a multiplication effect because it impacts on such related
economy sectors astransportation, catering, and entertainment industries, and wherewith it
facilitatesthe overall economic development of theworld. In addition, growth of thetourism
industry positively influences international social and cultural contacts, networking, and
creation of new relations.

WTO has predicted that by the year 2020 tourism in the Baltic Sea region, comparing
with that in other European states, will be one of the fastest developing and growing
industries (Ministry of Economics, Republic of Latviaweb page). Inthe Report of Economic
Development of Latviait is stated that the number of incoming travellersto Latvia“is
steadily growing inthelast threeyears: in 2002 in Latviaby 11%, world, respectively —3%,
countries of Central and Eastern Europe—average4%,” (Ministry of Economics, Republic of
Latvia, 2003, 101). Another aspect isthat L atviasituated between Estoniaand Lithuaniahas
its competitive advantage because of afavourable and convenient geographical location.
Moreover, as Latviais still aplace that is unknown and less visited than other European
countries, it has high potential for attraction of touristsfrom all over the world, especially
from Europe. In addition, “Latviawith its sparsely populated area, moderate climate, rich
natural and historical heritage and nature with little transformation, skilled specidistshasal
preconditions to become an attractive destination for tourists,” (Ministry of Economics,
Republic of Latvia, 2003, 101).

There are different reasons and purposes why tourists decide to come to Latvia.
According to a statistical bulletin Tourism in Latviain 2002, the second most important
purpose of visit (20% of thetotal) isrelated to business, and these visitors have the highest
expenditure per year in Latvia, which in total isLVL 40.3 millions® (Central Statistical
Bureau of Latvia(further inthetext CSBL), 2003, 35). One of the businesstourism areasis

conference tourism, which develops further each year because people working in this

! Here and further in the text see Appendix 1 for definition of terms.
2 «Thisfigure excludes the travel expenses, expenses incurred on instruction of the employer aswell as capital
investments.”
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industry become more educated and experienced, and financial resources are more available
than before. If different conferences are organised in Latvia, it isagreat possibility for
Latvia sinhabitantsto attend them and increase their knowledge and educational level, which
isavery positive factor for development of people.
1.1 Research Question

The aim of the research is to answer the following questions:

. What is the quality® of the conference tourism provided by Latvian conference
organisers to foreign visitors?
- What are possibilitiesfor future development of the conferencetourismin Latvia?

For thispurposeit isnecessary to analysewhat arethe criteriafor choosing acountry of visit,
what needs should be satisfied, and what service level is expected by conference tourists.
Additionally, the current level of conferences organised by Latvian companies will be
assessed, and the reasonswhy foreign potential conference attendants do not cometo Latvia
will befound out. Identification of opportunities, threats, drawbacks, and strong sides of the
industry will allow to determine what possibilities exist for development of the conference
tourism in the future.
1.2 Studies that Have Addressed the Problem

The tourism industry in Latviais anew industry, as it started to develop only at the
beginning of 1990’ s, when L atviaregained itsindependence. Looking back at that time one
can seethat itisarelatively short period of timefor theindustry to grow. Although thereis
guite much information about the tourism industry in Latviain general, one has difficulties
with finding studiesrelated to business tourism and more specifically to conference tourism.
The Latvian Tourism Development Agency is one of afew institutions that have made
research in thisfield. The name of the project is*“ Strategy for Business Tourism
Development in Latvia2003-2006", and it discusses goal s and vision of the businesstourism
inLatvia. During interviewswith the major conference organising companiesin Latvia(See
Appendix 2) it was stated that none of them have made research related to the conference
tourism industry in Latvia In addition, representatives of these companies expressed the
interest in having the results of this research.

Some Latvian universities, which have a Bachelor programme in a sphere of tourism,
have made research in the tourism field, but at this pointin time there are no conference

tourism oriented studies. All inall, thefield of the conferencetourism in Latviahas not been

3 “Quality isthetotality of the features and characteristics of a product or service that bear on its ability to
satisfy stated or implied needs’ (Pallister and | saacs, 1996, 415).
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thoroughly investigated and analysed; therefore, the authors strongly consider that this study
will contribute to the development of the conference tourism industry in Latvia
1.3 Importance of the Study

Thisresearch will give abroad view of the current situation in the conference tourism
fieldin Latvia, asthe opinion of experts, employeesfrom theleading conference organising
companies, representatives of hotels, and conference visitors (existing and potential) will be
taken into account. In addition, thisstudy will identify conference tourism drawbacks, which
currently may be overlooked. Thus, the thesis will contribute to the conference tourism
industry by discovering certain problems, which could be eliminated, and therefore,
development of the conference tourism in Latvia may be enhanced. As a consequence of
well-developed conference tourism, conference visitors become more satisfied, local
companies have possibilities of gaining larger profits and better reputation, and other
economy sectors closely related to the tourism industry become more devel oped, which,
furthermore, benefits the whole economy of Latvia.
1.4 Delimitations

Two delimitations were made in order to narrow down the scope of the research and
concentrate on the issues which are considered by the authorsto be moreimportant for the
analysis of the current situation of the inbound conference tourism industry in Latvia.

First, theresearch is mainly focused on the analysis of the conference tourismin Riga.
However, dueto thefact that currently theindustry in highly concentrated in Riga, theresults
and conclusions made can beregarded asthose for the whol e conferencetourismindustry in
Latvia. This proposition is supported by the following fact. During the interviews
representatives of thelocal companiesthat work in the sphere of conference organisation for
foreigners mentioned that approximately 95% of all conferencesin Latviavisited by
foreigners take place in Riga. Therefore, Riga can be considered a conference centre of
Latvia, which will be further discussed in a subsequent part of the thesis 5.5 Participation.

Second, the research of the inbound conf erence tourism in Latviawill not include
analysis of the content of conferencesorganisedin Latviafor foreigntravellers. Itisnotin
the scope of the current research to make an investigation of the quality and quantity of
information disclosed to visitors during conferences, effectiveness of lecturers presenting at
conferences, the interest of the topic chosen, and other issues related to the content of a
conference. Thisdelimitation is made because the content of conferencesand issuesrelated to
it are usually determined externally and not influenced by any player of the conference

tourism industry in Latvia.
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1.5 Limitation
The authors would be able to evaluate the current situation of the inbound conference

tourismin Latviamore precisely, provided t he statistical dataof foreign conferencetravellers
arriving to Latviaexisted. However, the CSBL, which isthe main supplier of the statistical
datain Latvia, does not provide separate statistics for the conference tourism but gives
aggregated data for the whol e business tourism segment. Despite this limitation, available
sources of information will allow to perform a proper analysis of theindustry. In addition,
conclusions made might be taken into consideration by the industry players; thus,
contributing to the industry further development.

1.6 Thesis Outline

The structure of the thesis proceeds as follows. The next section provides areview of
literaturerelated to the tourism industry. Section 3 proceeds with the research methodol ogy.
In Section 4 statisticson businesstourismin Latviaisdiscussed. Further, in Sections5and 6
results of the research are analysed. Section 7 gives an overview of the conclusionsmadein
the thesis. Finally, suggestions for further research are provided in Section 8.

2 Review of Literature

Several literature sourceswerereviewed in order to pursuethefollowing aims. First, the
authors needed to get acquainted with specifics and economic implications of the tourism
industry in general and business tourism in particular, which includes conference tourism
analysed in this research. Second, the tourism industry of Latvia had to be studied.

“Tourism isthe world’s largest industry, responsible for more than one in ten jobs
globally” (International Trade Centre web page). “Thistrillion-dollar industry is booming
around theworld even in times of recession, military conflicts, natural disasters, and energy
problems” (Nickerson, 1996, 2). Tourism can be considered to be a complex industry
combining a set of interdependent businesses because “it focuses on travellers away from
home and on all the servicesthey utilize, including the means of transport, food and lodging
services, travel expediters such as travel agents, tour operators, and reception services’
(Lundberg and Lundberg, 1993, v).

According to A. K. Bhatia, the major economic advantage of international tourismis
reflected in terms of foreign exchange earningsfor a destination country, which positively
affectsthe balance of payment account (1991, 54). When anal ysi ng the economic impact of
international travel D. E. Lundbergand C. B. Lundberg discuss“ multipliers’ effect of foreign
tourist expenditures. “As soon as atourist spends adollar in a destination economy, itis

received by someone, spent, and respent. Some of the dollar may soon |eave the destination
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[...]. Some goes for local and national taxes. The part that remains may be rapidly spent
within the economy, invested, or saved. The spending that results within an economy
“multiplies’ itsimpact” (1993, 15-16).

N. P. Nickerson mentionsthat development of tourism provides anumber of benefitsto
local people. Among them are increase in employment options and sales tax revenue;
improvements in cultural preservations, entertainment, restaurant service, roads, airports,
public transportation, area beautification, cultural understanding between host and guest,
economic health and stability of suppliersto the tourism industry (1996, 40). These
argumentsindicate that development of conference tourism as a part of tourism in general
positively contributesto acountry’ seconomy, culture, and social life. However, A. K. Bhatia
argues that in the countries, “where tourism is not yet fully developed or is beginning to
develop asisthe case in many developing countries, better results can be achieved if the
industry is centralised and under direct government control. In such countries direct
government intervention would seem to be not only desirable but indispensable” (1991, 83).

A. K. Bhatia provides alist of twelvefactors influencing the growth of international
tourism; three of them arerelated to business, thus, favouring business tourism devel opment:
“an enormous growth in international business, necessitating travel; conferences and business
meetings are proliferating; ideological pressure groups (political, cultural, scientific, etc.)
hold more and more annual conventions, etc.” (1991, 29-30). “Businesstourismisalucrative,
fast-growing segment of theworld’ slargest industry sector. Good nichesin businesstourism
exist for developing and transition economies. These countries can market themselves as
cost-effective, yet exotic locales, where corporate objectives can be met in arejuvenating
setting” (International Trade Centre web page). Thisimpliesthat Latvia can take an
advantage of occupying a niche in the business tourism global market.

Attraction of international businesstravellersto acountry isessential, astheir expensesin
adestination place appear to be quite high. Many scholars state that business travellers are
less price-sensitive than leisure travellers (Go and Pine, 1995, 77; Bhatia, 1991, 35)
“spending on average twice as much per day” (International Trade Centre web page). F. M.
Go and R. Pine maintain that “ meetings and conventionstypi cally result in considerable sums
spent on banquet and meeting rooms facilities, guest rooms and food service. In some cases
conferencetraffic can be scheduled to occupy ahotel during off-peak periods” (1995, 78).
Moreover, the amount of money spent by a business tourist is increased by expenses on

pleasure and entertaining activities; results of the research conducted by the International
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Trade Centre show that “two-thirds of business travellers extend their business trips for
pleasure when they can” (International Trade Centre web page).

“Conventions represent the highest incidence of businesstravel, and both conventions
and corporate meetings are on therise asthe pace of international businessaccelerates. [ ...]
Thereisatremendous opportunity for devel oping and transition economiesto attract meeting
and convention traffic through the promotion of “ off-the-beaten track” locations, high-quality
services and cost-effective options” (International Trade Centre web page). However, a
country willing to position itself as a conference destination should consider factors that
determine geographical distribution of international conferencesdescribed by A. K. Bhatia:
“Location of main or subsidiary officesof convention organising associations; availability of
sufficient facilities[...] for holding conventions; cost factors|[...]; accessibility to the
convention centre; location of convention venue in relation to potential participants;
availability of tourist attractions|...]; importance of convention venue in relation to the
convention field; congenial atmosphere for holding conventions; effective marketing and
promotional functions of the organisers’ (1991, 191-192).

For the analysis of the data N. P. Nickerson’s model of six travel experience phasesis
applied. The model is described in more detailsin the part 5.1 Theoretical Framework.

The study of the tourism industry in Latviaby the authors of the thesiswas mainly made
on the basis of acollection of articlesfrom theinternational scientific conference devotedto
sustai nabl e tourism development. The authors of the articles approach anumber of problems
related to the tourism industry. For example, J. Be¢rzida et al. come to the conclusion that
information on many Internet sites about Latviaisimprecise and irrelevant; moreover, the
most popul ar web sites about L atviado not provideinformation in German, Finnish, Russian,
Lithuanian, and Estonian, which are the languages spoken by the target group (2003, 30-33).
|. Bruksle discusses specifics of priceformation in tourism and statesthat attractive prices
can stimulate development of tourismin Latvia (2003, 63-66). A. Medne makesan analysis
of the state taxation policy impact on development of the tourism industry (2003, 206-210).
M. Zivitere et al. emphasise that co-operation of tourism enterprises and higher schools
providing education in tourism related programmes is essential, as it will increase
correspondence of the education to the actual requirements of the tourism industry. Thus,

allowing to achieve higher standards in the tourism labour market (2003, 339-343).
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3 Methodology
Thisresearch is based both on primary and secondary data, which was obtained by

different methods. In this section of the thesisthe main methods, which were applied when
collecting the data, justification of these methods, and sample are discussed. Then, a
discussion of reliability, validity, and quality of datafollows.

3.1 Primary Data

The primary datafor this study was collected by both qualitative and quantitative
methodsin order to gather opinions of different expertsand obtain quantitative information to
support experts' viewsand get deeper understanding of the research problem. Accordingto P.
Brunt, qualitative methods hel p to gather agreat amount of information from few individuals
and find out their opinion about certain issue (1997, 17).

At the beginning of the research the authors had personal communication with three
experts in the tourism industry (See Appendix 2), and during this communication a semi-
structured interview method was applied (See Appendix 3). By thismethod it was possibleto
obtain general information about the business tourism industry in Latvia and discover the
experts’ opinions about the given questions. Furthermore, the acquired information helped to
define the focus of the study, namely the conference tourism, as thisis one of the least
developed fieldsinthetourismindustry in Latvia. Afterwards, two questionnairesfor semi-
structured interviews were designed (See Appendices 4 and 5). One of them was applied
when communicating with seven employees of the leading conference organising and
destination management companiesin Latvia (See Appendices 2 and 4). Whereas another
guestionnaire was used in interviews with representatives of four hotels providing
accommodation to conference tourists (See Appendices 2 and 5). During these interviews
more information about the conference tourism was gathered, which allowed to makeinitial
conclusions and identify certain problemsin theindustry. Moreover, the authors observed
behaviour of theinterviewees during the conversation to see whether the information given
by a person could be relied on.

Before conducting interviews one has to define a population to make it clearer how a
sample for the study is chosen. According to P. Brunt, a population can be both finite and
infinite (1997, 59). The population of thisresearch method consists of all peoplewhoworkin
Latvia sorganisationsrelated to conference tourism (travel agencies, destination management
companies, transportation, hotels, and others) and can be considered to befinite becausethe
whole populationisknown and it ispossibleto count it. The sample consists of employees

working in theleading conference tourism related companiesin Latvia, and the majority of
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them occupy the highest positions (director and manager) or positions directly related to
conference tourism.

Reliability, accordingto N. K. Malhotra, isthe extent to which resultswould be the same
if the research were repeated at alater time or with adifferent sample (1999, 281). The
results of this research are reliable because if the same questions were asked to people
working in the conference tourism industry after a short period of time, the interviewees
would probably give the same answers as the questions are clearly formulated and do not
have hidden meanings. Moreover, as the conference tourism field in Latvia develops quite
slowly, the answers of theintervieweeswill not change significantly if the sameinterview is
conducted in the nearest future. However, the given answers could be influenced by
important eventsin the tourism industry or economy of Latvia. The quality of the obtained
dataisrelatively high, as experts, top companies’ employees, and representatives of the
leading hotels were interviewed.

Inrelation to validity, both internal and external validity exist. “Internal validity isthe
degree to which research measures what it is supposed to measure” (L undahl and Skarvad,
1992, ascited in Cardelius and Lundborg, 1999, 27). Internal validity of thisresearch was
checked by pilot testing of the questionsto be sure that respondents understood the questions
correctly. Three respondents were asked to participate in the pilot test. If something was
unclear, it was recommended to ask questions and make suggestions to increase clarity of
these questions before going to interviews with sample representatives.

External validity measuresif the results obtained during the interviews can begeneraised
to the whole population. In the case of this study external validity exists because the
interviewswere conducted with the employeesfrom almost all Latvia sleading companiesin
conference tourism. Therefore, taking into account the abovementioned facts, one can see
that internal and external validity appliesin the case of thisresearch method and itsresults.

Another way of gathering the primary information is quantitative methods, which, as
stated by P. Brunt, “rely on numerical evidence” (1997, 16). Two different self-completion
guestionnaires (See Appendices 6 and 7) were created. A link to an electronic version of the
guestionnaireswas sent viaelectronic mail to conference visitorswho had visited conferences
in Latvia and to people who had never been at conferencesin Latvia (potential conference
visitors), although they are active conferencevisitorsin other countries. The responses of the
second group will make it possible to find out the main reasons for not coming to Latvia.

Both questionnaires include close-ended questions, namely multiple choice, scale

evaluation, and yes/no questions. According to P. Brunt, the major advantages of self-
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completion questionnaires are that a “large number of questionnaires can be distributed
quickly and cheaply, respondents can complete questionnaire at leisure, and it removes
possibility of interviewer bias” (1997, 27). Therefore, inthiscasefor collecting datafroma
large number of respondents this method is preferred to qualitative methods such as
interviews and focus groups. Moreover, conferencevisitorsare busy and do not havetimefor
interviews. Furthermore, itisdifficult to gather several expertsor conferencevisitorsfor a
focus group, astheir timeis already scheduled for their businesses. Besides the major
advantages of a self-completion questionnaire discussed above, several negative aspects can
beidentified. As stated by P. Brunt, the response rate could be relatively low and the
guestionnaire could befilled in by the “wrong person” (1997, 28). Furthermore, the questions
have to be simple and understandable, but this problem has been overcome by formulating
the questions in a simple manner and avoiding ambiguous words and hidden meanings.

After examining appropriateness of t he method chosen, the population and sampl e should
be defined. The population consists of visitors who have been at conferencesin Latviaand
peoplewho have not been at conferencesin Latvia, but they are potential conference visitors.
This population isinfinite, asit isnot feasibleto count all existing and possible conference
visitors. The sampleincludes 1,965 people who were sent the link to the questionnaires by
electronic mail. Representatives of the population and sample are concentrated
geographically in Europe and North America because according to the interviews,
representatives of theselocationsusually visit conferencesin Latvia. Touristswho had visited
conferencesin Latviawere contacted. In addition, representatives of educational, social,
economic organisations, and employees of large compani es abroad were asked to participate
in the survey.

Concerning reliability of the self-completion questionnaire, the respondents would
probably choose the same answers in multiple choice questions when asked to fill in the
guestionnaire agai n because these questionsarerelated to persons’ travelling habits, which do
not change significantly over ashort period of time. However, as scal e eval uation questions
areincluded in the questionnaire, the answers may depend on the mood and other influencing
factors at the moment when a person answers the questions. Furthermore, thefact that itis
unknown who fillsin the questionnaire in reality can influence the quality of the data.

Concerning internal validity of thisresearch method, the self-completion questionnaire
was pilot tested; seven people were asked to read and think aloud about the given questions,
and their suggestions were taken into account when forming the final version of the

guestionnaire. In relation to external validity, as the response rate for the questionnaire
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distributed via electronic mail isrelatively high, 19.24%, the results are valid and can be
generalised to existing and potential conferencevisitorsliving in Europe and North America
3.2 Secondary Data

Secondary data supports the information which was obtained during the interviews and
from the survey and helpsto identify patterns or trends existing in the conference tourism
industry. For the purpose of thisthesis secondary data was taken from such sources as
statistical bulletins, brochures about conference venues, material s provided by the tourism
agenciesin Latvia, and web pages from the Internet. These secondary data sources are of
quite high quality and reliability, especially statistical bulletinsand materials provided by the
tourism agencies. In relation to the Internet sources, as government and recognised
organisation web pageswere used in the study, thisinformationisconsidered reliableaswell.
4 Statistics on Business Tourism Developmentin Latvia

Before proceeding with an analysis of the inbound conference tourismin Latvia, itis
necessary to observe existing trendsin thisindustry aswell as devel opment of the business
tourism sector during the previous years. The CSBL does not provide separate data of the
conference tourism but includes it into aggregated data of the business tourism in Latvia.

According to the CSBL, the amount of inbound travellersto Latviaincreases each year
starting from 1998, for example, it hasincreased from 2,039.3 thousand peoplein 2001 to
2,273.5 thousand people in 2002 (2001, 29; 2003, 29). One of the reasons why nowadays
Latviaismorevisited than beforeisthat thereismore tourism information available abroad,
which, as stated by people working in the tourism industry in Latvia, is distributed through
different information channels. Some exampl es of such channelsarethe Internet, exhibitions
of tourism companies, and sometimes people who have been in Latvia.

A trend of travellersby acountry of residence can be observed, there are certain countries

peoplefromwhichregularly visit Latvia. Thelargest proportion of peopletravellingto Latvia

Chart 1. Travellers by Country of Residence comefrom Lithuaniaand Estonia
Germany Pc:e}nd (See Chart 1), which is natural,
5% %

Finland Lithuania as they are the neighbouring
8% 31% _ _

. countries of Latvia. The next

Russia

most represented countries
residents of which visit Latvia

are Russia and Finland, which is

18%

Estonia .
26% also not strange because Russia

Source: CSBL. 2003. 30.
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isaneighbouring country and Finland is quite close to Latvia. In addition, aferry regularly
goesfrom Finland to Estonia, and afterwardsit does not take much timeto cometo Latvia.

If to compare aproportion of visitorsarriving to Latviafrom different countriesin 2003
with that of the previousyears (2000-2002), one can observe that t hese proportions have not
changed during these years dramatically (CSBL, 2001, 30; 2002, 30; 2003, 30). Thisfact
meansthat approximately the same percentage of all Latvia svisitorscomesfrom acertain
country each year. At the same time, apercentage of visitors coming from agroup of other
countriesincreases each year, which, according to people working in thetourism industry in
Latvia, implies that nowadays people who live not very close to Latvia have more
possibilitiesto beinformed about this country than before. Therefore, asit was stated in the
personal communications, more attention has to be paid to how Latvia's representatives
position and advertise Latvia as an interesting and good place to visit. There are still many
potential visitors of Latviaall around the world, and one of the most crucial issuesisto
improve promotion and information distribution about Latvia abroad.

The tourism industry is strongly related to the hotel industry because, according to
statistics, an average length of stay of travellersin Latviawas 2.1 visitor nightsin 2002,

which is glightly longer
Graph 1. Number of international visitors staying in hotels

and other accommodation establishments than in the previous
400,000 hen it 18
] . years, when it was 1.
0000 e O isitor nights (CSBL
0007 322,916 visitor nignts ,
250,000+ '—.//'{Q'nsm ghts (
200,000 233835 240,799 2003, 35). The number
150,000 of international visitors
100,000
50,000 staying in hotels and
0 .
1998 1999 2000 2001 2002 other accommodation
Year establishmentsincreases
Source: CSBL, 2001, 54; 2002, 54; 2003, 54. each year (See Graph 1).

Tourists have different purposes for travelling such as visits to relatives or friends,
holidays, business, health treatment, sport, shopping, studies, and transit. In fact, themajority
of all inbound travellers cometo Latviawith abusiness purpose, which was 20% of all the
visitorsin 2002 or 455.3 thousand people (CSBL, 2003, 30). 38% of all travellersstayingin
hotel s or other accommodation establishmentsin 2002 weretouristscomingto Latviawith a
business purpose, and this proportion has not changed during the last three years.

Taking into account the abovementioned information, one can observethat travellerswho

come to Latviawith a business purpose play an important role in the tourism industry of
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Latvia In addition, business people leave alarge amount of money in Latvia paying for
different goods and services. Their spending in Latviaamounted to LVL 40.3 millions*in
2002, which was 50% of thetotal tourist expenditure, and this proportion wasthe sameinthe
previous year aswell (CSBL, 2003, 35; 2002, 35).

In order to have abroader ook at thetourismindustry in Latvia, theindustry importsand
exports should betaken into account. According to aL atvia s Balance of Payments Quarterly
Bulletin 2, 2003, travel credit amounted to LVL 98,812 thousandsin 2002, fromwhich LVL
41,494 thousands were related to the business travel, and travel debit wasLVL -141,406
thousands, from which only LVL -30,627 thousands were connected to the businesstravel.
Altogether, it means that there was a negative balance of paymentsin the travel industry
(LVL -42,594 thousands), but at the sametime, considering only the businesstravel, it can be
observed that there was a positive balance of payments (LVL 10,867 thousands) (Bank of
Latvia, 2003, 43). Furthermore, the business segment in the tourism industry of Latvia,
according to theinterviews, can be developed even further, and there are still many potential
visitorsof Latviain different countries, to which theinformation flow about Latviahasto be
developed and improved, thus, increasing the positive balance of payments even more.

To conclude, the conference tourism is a part of the business segment in the tourism
industry, and until now in relation to the conf erence tourism no statistical or other data has
been summarized in one specific source of information. Therefore, theresultsand analysis,

which follow inthe next section, will contributeto the conferencetourismindustry in Latvia.

5 Results and Analysis
5.1 Theoretical Framework

E\r:\?fg p1>ation N. P. Nickerson’s model of the six
ext \ travel experience phases (See Figure 1)
EZifl’lGectitng Phase 2 is applied for the analysis of the obtained
Planning data. The current research mainly
Phale 5 on asEn 2 focuses on the phase participation,
Travel home which is “generally the core of

Travel to Site
\ Phase 4/ experience” (Nickerson, 1996, 36).

Participation However, the other phases are also
Figure 1. The six travel experience phases briefly discussedinthethesis. Thestudy
Source: Nickerson, 1996, 36. would benefit if an extensive analysis of

* “Thisfigure excludes the travel expenses, expenses incurred on instruction of the employer aswell as capital
investments.”
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the travel experience phases anticipation and planning were made; however, it was omitted
from the research due to the following reason. The interviews with employees of thelocal
conference organising companiesreveal ed that decisions concerning adestination country for
aconference trip are usually made by convention managers, who are responsible for
organisation of aconference, or people possessing similar responsibilitiesin companiesor
associations initiating a conference. However, to reach convention managers, in order to
receiveinformation about their decision-making process, occurred to be a problematicintent.
These people usually do not arrive to a conference with conference tourists; moreover,
although local conference organising companies possess contact information of some
convention managers, they were reluctant to provide it to the authors due to professional
confidentiality issues. Thus, making a detailed analysis of the decision-making process
concerning a choice of a conference destination place unattainable.

5.2 Survey Background

The authors received 131 response from people who had already been to at least one
conference in Latvia (further in the text this group of the respondentsisindicated by the
figurel). Inaddition, the authorsreceived 247 responsesfrom potential conferencevisitors,
who had not been at conferencesin Latviayet, but thereisapossibility that one day they may
come to a conference (further in the text this group of the respondentsisindicated by the
figurell). Most of the obtained information isanalysed separately for each respondent group
(existing and potential visitors); in some casestheinformation isexamined putting these two
sample groupstogether, which in total amountsto 378 responses. When analysing the data, a
valid percentage is taken (excluding missing values). Furthermore, all evaluationsin the
guestions where the respondents had to assess certain factors are made on asix-valuescale,
where 1 correspondsto avery negative response, and 6 correspondsto avery positive one.
The six-value scale was chosen in order to give arelatively wide range of answers and avoid
aneutral evaluation of factorsrelated to the conference tourism.

During the fieldwork the link to the questionnaire was sent via electronic mail to both
existing and potential conferencevisitors. The respondents could accessthe questionnaireon
the Internet, fill it in, and then submit it to the database. The results show that 46% of the
conference visitors had been to more than one conferencein Latviaand 54% of thevisitors
had been only to one conference. One can observethat quite alarge number of peoplereturn
to Latviato visit conferences. In addition, it was examined that 63% (1) and 66% (11) were
males, and 37% (1) and 34% (11) werefemales. These proportionsare quite similar; menform

abigger part of the conference visitors, whi ch can be supported by theinformation received
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fromtheindustry specialistsaswell. According to the survey data, the majority, 73% (I) and
78% (11), are 30-59 years old people. To continue, the most represented countriesin the
survey were USA, Denmark, Lithuania, the UK, Estonia, Sweden, Russia, Poland, and
Finland (See Appendix 8). From the given data it is possible to observe and conclude that
most of theinternational conferencetourists cameto conferencesin Latviafrom Sweden, the
USA, Lithuania, Estonia, and Poland. In relation to the second group, the most responsive
people were from Finland, Sweden, the USA, and Denmark.

The abovementioned information isimportant not only for thetourismindustry to planits
supply of different services but also for an entertainment segment, as people of different
gender, age, and acountry of residence may have diverse perceptions of how to spend their
freetimein Latvia. Moreover, it isessential to whom and how to advertise L atviaas a good
conference pl ace, and therefore, it is good to know who the target audienceis.

5.3 Anticipation and Planning

Accordingto N. P. Nickerson, “thefirst phaseisanticipating atrip, in which imagination
and enthusiasm develop. [...] The studying of maps, brochures, or travel-related articleshelps
to build the anticipation” (1996, 35). Further, atourist starts actual preparation for atrip,
which is theplanning phase of thetravel experience. When anticipating and planning atrip to
acertain place, it isimportant to have someinformation about it, in thiscase, about L atvia.
Currently, as stated by the people working in the conference tourism industry in Latvia, the
information flow to foreign countries about L atviaand servicesit can supply inthetourism
industry isquite undeveloped. There are different sourcesfrom which travellers can obtain
information about a place. According to the combined data from both survey groups, many

Chart 2. Sources of information about Latvia respondents received information
about Latviafrom colleagues and
20 on the Internet (See Chart 2). In
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It is essential to know whether
conference participants may choose to cometo acertain country themselves or other people

decideit. When thisis known, one can identify several ways of how to advertise Latviaasa
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conference place better and more efficiently. According to the data, 27% (1) and 50% (I1)
usually take part in choosing a destination place for aconference abroad, which indicates that
in relatively many cases visitors have some influence on the decision made.

When adecision to visit acertain country ismade, somefactors may influence aperson’s
choice on adifferent level of significance. Looking at the data received from both survey
groups, the most significant influence have such factors as safety, 4.63 (on asix-vaduescale,
where 1 corresponds to does not influence at all, and 6 corresponds to strongly influences)
and availability of direct transport to a destination, 4.48 (See Chart 3). Then geographical

location, price level, and recommendations about a country follow. At the same time,

. . . — availability of
Chart 3. Factors influencing a choice of a destination place y
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Factors influence than
the previously
mentioned factors. Furthermore, the least significant factors are prior knowledge about a
country, country as a place unvisited before, and entertainment possibilities.

Asacountry’ simage still has someinfluence on avisitor’ sdecision, it isinteresting to
know what image of Latviathe conference visitors had before travelling to this country.
According to the data, on average people had asomewhat good image of t he country. When
people were asked whether they would like to come to Latvia once more, 96% (I) gave a
positive answer, which means that in general tourists like Latvia as a visiting place.

No respondents from the second group said that they had not visited L atvia because of
negative recommendations and lack of cultural heritage. Moreover, such reasons as
unavailability of direct transportation, bad geographical location, unsafe place, high prices,
negative image of Latvia, and lack of entertainment possibilities were named only by some
respondents. Thereason mentioned by many potential conferencevisitorsfor not comingto
Latvia, 77%, wasthat they had not been offered this possibility (See Chart 4). When the same
group of people (I1) were asked if they would liketo cometo Latvia, 94% expressed their
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States altogether are almost unknown to the Central and Eastern Europe.”
5.4 Travel to Site and Travel Home

Two travel experience phases of the model, travel to siteand travel home, arerelated to
transportation. In addition, as one can see from the information above, transportation
possibilities to a destination place influence a person’s willingnessto travel to a certain
country; therefore, thisissueisdiscussed in more details. Given the data of the survey, only
14% (1) and 8% (I1) do not receive

Chart 5. Transportation to a destination
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car, bus, train, and ferry (See Chart

5). Although from thisinformation it can be seen that air transportation plays a significant

role, currently Latviahasdirect flightsonly from such citiesasHelsinki, Tallinn, Moscow,
Kiev, Vilnius, Vienna, Warsaw, Prague, Berlin, Copenhagen, Minsk, Hamburg, Brussels,

Amsterdam, Frankfurt, London, and Stockholm (RIX —Rigalnternational Airport web page),

which isnot enough if Latviawantsto attract visitors also from other countries. Nowadays

saving of time isimportant, and therefore, direct flights are preferred.
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The survey participants who had visited conferences in Latvia were asked to evaluate
transportation to Latvia, and participants who had not been at conferences in Latvia were
asked to evaluate their expectations about transportation. The results show that on average
transportationto Latviaisevaluated as4.49; timetable, 4.28; and serviceduring thetrip, 4.33
(for the answer distribution of these and other evaluated factors see Appendix 9). It means
that the first group of the respondents consider that these factors are somewhat good.
However, the second group of the respondents eval uated their expectations about the same
factorsonly as 3.76, 3.60, and 3.94 respectively, whichisslightly worsethan thefirst group
stated. All in all, people who have been at conferences in Latvia have a more positive
evaluation than those who have not been at conferencesin Latvia. According to the
interviewsaswell asthe survey data, transportation to and from Latviaisstill undeveloped, it
costs much to come to Latvi a, and the service level should be improved. Moreover, some
respondents expressed their opinion about low availability of information about
transportation to Latvia and its prices.

5.5 Participation

Thetravel experience phaseparticipationincludesall the activitiesin which visitorstake
part and services that they receive at the final destination, which in the given analysisis
Latvia. Participation can be regarded as the main part of the travel experience because
touristsundergo all other phases of travel in order to visit adestination place and participate
in specific activities there, after which they return to their countries of origin possessing
certain impressions and recollections about their visit. Therefore, issuesrelated to this phase
arediscussed in greater detail sthan issuesrelated to other travel experience phases. Thispart
concentrates on discussion of such issues as accommodation, conference venues, conference
participation, and additional services required by conference visitors.

Such factor as whether conference visitors travel to conferences abroad alone or with
relatives and friends hasto be considered, asit can influence several elements of the phase
participation, namely choice of accommodation, entertainment possibilities, and avallability
of cultural programmes. The hotel representatives stated that in the majority of cases
conferencevisitorstravel alone, which can be explained by the fact that they have quite tense
conference schedules, and activities are planned for the wholeday. The survey results support
thisargument and indicate that the majority of touriststravel to conferences alone (See Chart
6). Some visitors specified that they travel to conferences with friends; however, in many
casestheir friends are al so conference participants. Therefore, only some of them influence

the elements and conditions of the participation phase.
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arranged to make their visit to Latvia more interesting and enjoyable. Asthe percentage of
visitorstravelling with relativesfor both groupsissimilar, it can be concluded that Latviaas
adestination place does not discourage conferencevisitorsfromtaking their relativeswith
them. However, the similarity in the percentage between both groupsalso impliesthat Latvia
has managed to attract the possible amount of r el atives who usually accompany conference
visitors during their trips and most probably has no potential for further increaseinit. In
addition, the results of the survey show that conference visitors accompanied by relatives
arriveto Latvianot only from the Baltic States but al so from more remote countriesof origin
such as Germany, UK, Canada, and others. Therefore, it cannot be argued that relatives have
accompanied visitorsto conferences in Latvia because of the destination proximity, most
likely they perceived Latvia as an interesting place to visit.
55.1 Riga—aConference Tourism Centrein Latvia

Rigacan beregarded asaconferencetourism centrein Latvia, which, asit was mentioned
inthepart 1.4 Delimitations, hosts approximately 95% of all conferencesin Latviathat are
visited by foreigners. Therepresentatives of the conference organising companies explained
that this happens because conference travellers need conference venues equipped with
modern technology, tend to require accommodation infour- and five-star hotels, and eat in
the best restaurants, which are mainly located in Riga.

Statistics showsthat currently there are 4 four-star hotelsand 4 five-star hotelsin Latvia,
of which only onefour-star hotel issituated outside of Riga. Moreover, in 2002 only 4,021
out of 103,636 foreign visitorsstaying in four- and five-star hotelsstayed notin Riga(CSBL,
2003, 61). In addition, a proportion of foreign visitors staying in tourist accommodation
establishmentsin other Latvian townsis very small in comparison to Riga (See Appendix
10).
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Another factor that hinders devel opment of the inbound conference tourism in other
Latvian townsisavailability of conference venues. A catalogue“Business Tourismin Latvia
2002/2003” presents an overview of conferencevenuesin Latvia; the provided information
allowsto infer that there are almost no conference halls outside of Rigathat can host large
conferences of 250-300 people and can provide all the necessary technical equipment.

Currently therei sonly oneinternational airport in Latviaproviding regular flights, which
islocated close to Riga, and, according to a representative of a conference organising
company, conferencevisitorsarereluctant to travel within adestination country for longer
than one hour if thereis no necessity init. Therefore, conferences which are organised in
other Latvian towns such as Ventspils, Liepaja, Sigulda, Cesis, and others are rare and are
hosted there due to alocation of companies working in certain industries or relation of a
conferencethemeto aspecific place. Although the number of conferencesoccurring in other
Latviantownsissmall, according to the survey respondentswho visited conferencesin Cesis
and Liepaja, people who work in the tourism industry in these towns are quite competent.
However, somerespondentswho had visited conferencesin other towns of Latviaevaluated
such factorsastransportation within Latvia, level of servicein restaurants, convenience of a
conferencevenue, and its correspondence to the needs of aconferencelower in comparison
to the average results for these factors as evaluated by all survey respondents.

From the abovementioned factorsit can be concluded that thereisapossibility to develop
the conference tourism in other Latvian townsthat are not remote from Rigaand can offer
good accommodation, high quality service in restaurants, convenient conference venues
corresponding to the required standards and providing all the necessary equipment. Jurmala,
which is close to the airport and islocated on the seaside, can become one of such towns.
Moreover, the survey respondents provided such commentsasdesireto visit aconferencein

acity located by the seaand opinion that good conferences can be organised at beach resorts.

5.5.2 Accommodation
The size of organised conferencesisone of the determinantsfor the choice of ahotel for

accommodation because visitorscoming to aconference preferably should be accommodated
in one hotel. According to the conference organising companies, an average size of
conferencestaking placein Latviais 200-300 people. However, thelocal companiesworking
in the conference tourism industry have experience in organisation of conferences and
meetings of different size, from 10 to more than 1,000 participants.

Another determinant for the choice of a hotel is availability of a conference venue

corresponding to the needs of aconference (inthe hotel or closetoit). Therepresentatives of
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thelocal conference organising companies mentioned six Rigahotelsthat are usually chosen
for conference visitors; names of the hotels, capacity, and location are provided inthe Table
1. Fromthetableit isseen that only four Rigahotelsthat are suitable for conferencevisitors

can provide accommodation f or tourists visiting aconference of the averagesizein Latvia.

Name #of Rooms | #of Beds | Location

Reval Hotel Latvija 382 725 Riga centre

Radisson SAS Daugava Hotel 361 605 Outside of Rigacentre
Maritim Park Hotel Riga 239 469 Outside of Riga centre
Hotel Konventa Seta 141 276 Old Riga

Park Hotel Ridzene 95 177 Riga centre

Hotel de Rome 88 134 Old Riga

Table 1. Riga hotels typically chosen for accommodation of conference visitors. Source:
Inspiration Riga, 2002, 24, 26-29; Latvian Tourism Development Agency, 2002, 8, 12-14.

According to the representatives of the hotels and conference organising companies, a
type of rooms chosen for accommodation of conference visitors depends on the budget
assigned to conference organisation. The results of the survey show that expenses for
accommodation are usually reimbursed to conference visitorsand only somevisitors, 6% (1)
and 8% (11), pay for accommodation themselves. Therefore, thereisno tendency to reserve
the most expensive roomsfor conference visitors, as organi sationsthat take the expensestry
to achieveahighratio of quality to price; thus, tending to decrease the expenses. Typically
roomsof asimilar type arereserved for visitors of the same conference; however, sometimes
conference lecturers are provided with rooms of a higher class.

From the information obtained from the hotel representativesit can be concluded that
none of the hotels specialises on providing accommodation only to conference tourists.
Currently conference visitorsrepresent only 20-30% of hotels clients, and for smaller hotels
the percentageiseven lower. Conference visitors stay in ahotel from oneto three days; in
fact, the length of stay depends on a conference programme, entertainment and cultural
activities, which usually occur after aconference. Although conference tourists sometimes
are offered to stay longer in ahotel, as it was mentioned by the hotel representatives, they
rarely use this opportunity because the date for leaving Latviais often predetermined, and
transport reservation is usually made beforehand.

The survey respondentswho had visited conferencesin L atviaeval uated accommodation

by 4.72 on average. If to look at the answer distribution, only asmall part of visitors
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evaluated accommodation asvery bad
Chart 7. Accommodation
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Neverthel ess, some survey respondents
had negative experiencein relation to accommodation in Latvia, which they revealed inthe
following comments, money was stolen from aguest’ sbag in ahotel room, air conditioning
system did not work properly in afive-star hotel in summer, hotel room pricing was a
disappointment in the price-quality aspect.

The results show that discrepancy exists between the real quality of accommodation
provided in Latviaand how it is perceived by people who have not visited conferencesin
Latvia. The second group of the respondents eval uated the expected accommodation quality
inLatviaas4.01 on average, which isworsethan the quality of accommodation provided in
reality. In addition, for the expected accommodation quality in Latvia as well asfor other
factorsinrelation to which the respondents of the second group were asked to evaluate their
expectations, a percentage of missing valuesis very high, around 25-30%. Such large
percentage of missing valuesis explained by the fact that knowledge of many respondents
about Latviaislimited, and they could not evaluate their expectations in relation to that,
which was al so expressed in their comments. However, asavalid percentageisused for the
analysis, the missing values do not affect the results. Significantly lower amount of the
potential conference visitors evaluated the expected quality of accommodation asgood and

very good; whereasthe magjority of the
Chart 8. Accommodation expectations respondents eval uated the expected
accommodation as somewhat good
Very good, 4% (See Chart 8). Although a gap exists
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accommodation in Latvia asbad, and none of them perceivesit asvery bad.
5.5.3 Conference Venues

Fromtheinterviewsit was determined that the local conference organising companiesdo
not havetheir own conference venues and usually offer those venuesto conferencevisitors
that arelocated in the same hotel swhere accommodation is provided. However, asthereare
not many bi g conference hallsin the hotels, for conferences of abigger size other conference
venues such asthe Riga Congress Centre, Riga L atvian Society House, and Small Guild are
offered (See Appendix 11). Two of these conference venues arelocated inthe Rigacentre,
and oneissituated in Old Riga. Therefore, they arevery closeto the majority of the hotelsin
which conference tourists usually stay and can be reached on foot, thus, not causing
inconveniences to conference tourists.

In 2003 the Riga Congress Centre has been accepted into the International Congress &
Convention Association (ICCA); and at the moment the Riga Congress Centre is the only
Latvian organisation that isamember of ICCA in the category of Congress, Convention and
Exhibition Centres (ICCA web page). According to theinterviews, the ICCA membershipis
awarded only to those organisations that can host different types of conferences on avery
high professional level. This membership isimportant for development of the conference
tourism becauseit can hel p to communicate amessage to potential conferencevisitorsand
organisers abroad that Latviaisaplace where aconsistent level of conference servicesand
facilitiesis provided. However, despite the ICCA membership, some local conference
organising companies providing services to foreign visitors do not consider that the Riga
Congress Centreisan appropriate and modern conference venue and avoid offering it to their
customers, preferring other venues.

According to the hotel representatives, currently a sufficient quantity of conference
venuesisprovided in Riga; however, several problemsexist. First of all, there are not many
conference venueswhere ahigh level of conference servicesisprovided. Secondly, thereare
not many big conference hallsin Latvia, so that conference organisers do not have much
choice of venuesfor conferences of abigger size. Consequently, the conferencetourismin
Latviacan benefit if more modern venueswith alarge capacity and high level of conference
servicesis provided, which was also expressed in the following comment of a survey
respondent who had visited a conference in Latvia, “more modern conference space”.

Almost all Riga’ sconference venuesin the hotelsand other placesthat were mentioned
above provide standard conference equi pment, microphones, headsets, overhead projectors,

VCRs, TV sets, flip charts, screens, and simultaneoustranslation facilities (Inspiration Riga,
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2002, 22, 24, 26-29; Latvian Tourism Development Agency, 2002, 8-9, 12-14). The hotel
representatives consider that the conference venues and services of their hotels correspond to
the standards required by conference visitors and are not worse than those in many other
European countries. Moreover, the hotels constantly follow technology development and
enrich their equipment base; some hotel s possess technol ogy for videoconferences, wireless
Internet, and wireless presentations.

In fact, the confidence of the hotel representativesin high standards of the conference
venuesin Rigaisjustified. The survey respondents who had visited conferencesin Latvia
evaluated convenience of conference venues quite high on average, 4.71. Thelargest part of

the respondents considersthat

Chart 9. Conference venue convenience conference venuesin Latvia
Inconvenient .
3% are convenient and very
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i ient inconvenient convenient (See Chart 9).
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21% 4% Although only asmall part of
the respondents gave alow
evaluation of thisfactor, a

large percentage of the
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44% respondents who chose a

somewhat convenient
evaluation should be taken into consideration. Conference visitors spend much timeof their
visit at a conference venue, and if they are not completely satisfied with it, the overall
impression about their visit can be spoiled.

Another criterion that the respondents were asked to evaluate is correspondence of a
conference venue to the needs of a conference. The average result for this factor is also
relatively high, 4.71. The distribution of answersis similar to that of the previousfactor, a
large number of the respondents consider that correspondence of aconference venueto the
needs of a conference isgood and very good; only some conference visitors evaluate it as
Chart 10. Venue correspondence to needs bad; and approximately one fourth of

the respondents consider that a

Somewhat bad, conference venue only partly

0,
Very good, Bad, 4% 10%
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providers should not stop at the standards that have been already achieved and aim at better
satisfaction of needs of conference visitorsin relation to conference venues.

A perception gap is also observed in the evaluation of the factors discussed above. On
average the expected convenience of conference venuesin Latviaand their correspondenceto
the conference needs as eval uated by the second group of the respondentsislower thanin
reality, 3.97 and 3.96 respectively. In total 30% of this group respondents believe that
conference venues in Latvia are somewhat inconvenient and worse. However, acumulative
percentage of conference touristswho had visited conferencesin Latviaand evaluated this
factor as somewhat inconvenient and worse is only 11%. Furthermore, correspondence of
conference venues to the needs of conferences was evaluated by 32% of the potential
conference visitors assomewhat bad and worse; however much fewer respondentswho had
been to conferences in Latvia, 14%, evaluated this factor on the same low level.

5.5.4 Conference Participation

The survey results indicate that expenses for conference participation are typically
compensated to conferencevisitors, whereas only 6% (1) and 9% (I1) of the respondentstake
aconference feeasapersonal expense. Therefore, an assessment of practical organisation of
aconference by its participants discussed bel ow isunbiased, asthey were not subconsciously
influenced by the price-quality relation.

Technical organisation of conferences hosted in Latviawas positively evaluated by the
survey respondents, 4.93. It isagood achievement of conference organisersthat almost one
third of the respondents assessed technical organisation of conferencesin Latviaasvery
good; moreover, many conference visitors evaluated this aspect asgood (See Chart 11). The
fact that only afew conference

Chart 11. Conference technical organisation

Bad. 39 visitors consider technical
ad, 3%

Somewhat bad. organisation of a conference bad
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30% .
and somewhat bad indicates that

Somewhat

good, 21% not many improvements need to be
made in this aspect. However,

expectations of the potential

Good, 42%

conference visitors concerning the
discussed issue again appear to be
wrong. On averagethey evaluate the expected level of conference technical organisation as

4.06, which isworse than in reality.
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The survey respondents were

Chart 12. Conference timing o
offered to assess timing as one of the

Bad, 2% aspects of technical organisation of a

Somewhat bad,
7%

Very good,

23% conference. On average it was

Somewhat evaluated alittle bit worse than
good. 26% technical conference organisation in
general, 4.74. The answers are

Good, 39% concentrated on the positive side,
where a cumul ative percentage of
values somewhat good, good, and very good amounts to 90% (See Chart 12). However, a
large proportion of conference visitors evaluating timing as somewhat good implies that
improvements in this aspect still need to be made. In addition, discrepancy between the
reality and expectations, which were assessed as 4.02, is also present in the aspect of
conference timing.

The survey results allow to conclude that in general practical aspects of conferences
organised in Latviacorrespond to requirementsof incoming conferencevisitors. Intotal 87%
of the respondentswho have participated in conferencesin Latviaadmit that practical aspects
were arranged as the conference visitors had expected and better.

Although the content of conferencesis not aimed to be discussed in the thesis, some
insights concerning this aspect are provided. According to theinterviews, both conferences
related to a certain sphere and corporate conferences are organised in Latvia. Currently the
number of corporate conferences and meetings organised in Latvia exceeds that of
conferences arranged by professional associations, political and economic organisations.
Therefore, Latvian conference organisers have to aim for attraction of alarger number of
sphere and industry specific conferences by improving communication with professional
associations, political end economic organisations, especially in European countries.

Combined results of both survey groups, those who have visited conferencesin Latvia
and who have not doneso, show that although both the content and technical organisation of
a conference are important factors for participants, the importance of the content is still
higher than that of technical aspects. On average the importance of the conference content
was assessed by 5.49, and technical organisation of aconferencewasevaluated as4.73. The
conference content is considered to bevery important by 64% of the respondents, whereas
only 21% of the respondents consider technical organisation to be of the samehigh level of

importance. Therefore, although the Latvian conference organising companies and
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conference venue providers should deliver high standards of technical conference
organisation, still much depends on the content of conferences, whichisoften not determined
by any player of the conferencetourism industry in Latvia. However, in caseswhen Latvian
conference organisersareresponsiblefor the conference content, special attention should be
paid to selection of a conference theme, lecturers, and information presented.
55.5 Additional Services

Besides servicesdirectly related to conferences and their organi sation, conference tourists
also require additional services, which are standard services provided to other types of
tourists as well. During the interviews the representatives of the hotels and conference
organising compani es mentioned that conferencetouriststypically ask for restaurant services,
excursions, cultural and entertainment programmes, and transportation within Latvia.

According to the survey results, expensesfor transportation within adestination country
and food aretypically reimbursed to conference participants. Only 22% (1) and 15% (11) of
the respondents do not receive compensation for transportati on within adestination country,
and 27% (1) and 28% (I1) of the conference tourists pay for food themselves. However,
entertainment and excursions services are reimbursed only to some conference visitors. 54%
(1) and 85% (11) of the respondents pay personally for entertainment; 41% (1) and 79%(ll) of
the conferencetourists do not receive compensation for excursions. Theresults show that a
percentage of those tourists who receive compensation for entertainment and excursionsis
significantly larger among the respondents who have visited conferencesin Latviathan
among those who have not done so. This fact can positively influence the number of
conferencetouristswilling to get acquainted with the Latvian culture and historical heritage.

Restaurants provide day meal, cater at conferences and banquettes or cocktail parties,
which are usually organised on the final conference day. A level of servicein Latvian
restaurants and quality of food in them were assessed on average as 4.49 and 4.66
respectively. Not many respondents were dissatisfied by thesefactors, ascumulatively 85%
of the respondents consider that the level of service in restaurants is somewhat high and
higher, and 88% assessed the quality of food as somewhat good and better. However, the
results of a survey conducted by Patricia Ltd. reveal some negative aspects of customer
service that were mentioned by tourists, “nobody smiles, service too slow, wait/beg to get
“bill”, food served too cold, more English language menus’. Therefore, the service level
provided in Latvian restaurants should be increased. Furthermore, expectations of the

potential conference visitors concerning thelevel of servicein Latvian restaurantsand quality



Inbound Conference Tourism in L atvia Page 27/57

of food appear to be lower than in reality; expectations of these aspects were evaluated as
3.98 and 3.96 respectively.

According to the conference organisers, at |east one excursion isalmost always provided
to conference participants. In addition, cultural programmes such as concerts or theatre
performance, or entertai ning and sports activities are quite often offered to touristsvisiting a
conference. Many survey respondentsin their comments expressed very positive attitudes
towards Old Riga, Riga sarchitecture, especially the Art Nouveau style, and Latvian culture,
which one of the respondents characterised as*living, interesting, and unique”. Infact, Riga
can be considered to be an interesting city for foreignersto visit, which is supported by the
fact that in 1997 the centre of Rigawasincluded “into the UNESCO World Heritage List asa
city having: 1) astructure and architecturethat vividly reflects past historical erasof thecity;
2) one of the most diverse and best-preserved collections of Art Nouveau intheworld; 3) a
city with alarge number of old wooden buildings in the centre” (Inspiration Riga& Riga
ThisWeek, 5). Inaddition, excursionsto such places of interest as Cesis, Turaida, Rundale,
and others can be offered to conference visitors.

The hotel representatives stated that the hotels provide tourist information in different
ways. First, booklets contai ning the main tourist information are availablein hotels’ rooms.
Second, tourists can ask for tourist information at the reception. Third, offices of travel
agencies are located in some hotels. The respondents participating in the survey evaluated
tourist information availability as 4.37 on average. The fact that 35% of the responses are
missing for the evaluation of thisfactor indicatesthat tourist information isnot necessary for
all conference visitors because the respondents were asked to evaluate thisfactor only if it
applied to them. In total 81% of the valid responses correspond tosomewhat good and better
availability of tourism information, which is quite a good result; however, it implies that
improvements in this areaare also required. Expectations about tourism information
availability, similarly to expectations about all other factors of the phase participation
discussed above, are worse than the reality and were evaluated as 3.88.

Asmany services require communication of conferencetouristswith service personnel, it
isimportant that personnel have sufficient knowledge of foreign languages to understand
what isasked from them. According to the survey, on average foreign language knowledge of
service personnel was assessed as 4.41. A cumulative percentage of the respondents who
consider that the assessed criterion issomewhat bad and worse is quite high, 23%. Service
providers should take thisissue into consideration and take actions in order to improve

foreign language knowledge of service personnel. Furthermore, the potential conference
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visitorsbelievethat service personnel in Latviahave worseforeign language knowledge than
itisinreality, and expectations concerning this aspect were evaluated as 3.69.
Chart 13. Transportation within Latvia Thesurvey results show that the
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conference venues and hotelsin which conferencetouristsusually stay are situated either in
Old Rigaor in the centre of Riga. Quite many tourists travelled within Latvia by public
transport and own car. The majority of the conference participants who travelled within
Latviaby own car camefrom the neighbouring countries Estoniaand Lithuania. Only asmall
number of the conference visitorsrented a car in order to travel within Latvia.

The survey respondents evaluated transportation within Latviaon average as 4.43. In
addition, two factors related to it, namely possibility to find a destination place and
availability of information about transport, were assessed as4.59 and 3.97 respectively. The
fact that around 40% of the answersrelated to theissues of transportation within Latviaare
mi ssing suggests that most probably respondents’ trips within Latviawere quite short and
they were unable to evaluate it. It isgood for Latviathat none of the respondents evaluated
transportation within Latvia asvery bad. Moreover, cumulatively 84% of the conference
visitors assessed this factor assomewhat good and better. The problemisobservedinrelation
to the issue of transport information availability; in total approximately one third of the
respondents, 34%, consider that information about transport is somewhat unavailable.
Moreover, some survey respondents expressed negative comments concerning transportation
within Latvia, direction signs on the roads are unclear or missing; therefore, making it
difficult to find a destination place when travelling within Latvia by car; taxi drivers
overchargeforeigners, condition of someroadsisbad; thetraffic cultureisworsethanin any
western country. Furthermore, transportation within Latvia, possibility to find adestination
place, and availability of information about transport are not exceptional in terms of
expectations eval uated by the potential conference visitorsand were assessed as 3.52, 3.73,

and 3.47 respectively, which appears to be awrong perception of the reality.
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5.5.6 Summary of the Participation Phase
The majority of conferencetouriststravel to conferences alone; however, cultural and

entertainment programmes shoul d be offered when conference touri sts are accompanied by
their relatives and friends. Currently Rigaisthe Latvian conference centre, where the
majority of conferencesvisited by foreignerstake place. However, the conference tourism
can be developed also in other towns of Latviain the future. The analysis shows that the
Latvian hotelsprovide asatisfactory level of accommodation services. Such problemsaslack
of big conference hallsin Latvia and low quality of service provided in some conference
venues have been identified. The survey respondents eval uated convenience of conference
venuesand their correspondenceto the technical needs of conferences quite high. Moreover,
in general practical aspectsof conferencesorganised in Latviacorrespond to requirements of
incoming conference visitors. It hasbeenidentified that aservicelevel in Latvian restaurants
and quality of food in them are acceptabl e, and not many conference visitorswere dissatisfied
with thesefactors. Service providers should take actionsin order to improveforeign language
knowledge of service personnel. Furthermore, availability of information about transport
should beimproved. Finally, potential conference visitorswho have not visited conferences
in Latviaexpect that the quality of all elementsthat are discussed in theparticipation phase
of thetravel experienceislower thanitisinreality. Therefore, theimage of Latviaasagood
conference destination place should be more efficiently communicated abroad in order to
decrease the currently existing gap between perceptions and actual situation.
5.6 Recollection

After leaving acountry where aconference took place, conference participants eval uate
and share their experience about the time spent in this country. Usually such kind of
informationis shared with family members, friends, and colleagues, who if have not beenin
Latviayet, may beitspotential visitors. Therefore, it isessential to be aware of what image of
Latvia conference participants have. When people who had been at a conferencein Latvia
were asked about the overall impression about their visit to Latvia, it was evaluated as agood
one. Moreover, it isimportant to observe how theimage has changed, comparing what it was
before coming to Latviawith what it has become after visiting a conferencein Latvia. The
results show that before coming to Latviathetravellersof both respondent groups had quitea
good image of the country, 4.29 (1) and 4.33 (II) respectively. However, after they have
visited Latvia, their image of Latvia hasimproved, 5.01. It isimportant that visitors do not
keep thisgood experience just with themselves. If they sharetheir impressionsabout L atvia,

therewill be more peoplewilling to visit this country. According to the data, on average the
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first respondent group will recommend Latviato their friends and colleagues as a good
conference place for quite sure. In addition, asit was stated in the part 5.3 Anticipation and
Planning, 96% of them would like to cometo Latviaonce more. It meansthat currently one
of the most critical issuesfor the conference tourism industry in Latviaisattraction of people
who have not beenin Latviayet. The second group of the survey would probably recommend
Latviatotheir friendsand colleagues as agood conference place. Thereason for t ha may be
thefact that these people have not been at conferencesin Latvia, and therefore, they are not
sure whether to recommend visiting conferencesin Latvia or not.

To conclude, in general foreign people have quite agood image and impression about
Latvia as a place for conference visiting. However, it is essential to recognise that the
travellers’ image of Latviaimproves after they have visited the country. Therefore, people
working inthe conferencetourismindustry in Latviaaswell asthe Latvian government have
to find new and effective ways of attracting more conference visitorsfrom alarger diversity
of countries. The Latvian government has an important rolein financing different activities
which contribute to the information distribution about Latviaasagood placefor international
conferences to be organised.

6 SWOT Analysis

A SWOT analysisisappliedin order to identify “the key issues from an analysis of the
business environment and the strategic capability” (Johnson and Scholes, 1999, 190) of the
conference tourism industry in Latvia. For future development of the inbound conference
tourism in Latviathe industry players have to capitalise on the strengths, eliminate
weaknesses, exploit opportunities, and avoid threats (See Table 2 on the next page).

6.1 Strengths

The interviewees mentioned a good geographical location of Latvia as one of the
strengths of the conference tourism industry. Latviais situated in the centre of the Baltic
States; therefore, when aconferenceisorganised for representativesof the Baltic States, itis
convenient to host aconferencein Latvia. Moreover, asit has been already mentioned, direct
air flightsto Latvia are currently available from 18 cities abroad. Although the number of
direct flights to other cities needsto beincreased, already now it is convenient for people
living in those 18 cities or close to them to visit aconference in Riga, as according to the
survey, air transport isused by the majority of conferencevisitors. In addition, asit hasbeen
discussed, Rigaisagood city for conferences because conference venuesand hotelsinwhich

conference visitors typically stay are concentrated in the centre of Riga.



Inbound Conference Tourism in L atvia Page 31/57

Strengths

W eaknesses

Good geographical location
New and recently renovated facilities
Rich historical and cultural heritage

Experienced companies operating in the

conference tourism industry
Safety

Largedistancefrom Rigato other big citiesin
Latvia

High price level

No convention bureau

Transportation

o Highprices

o Low capacity

o Not many direct flights

No large conference venues

Visaregulations

Unsatisfactory quality of educationin

tourism; no education in conference tourism

Opportunities

Threats

Latviaasan unvisited and unknown place

Transportation

o Increasethe number of direct flights

o Increase capacity

o Decreaseticket prices

Develop conference tourism in other
citiesof Latvia

More information abroad

Many potential visitorswilling to visit a

conferencein Latvia
Entrance to the EU

Conferences

o Attract alarger number of small and

medium size conferences

o Develop conditions for large
conferences

Joining WTO

Lack of capital and investment
Increased VAT

Weak state and government support
Possible crisis situations in the world

Not many stable customers

Table 2. Summary of the SWOT analysis

Another strength of the industry mentioned during the interviews is that the best

restaurants, conference and accommodation facilities in Riga have been either recently built
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or renovated after Latviaregained itsindependence. Therefore, interior of many conference
venues, hotels, and restaurantsis modern, comfortable, and pleasant for conference visitors.

Furthermore, Latvia hasrich historical and cultural heritage with many places of interest
not only in Rigabut also in other places of Latvia. Some respondents of the survey indicated
that when visiting aconferencethey aremoreinterested in traditions, history, and culture of a
destination country rather than in resorts and recreation places.

During the research processthe authors of the thesis observed that there arequite many
professional tourism companies operating in Latviathat specialise and haveexperienceinthe
area of business tourism. These companies provide all servicesrelated to organisation of a
conference starting from delegate travel arrangements and finishing with organisation of
entertainment programmes. Therefore, for foreign organisationsthat do not possess tourism
information about L atviaand want to organise aconference hereit isenough to contact one
of the companies specialising in business tourism and order all the necessary services.

Finally, theinterviewees stated that L atviais asafe placeto organise aconference, asit
isnot involvedinany seriousinternational political and military conflicts. Whileaccordingto
the survey results, safety isthe most important factor that influences conference tourists’
decision for a choice of a conference destination place.

6.2 Weaknesses

Big citiesaredispersed over Latvia sterritory, and therefore, it takesmuch timein order
toreach other big citiesof Latviafrom Riga. The situation isworsened by the fact that many
roadsin Latviaare bad, and as it was mentioned by some survey respondents, there are not
enough direction signs on the roads.

In addition, many survey respondents expressed their disappointment regarding a high
pricelevel in Latvia. Therepresentatives of the conference organising companiesand hotels
also stated that Latviaisarelatively expensive country for organisation of aconferencefor
foreign visitors, especially for those coming from Eastern and Central Europe.

According to theinterviews, one of the most significant weaknesses of the conference
tourism in Latviaislack of a convention bureau, which is responsible for promotion of a
country asadestination place abroad and provides the requested information about tourism
possibilitiesin acertain country. In other countries convention bureaus are typically state
organisations that provide reliable information, as they are not influenced by interests of
industry players.

Some weaknesses in relation to transportation were mentioned during the interviews.

Currently no cheap airlinecompanies provide flightsto Latvia. Moreover, capacity of planes
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flying to Latviaisnot large; therefore, if aforeign organisation or company plansto organise
abig conferencein Latvia, all the guestsfrom one country cannot fly by one plane, whichis
very inconvenient. In addition, asit was mentioned above, the number of citiesfrom which
direct flightsto Latvia are availableis not sufficient.

It has been already discussed that one of the drawbacks of the conference tourismin
Latviaisinsufficient number of large conference venues providing high quality service.

Currently visitors from 39 world countries coming to Latvia do not need entry visas
(Ministry of Foreign Affairs, Republic of Latviaweb page). However, according to the
interviewees, there are quite complicated visa regulations with some countries from which
morevisitors could cometo conferences, asthese countriesarelocated closeto Latvia, for
example, Russia and Belarus.

Finally, although some universitiesin Latvia provide higher education in the sphere of
tourism, according to the representatives of the conference organising companies, thequality
of education provided thereis not satisfactory. In addition, education in the sphere of
conference tourismis not offered in Latvia at all.

6.3 Opportunities

To start with, one of the opportunitiesfor the conferencetourismindustry in Latviaisthat
currently Latviaisan unvisited and unknown place for many potential conferencetourists. As
stated by one of the interviewees, Latviais still amystical and attractive place for many
people who have not been here, including people who make decisions about a destination
place, and peopl €’ s curiosity encouragesthem to think of visiting Latviaoneday. In addition
to that, more people chooseto visit placeswhere ecol ogical safety isquite high and natureis
unpolluted, which isthe case in Latvia. Therefore, the conference tourism in Latvia has
relatively high potential for attraction of conferencetouriststhat have not beenin Latviayet.

Another opportunity istoincrease the number of direct flightsto other citiesintheworld,
increase capacity of airplanes, and decrease prices of air tickets, which at present is one of
the main reasons why many potential conference visitorsdo not cometo Latvia, asit can be
concluded from the obtained survey data.

Moreover, there is potential to develop the conferencetourismin Latvianot only in Riga
but alsoin other citiesby providing necessary facilities and improving transportation within
Latvia

The next opportunity is to provide more information abroad about organisation of

conferencesin Latvia. It could be achieved by devel oping moredirect and closer co-operation
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with companies abroad, sending and distributing more brochures about conference
possibilitiesin Latvia.

Furthermore, Latvia has quitehigh potential for attraction of peoplewho have not beenin
Latviayet, as according to the obtained survey data, 94% of potential conferencevisitorsare
willing to come to a conferencein Latvia.

Thereispotential tousethe EU fundsfor devel opment of infrastructure and marketing of
the conference tourism in Latvia. In addition, the entrance into the EU will make Latvia a
better known and recognised country in Europe than it is currently.

Another opportunity isto attract a larger number of small and medium size conferences,
as according to the employeesworki ng in the conference tourism industry, many conference
venuesin Latviahave capacity for hosting small and medium size conferences. At the same
time, there is a possibility to develop conditions for hosting large size conferences by
building larger conference venues than are currently available.

Finally, according to the DELFI web page, in 2005 Latvia will join the World Tourism
Organization (WTO), and starting already from the next year representatives of the
conference tourism industry in Latviawill have an opportunity to participate in different
conferences, seminars, and courses related to tourism. In addition, conference tourism
specialistsfrom Latviawill be ableto receiveinformation about general trends, devel opment,
and changesin theworld tourism industry. To conclude, there are quite many opportunities
for the conference tourism industry in Latvia, which should be utilised by respective
authorities and specialists working in the conference tourism industry.

6.4 Threats

Attention hasto be paid not only to opportunities but al so to potential threats, asthey can
influence the conference tourism aswell. The authors have identified such threat aslack of
capital and investment in the conference tourism industry, which in the future can decrease
the industry’ s competitiveness in comparison with that in the neighbouring countries.

Second, changesin the Value Added Taxfor services provided by tourism companiesto
foreign visitors, which increased from 0% to 18% in 2003, will decrease Latvia's price
competitivenessin comparison to that of Estoniaand Lithuania (Medne, 2003, 208). Asa
result, the number of foreign travellerscoming to L atviamay decrease during the next years.

Another threat i sweak state and gover nment support to the conference tourism. Toofew
resources are provided to thisindustry, although currently support from the government is

very important for the conference tourism, asit only begins to develop.
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Next, crisis situations in the entire world influence overall tourism trends and people’s
willingnesstotravel. Therefore, itisathreat also for Latvia, although the conference tourism
in Latvia has not been influenced by any crisis directly and significantly yet.

At last, there are not many stable customers in the conference tourism. Such aproblem
exists because most often conferencetouristsvisit conferencesin placeswherethey have not
been beforeor if acountry can attract visitors by something unique. Therefore, conference
tourism companiesin Latvia have to work hard in order to present uniqueness of Latviato
people abroad who make decisions about a place for organisation of a conference.

7 Conclusions

In the thesis the authors have performed the analysis of the current situation of the
inbound conference tourismin Latvia. Furthermore, drawbacks and factorsthat are beneficial
for potential growth of the conference tourism in Latvia, which were identified during the
research in combination with the results of the SWOT analysis, allowed to determine
possibilities for conference tourism future development in Latvia.

First of all, the authors aimed to answer the question:

- What is the quality of the conference tourism provided by Latvian conference
organisersto foreign visitors?

Such element of the conference tourism as transportation to Latvia with related to it
factors, convenience of timetable and service during the trip, were positively evaluated by
conference visitors. The analysis shows that currently Latvian hotels in which conference
tourist stay provide asatisfactory servicelevel toits customers. Although local companies
working in the sphere of the conference tourism are aware of the fact that the quality of
servicein some conference venuesisquitelow, theforeign conferencevisitorsindicated that
conference venuesinwhich conferencesvisited by them took place were convenient and well
corresponded to the technical needs of conferences. The conference venuesthat are usually
offered to foreign visitors are equipped with all the necessary technol ogicd devices, and a
technological aspect of conference organisation was evaluated quite high. The research
resultsallow to concludethat apractical side of conferenceshosted in Latviacorrespondsto
requirements of the majority conference visitors coming from abroad. Furthermore, the
respondents consider that tourist information isavailable, however, not to avery high extent.
On average conference visitors were satisfied with the service and quality of food in
restaurants. Although foreign language knowledge of service personnel was positively
evaluated, still itslevel should be improved. Finally, transportation within Latvia and
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possibility to find adestination place are considered to be satisfactory by conferencevisitors;
however, they indicated that more information about transport should be available. In
general, theresults show that the quality of all factors of the conferencetourisminLatviais
satisfactory for incoming conference tourists, but as no factor was evaluated as perfect,
improvementsin all aspects of the industry are possible.

The second question answered in the thesis is the following:

- What are possibilitiesfor future development of the conferencetourismin Latvia?

Theanalysisshowsthat it ispossibleto devel op the conferencetourismnot only in Riga,
whereit is concentrated now but also in other cities of Latvia. In order to achievethat, itis
necessary to build new conference venues and improve transportation to other Latvian cities.
In addition, currently there are not many large conference venuesin Latviathat provide a
highlevel of services; therefore, theindustry will benefit if large modern conference venues
are built. The larger number of conferences can be attracted to Latviaif moreinformation
about Latviaisavailable abroad. Moreover, it isnecessary toimprovetheimage of Latviaas
agood destination place because potential conferencetouristsbelievethat the quality of the
conference tourismin Latviaisworsethanitisin reality. Local conference organising
companies should pay more attention to attraction of potential conferencevisitorstoLatvia,
asthe majority of foreign conferencetourists have not visited L atvia because they were not
offered this opportunity but have admitted that they would liketo come here. In fact, Latvia
possesses many preconditions that will allow to make it a good destination place for
organisation of conferences: good geographical location, place unvisited before, rich
historical and cultural heritage, safety, and others. Furthermore, factorsthat makeit easier
and less expensiveto visit Latviacan increase the number of incoming conference visitors.
Therefore, the industry would benefit if the government reconsidered the current visa
regulationsand VAT policy; in addition, airlines providing cheaper flights can be attracted to
the Latvian air transportation market. Finally, the entranceto the EU will giveapossibility to
attract more conferences organised by the EU institutions. To conclude, many possibilities
exist whichif exploited properly will stimulate future devel opment of the conferencetourism
industry in Latvia.
8 Suggestions for Further Research

Theauthors of the thesi s have some suggestions concerning further research possibilities
related to the conference tourismindustry in Latvia. First, asfor thisresearch the authorsdid

not contact people who take decisions about a destination place for organisation of a
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conference, other researchers could contact these peoplein order to find out what are the
reasonsf or deciding to organise aconferencein acertain country. Although the anticipation
and planning phases have been analysed in this thesis, it would be necessary to find more
information about reasonsfor choosing aspecific country in order to know how to influence
decision makers to organise more conferencesin Latvia.

Another suggestion isto analyse the conference tourismindustry from the economic point
of view and discuss how theindustry’ s development influencesthe L atvian economy aswell
as other closely related industries, for example, transportation and accommodation.
Moreover, it would be interesting to make economic forecasts.

The next suggestion for further research isto devel op astrategy for attraction of alarger
number of international conferencevisitors. In addition to that, one can a so describe how this

strategy could be implemented and what would be preconditions for the implementation.



Inbound Conference Tourism in L atvia Page 38/57

References

“Business Tourism Profile”. International Trade Centre. 26 Oct 2003
<http://www.intracen.org/servicexport/sehp_business_tourism_profile.htm>.

“Definition of Tourism”. United Nations Economic and Social Commission for Asiaand the
Pacific. 25 Oct 2003 <http://www.unescap.org/stat/meet/tsa/topicl.pdf>.

“Direct Flight Map”. RIX —Riga International Airport. 21 Dec 2003 <http://www.riga-
airport.com/scheduleMap.asp>.

“Entry Visas’. Ministry of Foreign Affairs, Republic of Latvia. 21 Dec 2003
<http://www.am.gov.lv/en/?1d=136>.

“Quality Survey Results about Guest Experiencesin RigalLatvia’. Patricial td. 15 Sept 2003
<http://69.49.231.97/riga082003en_files/frame.htm>.

“Tautsaimniecibas nozaru struktra un dinamika”. Ministry of Economics, Republic of
Latvia. 23 July 2003 <http://www.lem.gov.lv/Lv/INews/Reports/99/1/4 7.stm>.

Bank of Latvia. Latvia’' s Balance of Payments: Quarterly Bulletin 2. Latvia: Premo, 2003.

Bcrzioa, Jolanta, Gatis Blunavs, Juris Ozols. Starptautiska zinatniskakonferencellgtspgjiga
tarismaattistiba: tendences, pieredze, iespejas. Riga, Latvia: Biznesaaugstskola Turiba,
2003. 30-33.

Bhatia, A.K. International Tourism: Fundamentals and Practices. New Delhi, India: Sterling
Publishers Private Limited, 1991.

Bruksle, leva. Starptautiska zinatniska konference |l gtspgjiga tlrisma attistiba: tendences,
pieredze, iespejas. Riga, Latvia: Biznesa augstskola Turiba, 2003. 63-66.

Brunt, Paul. Market Researchin Travel and Tourism. Oxford, UK: Butterworth-Heinemann,
1997.

Cardelius, Fredrik, David Lundborg. Venture Capital in Sweden: Industry Structure and the
Activities of Venture Capital Organizations. Stockholm, Sweden: SSE, 1999. 26-28.

Central Statistica Bureau of Latvia. Tourism in Latviain 2000. Statistical Bulletin. Riga,
Latvia: Central Statistical Bureau of Latvia, 2001.

Central Statistical Bureau of Latvia. Tourism in Latviain 2001. Statistical Bulletin. Riga,
Latvia: Central Statistical Bureau of Latvia, 2002.

Central Statistical Bureau of Latvia. Tourism in Latviain 2002. Statistical Bulletin. Riga,
Latvia: Central Statistical Bureau of Latvia, 2003.

Go, Frank M., Ray Pine. Globalization Strategy in the Hotel Industry. London, UK:
Routledge, 1995.




Inbound Conference Tourism in L atvia Page 39/57

ICCA. 17 Jan 2004
<http://icca.webportalasp.com/icca_sparxdir/mdir/index.cfm?fuseaction=home& hoofdna

v=results& content=results>.

Inspiration Riga& RigaThisWeek. Riga Conference Directory 2002/2003. Lavia JaoaSgta
Publishers & Printers Ltd.

Inspiration Riga. The professional quide for incentive, corporate hospitality and event
organisers. 2002.

Johnson, Gerry, Kevan Scholes. Exploring Corporate Strategy. Hertfordshire, UK: Prentice
Hall Europe, 1999.

Latvian Tourism Development Agency. Business Tourism in Latvia 2002/2003. Madona,
Latvia: Madonas Tipografija, 2002.

Latvian Tourism Development Agency. Strateqy for Business Tourism Development in
Latvia 2003-2006. Riga, Latvia, 2002.

Lundberg, Donald E., Carolyn B. Lundberg. International Travel and Tourism. New Y ork,
USA: John Wiley & Sons, Inc., 1993.

Malhotra, Naresh K. Marketing Research: An Applied Orientation. New Jersey, USA:
Prentice Hall, Inc., 1999.

Medne, Anna. Starptautiska zinatniska konference |l gtspgjiga tlrisma attistiba: tendences,
pieredze, iespejas. Riga, Latvia: Biznesa augstskola Turiba, 2003. 206-210.

Ministry of Economics, Republic of Latvia. Economic Development of L atvia, Report. Riga,
Latvia: State Land Service of the Republic of Latvia, Polygraphy Division “Latvijas
karte”, 2003.

Nickerson, Norma Polovitz. Foundations of Tourism. New Jersey, USA: Prentice Hall, 1996.

Pallister, John, Alan Isaacs. A Dictionary of Business. UK: Oxford University Press, 1996.

Riga Congress Centre. Rigas K ongresu nams, Déseiédé All Eiigdénriia Latvia, 2003.

Yonell, Ray. The Complete A-Z Leisure and Tourism Handbook. London, UK: Hodder &
Stoughton, 1996.

Zivitere, Marga, Viktors Elaidze, Gunvaldis Rozenbaums. Starptautiska zinatniska
konference llgtspcjiga tdrisma attistiba: tendences, pieredze, iespejas. Riga, Latvia:
Biznesa augstskola Turiba, 2003. 339-343.

Adioiiiaes, Adio. “10 afodiese AWTO”. Aécian& Aaeoey. DELFI. 21 Oct 2003
<http://rus.delfi.lv/news/daily/business/article.php? d=6591017>.



Inbound Conference Tourism in L atvia Page 40/57

Appendices
Appendix 1: Definition of Terms

“Tourismisthetemporary short-term movement of peopleto destinations outside the places
wherethey normally live and work and their activities during the stay at these destinations; it
includes movement for all purposes, aswell asday visitsor excursions” (Bhatia, 1991, 38).
N. P. Nickerson maintainsthat the term tourism includes businesstravel aswell astravel for
leisure; in addition, he considers that the terms tourism and travel can be used
interchangeably (1996, 3).

“Inbound tourismisthe tourism of non-resident visitorswithin the economic territory of the
country of reference” (United Nations Economic and Social Commission f or Asiaand the
Pacific web page).

“Traveller —any person on atrip between two or more countries or between two or more
placeswithin his/her country of residence” (CSBL, 2002, 74). In some literature sourcesthe
term tourist is distinguished from thetermtraveller by thelength of stay, sothat atouristis“a
visitor whosevisitisfor at |east one night” (Yonell, 1996, 225). However, in the frames of
thisresearch thewordstraveller and tourist will be used interchangeably with the meaning of
the former.

“Businesstourismis the category of the travel and tourism industry concerned with travel
for business purposes, rather than travel for leisure purposes (leisure tourism). Business
tourismincludestravel for meetings, exhibitions, tradefairs, conferences, conventionsand
incentive travel” (Yonell, 1996, 33).

“ Conference: agathering of people for the purpose of information exchange, analysis and
discussion. Conferencesingeneral, acrossall sectorsof industry, areanimportant elementin
business tourism” (Yonell, 1996, 49). Y onell providesidentical definitions to the terms
conference, congress, and convention (1996, 50, 52); these words will be used
interchangeably inthetext of the given research. In addition, for the purposes of thiswork the
term conference includes both corporate and professional conferences.

Conferencetourismis business travelling with the aim to visit a conference.
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Appendix 2: List of Personal Contacts

Contacts with tourism industry experts:
- Latvian Tourism Development Agency, Head of Marketing Division, LigaMiesniece,
personal communication on July 22, 2003.
Patricial td, General Manager, Michael Arthur Johnson, personal communication on
September 10, 2003.
Inspiration Riga, Managing Director, Igors Klapenkovs, personal communicationon
September 12, 2003.

Contacts with employees of companies related to the conference tourism:

- ViaRigaTravel Agency, Marketing Manager, Pauls Gusts, personal communication
on October 8, 2003.
Riga Congress Centre, Director’ s assistant, Janis Kucenko, personal communication
on October 8, 2003.
Baltic Travel Group Ltd, Travel Consultant, Normunds Lams, personal
communication on October 13, 2003.
DMC ViaHansaltd, Director, EvaKorchagina, personal communication on October
16, 2003.
Con-Ex, LatviaToursgroup, Director, GundegaZeltina, personal communication on
October 27, 2003.
BTI TAS, Manager of Inbound Tourism Division, Elga Grikite, personal
communication on October 30, 2003.
RM S Forum, Foreign Relations Manager, Oksana Nestere, personal communication
on November 10, 2003.

Contacts with hotel representatives:

- Reval Hotel Latvija Reservationsand Sales Representative, Evelyn Drozd, personal
communication on November 3, 2003.
Park Hotel Ridzene, Sales and Marketing Manager, Anna Abele, personal
communication on November 7, 2003.
Hotel Konventa Seta, Conference Manager, Dace Gagaine, personal communication
on November 11, 2003.
Radisson SAS Daugava Hotel, Sales Assistant, Kaspars Lacis, personal
communication on November 13, 2003.
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Appendix 3: Questions Asked to Tourism Industry Experts
Questionsin English:

1. Isbusinesstourism well developed in Latvia? Why? If not, which factors hinder its
development?

2. Into what segments business tourism can be divided? Which of them are the most
problematic? Which of them have potential for development in the future?

3. Isbusinesstourism developed only in Riga?Isit worth analysing businesstourismin
other cities of Latvia? If yes, in which?

4. What actions are done and/or planned to be done by your organisation for attraction of
business tourists to Latvia?

5. Will businesstourism be abeneficial industry for the Latvian economy in the future?

6. What are drawbacks of business tourismin Latvia?

7. Which factors business tourists evaluate more when searching for a destination
country?

8. Work of which organisationsin Latviais related to business tourism?

9. With whom else would you recommend to communicate about business tourism?

10. Does your organisation have statistical datarelated to business tourism?

11. Have studies or research been done in the area of business tourism in Latvia?

12.1sit possible to distribute questionnaires to business tourists with the help of your
organisation?

Questionsin Latvian:

1. Vai biznesatlrisms Latvijair labi attistits? Képcc? Jang, kadi faktori aizkavg ta

attistibu?

2. Kados segmentos var iedalit biznesatlrismu? Kuri no tiem ir visproblematiskakie?
Kuriem no tiem ir potenciéls nékotng attistities?
Vai biznesatOrismsir attistitstikai Rigad? Vai ir nepieciedams analizct biznesatdrismu
cités Latvijas pilsctas? Ja ja, kurés?
Ko Jlsu organizécijadaraun/vai plano darit, lai piesaistitu Latvijai biznesatdristus?
Vai biznesa tdrisms nékotng bas labvcligaindustrija Latvijas ekonomikai ?
Ké&di ir minusi biznesa tlrismam Latvija?
Kédus faktorus biznesa tristi novertc vairak, kad meklg valsti, uz kuru doties?
Kuru organizaciju darbs ir saistits ar biznesa tarismu?
Ar ko vcl Jasieteiktu kontaktcties attieciba uz biznesa tarismu?
10 Vai Jlsu organizacijai ir statistikas dati saistiba ar biznesatarismu?
11.Vai ir veiktaizpgte biznesa tGrismajoma L atvija?
12.Vai ar Jisu organizécijas palidzibu ir iespcjams izdalit anketas biznesa tlristiem?

w

©ooNOOA
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Appendix 4. Questions Asked to Employees of Companies Related to
the Conference Tourism

Beforeinterviews it was told to the interviewees that all the questions are related only to

those conferencesin Latviawhich are visited by foreign travellers.

Questionsin English:

| sconference tourism developed in Latvia? Why? Can it be devel oped further? How?

What are the strengths of the conference tourism in Latvia?

What isthe size of conferences you usually organise?

How many conferences per year do you organise?

From which countries people come to conferences?

By what transportation means conference tourists arrive?

Do you haveyour own conference halls?If not, which conference hallsdo you rent?

Do you organise conferences also outside Riga? If yes, theninwhich placesor cities?

What is a proportion of conferences organised in Riga and other places?

10 In which hotels do you make reservations for your conference tourists?

11. What type of rooms do you reserve for them?

12. Do clients choose themsel ves which hotels and rooms to reserve or you do it?

13. What are the themes of conferences?

14.What are additional services required by conference tourists?

15. Do you have many stable customers who organise conferences with your help?

16. Do you search for new clients? If yes, then by which methods?

17.How foreign clients can find your organisation?

18. What conference tourists eval uate more when searching for a country, in which to
organise a conference?

19. How often you organise excursion tours for your clients?

20. Are there regulations, which negatively affect the conference tourism in Latvia?

21.What are the factors that hinder conference tourism development in Latvia?

22.Have studies or research been done in the area of the conference tourism (or/and
feedback from your clients)?

23.1sit possibleto distribute questionnairesto conference visitors with the help of your
organisation?

24.When in the nearest future will you organise a conference/conferences?

©CoNOO~WNE

Questionsin Latvian:

Vai konfereneu tdrisms Latvijair attistits? K&pgc? Vai to var attistit vgl vairdk? Ka?
Kédas ir stipréas puses konferenéu tarismam Latvija?

Cik lielas konferences JUs parasti organizcjat?

Cik daudz konferenéu gada J0s organizgjat?

No kuréam valstim ierodas konfereneu apmekl ¢tgji?

Ar kadiem transporta veidiem ierodas konfereneu tdristi?

Vai Jumsir savas konfereneu telpas? Ja ng, kuras konferenéu tel pas Jis ircjat?
Vai Jisrikojat konferences ar arpus Rigas? Ja j &, tad kuras vietas vai pilsctas?
Kéadair proporC| jastarp konferenccm, kas tiek rikotas Riga un citas vietas?
10 Kuras viesnicéas Jis rezervgjat istabioas Josu konferences taristiem?

11. Ké&da veidaistabas J0s vioiem rezervcjat?

12.Vai klienti padi izvclas, kuras viesnicas un istabas rezervct, vai to darét J0s?
13.Kéadas ir konferenéu tcmas?

14. K&dus v¢l papildus servisus konfereneu taristi pieprasa?

15.Vai Jumsir daudz pastavigo klientu, kas riko konferences ar Jisu palidzibu?

©CoNOO~WNE
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16.Vai Jis meklcgjat jaunus klientus? Ja j, tad ar kddam metodgm?

17.Ka arzemju klienti var atrast Jasu organizéaciju?

18. Ko konfereneu tdristi novertg vairék, kad meklg valsti, kur organizct konferenci?

19. Cik biepi J0s organizgjat ekskursijas Jasu klientiem?

20.Vai ir k&da reglamentécija, kas negativi ietekmg konfereneu trismu Latvija?

21.Kasir tie faktori, kas aizkav¢ konfereneu tlrisma attistibu Latvija?

22.Vai ir veiktaizpcte konfereneu trismajoma (vai/un atsauksmes no Jasu klientiem)?

23.Vai ar Jasu organizéacijas palidzibu ir iespcjams izdal it anketas konfereneu
apmeklctdjiem?

24.Kad tuvékaja laika Jis rikosiet konferenci/es?
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Appendix 5: Questions Asked to Employees of Hotels

Beforeinterviews it was told to the interviewees that all the questions are related only to

those conferencesin Latviawhich are visited by foreign travellers.

Questionsin English:

Isconference tourism developed in Latvia? Why? Can it be devel oped further? How?

What are the strengths of the conference tourism in Latvia?

What proportion of all your clients do conference visitors represent?

What is the size of conferences that are usually organised in the hotel ?

How many conferences per year are organised?

Are there enough conference venues in Riga, too many, too few?

From which countries people come to conferences?

By what transportation means conference tourists arrive?

What types of rooms are reserved by conference visitors?

10 Do conference tourists usually travel alone or with family, friends?

11.How long on average do conference tourists stay in the hotel ?

12. Do associations/companies contact you themselves or do they do it through local
travel and DMC? What is a proportion?

13. What are the themes of conferences?

14.What are additional services required by conference tourists?

15. Do conference tourists ask for tourist information, for example, entertainment,
transportation possibilities, and excursions?

16. Does the hotel provide such information? How?

17.Do you have many stable customers who organise conferences in the hotel ?

18. Do conference venuesin the hotel correspond to the standards required by foreign
conference visitors?

19. How would you evaluate the conference venues and the equipment in the hotel in
comparison to those in other European countries?

20. Are there regulations, which negatively affect the conference tourism in Latvia?

21.What are the factors that hinder conference tourism development in Latvi a?

22.Do you have statistics about conference visitors?

23.Isit possibleto distribute questionnairesto conferencevisitorsin the hotel or send e-
mails with a questionnaire link to conference visitors who stayed in the hotel ?

24.Wheninthe nearest future will aconference/conferences be organised in the hotel ?

CoNoO~WNE

Questionsin Latvian:

Vai konfereneu tdrisms Latvijair attistits? K&pgc? Vai to var attistit vgl vairdk? Ka?

Kédas ir stipréas puses konferenéu tirismam Latvija?

Ké&du proporciju no visiem Jasu klientiem veido konferenéu apmeklct§ji?

Cik lielas konferences parasti tiek rikotas daja viesnica?

Cik daudz konfereneu gadatiek organizctas?

Vai Rigair pietiekami daudz konfereneu telpas, parak daudz, parék maz?

No kuram valstim ierodas konfereneu apmek|ctdji?

Ar k&diem transporta veidiem ierodas konfereneu tdristi?

Ké&da veida istabas konferences apmekIctdji rezervg?

10 Vai parasti konfereneu apmeklctdji ceio vieni vai kopaar iimeni, draugiem?

11.Cik ilgi parasti konferenéu apmekIctéji dzivo viesnica?

12.Vai asociacijas/ kompanijas kontaktc Jis padas vai tasto veic caur vietgjam tlrisma
un DM kompanijam? Kéadair o1 proporcija?

13.Kéadas ir konferenéu tgmas?

14. Kadus vl papildus servisus konfereneu taristi pieprasa?

©CoNOO~WNE
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15. Vai konferenéu taristi jauta pcc taristu informéacijas, piemeram, par izklaidu iespgjam,
transportu, ekskursijam?

16. Vai viesnica piedava dada veida informéaciju? K&?

17.Vai Jumsir daudz pastavigo klientu, kas organiz¢ konferences daja viesnica?

18.Vai viesnicas konferenéu tel pas atbilst arzemju apmeklictgju prasibam?

19. K&Jas novcrtctu viesnicas konfereneu tel pas un ekipgjumu, salidzingumaar to, kédas
tasir citas Eiropas valstis?

20.Vai ir kéda reglamentécija, kas negativi ietekmc konfereneu trismu Latvija?

21.Kasir tie faktori, kas aizkavg konfereneu tlrisma attistibu Latvija?

22.Vai jumsir kada statistika par konfereneu apmek|ctgjiem?

23.Vai ir iespcjams viesnica izdalit anketas konfereneu apmeklctdjiem vai nosdtit
elektroniskas vestules ar saiti uz anketu interngté konfereneu apmeklictgjiem, kas
dzivoja dini viesnica?

24. Kad tuvakaja laika viesnica tiks organizcta kédda konference/konferences?
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Appendix 6: Questionnaire to Tourists Visiting a Conference/s in Latvia

Researchers from Stockholm School of Economicsin Riga are currently conducting a
study of the conference tourismin Latvia. Your participation in the survey is highly
valuable because your individua opinion will alow to evauate correctly the current
situation of the conference tourism industry in Latvia and will contribute to its
development. The results of the survey will help to improve the quality of services
provided to conference tourists visiting Latvia and make your visit more enjoyable.

Your individual answer swill bestrictly confidential and will be presented only in an aggr egated
form.

If you would like to receive a copy of the research, please state your e-mail address

In questionsfor which answer sareprovided, please, choose one or several answer sby tickinga
box. Some questions have an evaluation scale with pointsfrom 1to 6, whereyou havetocircle
or crossthe chosen number.

1. You travel to Latvia
Clalone
[with spouse
Clwith children
Clwith other relatives
Clwith friends

2. Have you received information about Latvia before coming here from
Uinternet
Uexhibition
Clmedia
Ufriends
[colleagues
[Idid not know anything

3. You arrived to Latvia by
Uplane
Clbus
Uferry
Ulcar
Cltrain

4. When being in Latvia do you travel by
Clown car
Upublic transport
Ulrented car
Ctaxi
Utransport provided for the whole group by a conference organiser
[on foot
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5. Please, evauate from 1 to 6:

Transportation to Latvia: Very bad 112|3|4|5]| 6| Verygood
Timetable (if it applies to you) Veryinconvenient| 1| 2| 3| 4| 5| 6 | Veryconvenient
service leve during the trip Very low 112(3|4|5]|6]| Veryhigh

Transportation within Latvia: Very bad 112|3|4|5]| 6| Verygood

(if it applies to you)
possibility to find a destination place | Very difficult 112(3|4|5]|6] Veryeasy
(if it applies to you)
information about transport Completely 1{2(3|4|5]| 6| Easlyavailable
(if it applies to you) unavailable

Accommodation Very bad 112(3[4|5]|6]| Verygood

Tourist information availability Very bad 112(3|4|5]|6]| Verygood

(if it appliesto you)

Foreign language knowledge of service | Very bad 1{2(3|4|5]|6]| Verygood

personnel

L evel of servicein restaurants/cafes Very low 112|3|4|5|6| Veryhigh

Quality of food in restaur ants/cafes Very bad 112|3|4|5]| 6| Verygood

Technical organisation of the conference: | Very bad 1{2(3|4|5]|6]| Verygood
timing Very bad 1{2(3|4|5]|6]| Verygood
convenience of the conference venue | Very inconvenient | 1| 2| 3| 4| 5| 6 | Very convenient
correspondence of the conference Very bad 112|3|4|5]| 6| Verygood
venue to the needs of the conference

6. Please, indicate expenses for which you do not receive compensation visiting this conference

[Iconference participation
[Jaccommodation
Utransport to Latvia
Utrangport within Latvia
[(Ifood

Uentertainment

[lexcursion
7. Did you take part in choosing Latvia as a place for the conference?

Llyes

[Ino
8. If you could choose a place for a conference abroad, then which factors would influence your
choice? Evduate from 1 to 6.
Safety Doesnotinfluenceatall | 1| 2| 3|4 (5] 6| Strongly influences
Price level Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6| Srongly influences
Geographica location Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6| Srongly influences
Recommendations Doesnot influenceatall | 1| 2| 3| 4| 5| 6 | Strongly influences
Prior knowledge about acountry | Doesnot influenceatall [ 1| 2| 3| 4|5]| 6 | Srongly influences
Availability of direct transport Doesnotinfluenceatall | 1| 2| 3|4 (5] 6| Strongly influences
Place unvisited before Doesnotinfluenceatall [ 1| 2| 3| 4| 5| 6| Srongly influences
Avallability of information Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6| Srongly influences
about a country
Image of a country Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6 | Strongly influences
Cultura and historic heritage Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6| Srongly influences
Entertainment possibilities Doesnotinfluenceatall | 1| 2| 3|4 |5]| 6| Strongly influences
Other (specify) Doesnotinfluenceatall | 1| 23| 4| 5| 6| Srongly influences
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9. Have you been to more than one conference in Latvia?
Llyes
LIno

10. Have the practical aspects of the conference been organised as you expected?
worsethanexpected 1 2 3 4 5 6 better than expected

11. For you the content of the conference is
veryunimportant 1 2 3 4 5 6 veryimportant

12. For you the technica organisation of the conference is
very unimportant 1 2 3 4 5 6 veryimportant

13. What is your overal impression about your visit to Latvia?
verybad1 2 3 4 5 6 verygood

14. Will you recommend Latvia as a good conference place to your friends/colleagues?
never 1 2 3 4 5 6 certainly

15. What image of Latvia did you have before coming here?
very negativel 2 3 4 5 6 very positive

16. What image of Latvia do you have now?
very negativel 2 3 4 5 6 very positive

17. Would you like to come to Latvia once more?
Llyes
Cno

Personal I nformation
Sex

Cdmae

Clfemde

Age
[1<20
[120-29
[130-39
[140-49
[150-59
[1>60

Which country and city/village are you from?

Y our opinion or/and suggestions concerning tourism in Latvia are highly appreciated

Thank you for your co-operation!
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Appendix 7: Questionnaire to Potential Conference Tourists

Researchers from Stockholm School of Economicsin Riga are currently conducting a
study of the conference tourism in Latvia. Your participation in the survey is highly
valuable because your individual opinion will alow to evaluate correctly the current
Situation of the conference tourism industry in Latvia and will contribute to its
development. The results of the survey will help to improve the quality of services
provided to conference tourists visiting Latvia.

Your individual answerswill bestrictly confidential and will be presented only in an aggr egated

form.

If you would like to receive a copy of the research, please state your e-mail address

In questionsfor which answer sar e provided, please, choose oneor several answersby tickinga
box. Some questions have an evaluation scale with pointsfrom 1to 6, whereyou haveto circle

or crossthe chosen number.

1. You usualy travel to conferences that take place abroad

Cdone

Clwith spouse

Clwith children
Clwith other relatives
Clwith friends

2. Have you ever received information about Latvia from

Ulinternet

Uexhibition

Llmedia

Ufriends

[colleagues

[Jdid not know anything

3. You usualy travel to conferences that take place abroad by

Clplane
Clbus
Liferry
Ccar
Ctrain

4. Please, evaluate from 1 to 6 your expectations about the following items related to L atvia:

Transportation to Latvia: Very bad 112|3|4|5]| 6| Verygood
Timetable Veryinconvenient| 1| 2| 3| 4| 5| 6| Veryconvenient
service leve during the trip Very low 112(3|4|5]|6]| Veryhigh

Transportation within L atvia: Very bad 1{2(3|4|5]|6]| Verygood
possihility to find adestination place | Very difficult 112|3|4|5|6]| Veryeasy
information about transport Completely 1{2|3|4|5]| 6| Easlyavailable

unavailable

Accommodation Very bad 1{2(3|4|5]|6]| Verygood

Tourist information availability Very bad 1{2(3|4|5]|6]| Verygood

Foreign language knowledge of service Very bad 112|3|4|5]| 6| Verygood

personnel
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L evel of servicein restaurants/cafes Very low 112(3[(4|5]|6]| Veryhigh
Quality of food in restaurants/cafes Very bad 112(3|4|5]|6]| Verygood
Technical organisation of the conference: | Very bad 1{2|3|4|5]| 6] Verygood
timing Very bad 1{2(3|4|5]|6]| Verygood
convenience of the conference venue | Veryinconvenient | 1| 2| 3| 4| 5| 6 | Very convenient
correspondence of the conference Very bad 112(3|4|5]|6]| Verygood
venue to the needs of the conference

5. Please, indicate expenses for which you usually do not receive compensation visiting a conference

abroad
Iconference participation
[Jaccommodation

[transport to a destination country
Utransport within a destination country

food
Clentertainment
Clexcursion

6. Do you usualy take part in choosing a destination country for a conference abroad?

Llyes
LIno

7. 1f you could choose a place for a conference abroad, then which factors would influence your

choice? Evauate from 1 to 6.

Safety Doesnotinfluenceatall | 1| 23| 4| 5| 6| Srongly influences
Price level Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6| Srongly influences
Geographica location Doesnot influenceatall | 1| 2| 3| 4| 5| 6 | Strongly influences
Recommendations Doesnotinfluenceatall [ 1| 2| 3| 4| 5| 6| Srongly influences
Prior knowledge about acountry | Doesnot influenceatall | 1| 2| 3| 4| 5| 6 | Strongly influences
Availability of direct transport Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6| Srongly influences
Place unvisited before Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6| Srongly influences
Avallahility of information about | Doesnot influenceatall | 1| 2[ 3|4 | 5| 6 | Srongly influences
a country

Image of a country Doesnotinfluenceatall [ 1| 2| 3| 4| 5| 6| Srongly influences
Cultura and higtoric heritage Doesnotinfluenceatall | 1| 2| 3|4 |5]| 6| Strongly influences
Entertainment possibilities Doesnotinfluenceatall | 1| 23| 4| 5| 6| Srongly influences
Other (specify) Doesnotinfluenceatall | 1| 2| 3| 4| 5| 6 | Strongly influences

8. For you the content of a conferenceis
veryunimportant 1 2 3 4 5 6 veryimportant

9. For you the technical organisation of a conferenceis
very unimportant 1 2 3 4 5 6 veryimportant

10. Would you recommend Latvia as a good conference place to your friends/colleagues?

11. What image of Latvia do you have?
very negativel 2 3 4 5 6 very positive

never 1 2 3 4 5 6 certainly
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12.Y ou have not visited conferences in Latvia before because in relation to Latvia you think that
Lprices are high
[1bad geographical location
[unsafe place
[direct transport is not available
[Inegative recommendations
[negative image of Latvia
[Ino culturd heritage
[Ino entertainment possibilities
Clyou were not offered to visit a conference in Latvia
Llother (specify)

13. Would you like to cometo Latvia?
Llyes
[Ino

Personal I nformation
Sex

Cmae

Clfemde

Age
[1<20
[120-29
[130-39
[]40-49
[150-59
[1>60

Which country and city/village are you from?

Y our opinion or/and suggestions concerning tourism in Latvia are highly appreciated

Thank you for your co-operation!
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Appendix 8: Survey Respondents by Country of Residence

Representation of countriesfrom both groups of the respondents, where| correspondsto
visitors whohave been to conferencesin Latvia, and |1 correspondsto potential conference

visitorsto Latvia

Country I I
USA 8.40% | 10.12%
Denmark | 6.11% | 5.26%
Lithuania| 8.40% | 3.24%
UK 7.63% | 4.05%
Estonia | 9.16% | 2.83%
Sweden | 15.27% | 17.81%
Russia | 5.34% | 0.81%
Poland | 7.63% | 4.05%
Finland | 9.92% | 10.93%
Other | 22.14% | 40.90%
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Appendix 9: Survey Answer Distribution

All the values are given in percents. | corresponds to visitors who have been to
conferencesin Latvia, and Il corresponds to potential conference visitorsto Latvia.

Transport Timetable | Servicelevel | Transport Possibility to
toLatvia during the within find a
trip Latvia destination
I I I 1 I [l I [l I [l
1] 0.0 2.1 0.9 2.1 0.0 0.0 0.0 2.7 1.3 1.6
2| 18 9.1 46 | 11.7 | 3.8 5.7 1.2 | 114 | 1.3 | 10.6
3|127 | 26.7 | 183 | 324 | 13.2 | 27.4 | 146 | 36.9 | 11.8 | 29.3
41309 | 396|248 | 346 | 358 | 383 | 354 | 322 | 25.0 | 35.6
51436 | 17.6 | 45.0 | 16.0 | 40.6 | 240 | 37.8 | 14.1 | 43.4 | 17.0
6| 109 | 48 6.4 3.2 6.6 | 46 | 11.0 | 27 | 17.1 | 5.9
Information Accom- Tourist Foreign Servicein
about modation information language restaur ants
transport knowledge
I I I 1 I [l I [l I [l
1] 14 0.5 0.8 0.0 1.2 1.1 0.8 1.1 0.8 0.5
2| 70 | 144 | 24 5.3 24 | 4.8 70 | 122 | 15 | 47
31254 |380| 98 | 21.8 | 153 | 30.5 | 156 | 32.8 | 13.1 | 26.3
41324 |353|179| 441 | 271 | 364 | 20.3 | 29.1 | 30.0 | 36.8
51268 | 86 | 49.6 | 245 | 48.2 | 23.0 | 39.1 | 20.1 | 415 | 27.4
6| 7.0 32 | 195 | 4.3 5.9 43 | 172 | 48 | 131 | 4.2
Quiality Conference | Conference | Conference | Venuecor-
of food in technical timing venue respondence
restaurants | organisation convenience | totheneeds
I I I 1 I [l I [l I [l
1] 00 1.1 0.0 0.6 0.0 0.6 0.8 0.6 0.0 0.6
2| 08 5.3 2.6 3.0 24 | 4.2 3.1 42 | 41 | 4.2
31117 | 268 | 43 | 248 | 72 | 222 | 7.1 | 251 | 9.8 | 26.7
41250 | 363|207 | 376 | 280|419 | 23.6 | 40.7 | 24.4 | 40.6
5|453 | 247 | 422 | 29.7 | 39.2 | 275 | 441 | 26.3 | 35.0 | 23.0
6172 | 58 | 302 ]| 42 | 232 | 36 | 21.3 | 3.0 | 26.8 | 4.8
Importance | Importance | Willingness I mage of I mage of
of the of the to Latvia Latvia after
conference | conference | recommend before visiting
content technical Latviaasa coming to Latvia
organisation | placeto visit Latvia
I 1 I 1 I [l I [l I
1| 0.0 1.6 0.0 1.6 0.0 0.5 0.8 0.0 0.0
2| 0.0 0.8 2.3 2.0 1.6 3.8 3.8 1.7 0.8
3] 31 0.4 9.2 9.0 7.8 | 23.0 | 146 | 18.6 3.8
41153 | 20 | 19.2 | 188 | 225 | 33.9 | 40.0 | 33.3 18.3
51336 | 232 ]|562]|441 | 31.0| 246 | 285 | 37.2 48.1
6| 48.1 | 720 | 13.1 | 245 | 37.2 | 142 | 123 | 9.1 29.0
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Appendix 10: Latvian Accommodation Characteristics in 2001
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Source: Central Statistical Bureau of Latvia, 2002, 77.
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Appendix 11: Conference Venues in Riga

Capacity (people)
—_ )
Name = o 5 B
2 = °Sle |5
¢ |B |75
(0p) [ @) D e

Reval Hotel Latvija:

Alfa| 395 | 386 | 232]| 46

Beta| 288 180
Betal | 155 100
Beta2 | 130 90

Zeta| 65 60 |34 | 26
Omega | 64 60 |34 | 26
ZetatOmega | 165 | 150 | 76
Sigma| 71 79 |46 | 26
Lambda | 43 37 |44 | 16
Tau | 44 42 |24 | 16
Epsilon| 44 42 24 | 16
Tau+Epsilon | 88 94 |50 |30
Gammal | 43 37 |22 |16
Gamma 2 | 52
Delta| 130
Radisson SAS Daugava Hotel
Daugaval | 160 | 180 | 100| 50 | 60
Daugava2 | 160 | 180 | 100| 50 | 65
Daugava1+2 | 320 | 360 | 200
Lielupe | 138 | 120 |80 |40 |52
Gauja| 69 60 |30 |20 |25
Venta| 69 60 |30 |20 |25
Abava | 69 60 |30 |20 |25
Amata| 69 60 |30 |20 |25

Parlour 1 | 42.3 10
Parlour 2 | 42.3 10
Parlour 3 | 42.3 10

lgaunija| 49.3 |25 |15 | 20

Latvija| 96 80 |60 |30

Lietuva | 262.5 | 100 | 100 | 40

Maritim Park Hotel Riga
Maritim I1+11 | 600 | 740 | 470| 120| 450

Maritim| | 305 |380 |240| 70 | 210

Maritim 1l | 295 | 360 | 230| 60 | 240

Talinn | 45 40 |20 |20 |32

Riga| 70 60 |50 |30 |40

Vilnius | 28 25 |14 |12 |16
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Hore Konventa Seta
Peteris | 21 12 10 |10
Konvents | 34 20 20 |15 | 20
Janis | 40 30 25 [ 20 |25
Kampenhauzens | 119 | 100 |70 | 40 | 45
Georgs | 120 | 90 70 (40 |45
Park Hotel Ridzene
Bastejs| | 34 20 12 | 14 |12
Bastejs|l | 44 25 18 | 18 |12
Bastejs|1lIl | 31 20 12 | 14 |12
Bastejs|, II, 111 | 108 | 90 50 [ 50 |48
Kronvalds | 94 85 70 | 48 | 56
Viesturs | 54 42 22 |25 |24
Arkadijs| 35 12
Vermanis | 24 8 14 | 12
Hotd de Rome
BulvarisI+Il | 105 | 70 38 [ 35 |16
Bulvaris| | 45 36 26 |14 | 16
Bulvaris|l | 40 30 20 (14 |16
Atrium Gallery | 250 | 40
Fireplace Room | 71 45 |25 |30 |16
De Rome | 86 60 30 {30 |16
Riga Congress Centre
BigHall | 864 | 1141 10
Small Hall | 215 | 280
New Hall | 340 | 350 | 160 70
Room for Seminars | 24 15 | 10
Room for Seminars | 76 70 | 40
Riga L atvian Society House
BigHall | 350 | 700
Gold Hall | 249 | 200
White Hall | 249 | 250
LigoHall | 120 | 120
Club Hall | 93 70
Small Guild
Great Hall | 3125 | 400 |90 | 60 |50
Small Hall | 135 | 80 40 | 40

Source: Inspiration Riga, 2002, 22, 24, 26-29;

Inspiration Riga & Riga This Week, 22;

Latvian Tourism Development Agency, 2002, 8-9, 12-14;
Riga Congress Centre, 2003, 6-7.
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