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Abstract 

Professional meetings, varying from small team meetings up to thousands of participants conferences, 

conventions and congresses are contemporary Agoras where people gather to learn, exchange ideas, network 

and get inspired. Behind diverse types of meetings stand an emerging industry – the meeting industry which, 

despite the economic downturn, is currently in its growing phase. The scarcity of academic research on this 

field contributes to several incoherencies and semantics incompatibilities with its names, definitions of its 

basic concepts and consequently, with measuring its scope and economic significance. 

This research project represents an exploratory study on the meeting industry which focuses primarly on the 

connections between the meeting industry and creative industries. The main purpose is to answer the 

research questions: how does the meeting industry connect to the creative industries and how innovative is 

the meeting industry? The research project sheds light on the position and product innovations as one of the 

principal factors shaping the meeting industry nowadays. In the discussions part, the broader question on 

whether the meeting industry should be included in (some?) of the creative industries classifications is posed. 

Since the meeting industry and creative industry did emerge in the analogous economic context, the 

theoretical discussions present both concepts within the same framework (emerging, defining and describing) 

to emphasize their common features.  

The research analysis is based on the primary data collection as there are no secondary data accessible which 

directly address the studied phenomenon. Firstly, the survey among the four groups of professionals involved 

in the meeting industry was carried out to measure their perception of the meeting industry’s innovations but 

also to investigate if respondents actually use them in their professional contexts. Analysis of the primary 

questionnaire is enhanced by the qualitative case study analysing the FRESH Conference 2014, a unique 

case study presenting several meeting industry innovations. In line with triangulation, a survey among 

conference participants (quantitative method) was embedded to increase the case study validity.  

 

Key words: the meeting industry, the MICE industry, the creative industries, creative economy, experience 

economy, creativity, innovation, product innovation, position innovation 
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INTRODUCTION 

Meetings have the potential to be of great strategic value to organisations when designed with a strong focus 

on their objectives. Meeting design with a prominent focus on the meeting objectives may not only improve 

participants’ learning and networking, but also influence their future decision and activities. Our professional 

life is filled with meetings, varying from weekly team gatherings in the offices up to thousands participants’ 

conferences; from a no (low) cost initiatives up to several million dollars budget. Meetings happen where we 

get new ideas, share some thoughts, meet people and get inspired. Meetings are an important part of the adult 

education. 

Not everybody realizes that behind the word meeting stands a substantial industry. Meeting industry gathers 

meeting industry professionals who plan, organize, design, support, execute, produce and assess meetings. 

Those words like meeting design, meeting and session format, hybrid meetings, green meeting are in 

everyday dictionaries of some. The meeting industry is emerging and economically already quite significant; 

only in U.S. in 2012 there were more than 1.8 million meetings, trade shows, conventions, congresses, 

incentive events that were held. Meeting industry generated more than 1.78 million U.S. jobs and $115 

billion contribution to GDP (CIC, 2012). 

With the growing economic significance, the meeting industry notices the increasingly demand for proving 

its value. Companies sending their employees for a conference demand proving the benefits of attending it. 

Do the outcomes compensate relatively high costs related to a few days absence in the office, airfare and 

hotel accommodation? Meeting industry needs to defend itself with more than just providing participants 

with exceptional hospitality services, not only by making people satisfied but mainly by making them learn 

and network with the right group of people. The real ROI (Return of the Investment, level 5) comes with 

participants applying gained knowledge and skills or use the contacts made at the conference (level 3), and 

this application brings an impact to the organization (level 4) (Event ROI Institute, 2014).  

Despite growing economic significance and interesting changes undergoing in the meeting industry,  it is 

surprising how little research has been undertaken in the field of meetings. Some aspects of the meeting 

industry as hospitality, catering, logistics have been described, but academic reflections on the ways of 

achieving the meeting objectives are practically nonexistent in academia. This research project attempts to 

fill in one of the existing gaps by conducting the exploratory study of the meeting industry’s innovations and 

consequently providing the recommendation for further research. 
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Research Questions 

The purpose of this research is to present the meeting industry, undiscovered and underestimated field of the 

business studies with growing economic significance. The main focus is, however, the innovative products 

and services applied in meeting design; by narrowing down the research project the researcher aims at 

describing one of the most important trends shaping the meeting industry nowadays in many details. The 

origin of the innovative products and services in the meeting industry will be studied, following the DCMS 

classification of creative industries. Consequently, the research investigates the quantity and quality of 

connections between the meeting industry and creative industries. The research questions are therefore 

formulated as follows: 

 

 

How does the meeting industry connect to creative industries? 

How innovative is the meeting industry? 

Is it evolving towards becoming a creative industry? 

 

 

 

Two main research questions: how does the meeting industry connect to creative industries and how 

innovative is the meeting industry are strongly interrelated. The study of the connections between the 

meeting industry and creative industries create the base for discussions on the innovativeness of the meeting 

industry. In the broader scope, the research aims at exploring the recent change the meeting industry 

undergoes to pose the question whether it should be considered as a creative industry? Taking into account 

the limited scope of a research project,  a detailed analysis on whether or not the meeting industry deserves 

to be called creative and consequently be included in (some?) creative industries classifications was not 

carried out. This research, however, should be considered as a first step to describing current phenomenon, 

providing some rationales for a larger discussion on the innovativeness of the meeting industry and 

indicating the necessity for conducting more extensive research on this topic. 
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Research Structure 

The structure of this research paper consists of six core parts which are sorted in the way the research project 

was undertaken, see Diagram 1. It begins with the Introduction where the problem statement is formulated 

and assumptions underpinning the researcher presented. The introduction is followed by the Theoretical 

Discussions part where the researcher review the literature on creative industries and the meeting industry, 

presenting their shared context, defining both notions and describing their importance, major drivers and 

trends, key players and their innovative production. Next part presents the chosen Methodology and Data 

Collection process which underpin the research analysis. Results and Analysis are presented in the fourth 

part. The preceding part constitute a base for Discussions part where researcher aimed at drawing 

conclusions about the obtained results, locating them in the wider context. The ending part summarizes the 

research, presenting the main conclusions and limitations. 

Table 1. The structure of this research paper 

 

Conclusions and Limitations 

Discussions 

Results and Analysis 

Methodology and Data Collection 

Theoretical discussions 

    Introduction  
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Assumptions 

The core assumption underlining the research project is that the innovative products and services are outputs 

of creative industries. As outlined in more details in the following part, one of the distinguishing features of 

creative industries, comparing to the traditional industrial or agricultural commodities, is the ongoing need 

for innovation and novelty in order to create value and demand (Hesmondhalgh 2007). Stoneman (2010) 

introduced the concept of soft innovation and distinguishes between two main types of it. One of them is 

innovation in products that are not commonly considered functional in nature but rather offer aesthetical 

appeal (to senses or the intellect), for example music, books, film, fashion, art, video games, etc. Stoneman 

(2010) indicated that such products are located particularly in the creative industries, following the DCMS 

model. Therefore the concept of soft innovation underpins the first assumption adopted in this paper that the 

outcomes of creative industries are innovative products and services. 

Soft innovation in the meeting industry takes at least two different forms. Firstly, the innovations which have 

the origin in the meeting industry can be studied, f.ex. original and useful meeting or session formats. The 

majority of the meeting industry innovations presented in this paper, however, have an origin in other 

industries and were introduced and/or adapted to the meeting industry.  

Meeting industry connects to tourism industry (business tourism in particular). However, taking into account 

the limited scope of this dissertation, the meeting industry is studied as a separate entity without studying the 

context of a tourism industry. 

Finally, the adopted definition of a word meeting is an event where the primary activity of the participants is 

to attend educational sessions, participate in discussions, social functions, or attend other organized events 

(CIC, 2012). The purpose of meetings studied in this research is not (primarily) to celebrate which is a case 

for family gatherings,  live music concerts, cultural exhibitions; instead meetings presented in this research 

are organised to educate (inform), network, sell, motivate or inspire. 
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Definitions and Acronyms 

CIC – Convention Industry Council 

DCMS – Department for Culture, Media & Sport, United Kingdom 

ICCA – International Congress and Convention Association  

Hybrid meeting – a meeting that is organised for both onsite and online attendees  

Meeting design - the purposeful shaping of both the form and the content of a meeting to deliver on meeting 

objectives 

MSI – Meeting Support Institute 

MPI- Meeting Professionals International 

NESTA – Innovation charity wit a mission to help people and organisations bring great ideas to life 

ROI – Return on Investment (here Return on Investment on Meetings and Events) 

UNCTAD – United Nations Conference on Trade and Development 

UNESCO – United Nations Educational, Scientific and Cultural Organisation   

WIPO – Wolrd Intellectual Property Organisation 
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THEORETICAL DISCUSSIONS 

The aim of this part is to review the existing literature in the fields of the creative industries and the meeting 

industry in order to illustrate their origin, structure and dynamics, similarities, complexities and nuances in 

the context of the creative economy and the experience economy. The simultaneous presentation of both – 

creative industries and the meeting industry within the same framework reflects the main purpose of this 

paper – the analysis of the link between the meeting industry and creative industries and consequently 

presenting the innovativeness of the meeting industry. The framework of the research literature review is 

proposed in a way to support the further analysis. 

In providing the theoretical background of creative industries and meeting industry, this part is built of three 

focal points: emerging, defining and describing. The first part illustrates the emerging of creative industries 

and the meeting industry as a response to the challenges posed to the new economic reality where creativity, 

innovation and risk are necessities for the organizations. It is underpinned by theories on the creative 

economy and the experience economy. In the second part – defining – the overview of different approaches 

to defining both – creative industries and the meeting industry are presented with some attention given to the 

etymology of the words creativity and meeting. The last part describes shortly the important role that creative 

industries and the meeting industry play in the advanced economies through introducing their significance, 

key players and the value they assign to innovation. 

The particular challenge in providing the theoretical background of both concepts within the same 

framework is that the scope of the creative industries is much wider, comprising several distinct industries 

comparing to a single, meeting industry. This difference is particularly noticeable in the describing part. 

Secondly while creative industries have been rather a widely recognized concept, well-described and studied 

from different perspectives (Flew, 2013; Hartley, 2005; Caves, 2000; Florida, 2002) there is a clear shortage 

of comprehensive academic literature about the meeting industry (Hansen, 2010; Beaulieu and Love, 2005). 

The meeting industry is an emerging industry; with increasing number of university courses on event or 

meeting management (Cecil, Reed and Reed, 2011). The vast majority of the books concerning the meeting 

industry are written by the meeting industry practitioners, therefore are often subjective and providing with 

practical solutions on the meeting organization. A widely credited book in the meeting industry is Meeting 

Architecture, a manifesto, in which Maarten Vanneste (2008) proposes a new way of thinking about 

meetings that focuses on their content and other overlooked elements that contribute to achieving meeting 

objectives (MPI, 2013). On the academic level, there are a few articles casually analyzing some problems 

within the industry and a very few books, with Tony Rogers’s (2003) review of the conference industry as 

particularly outstanding. Much more academic literature exists around the event and their management; 
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however meetings are only one type of the events and deserve specific attention. To summarize, there is a 

significant discrepancy in the amount of the literature around the creative industries comparing the meeting 

industry; this inconsistency is noticeable throughout this part.  

Despite of the above challenges in presenting the theoretical background of both concepts within the same 

theoretical framework, such an approach was adopted as supporting the main purpose of this paper – analysis 

of the connections between them. Additional rationale is that both concepts were born in the parallel 

economic context. 

Emerging 

Historical background 

The idea of creative industries has relatively short and unusual genealogy - was born at the end of twenty 

century as a response to an increasingly important role of intangibles as a value creators and an rising 

importance attached to new ideas as primary source of new value, both recognized as a central elements of so 

called knowledge economy. It was initially present on the public policy level rather than academia and its 

analysis has been typically conducted in national orientation (Flew, 2013). 

The business of conferences forms part of the meeting industry, relatively new fraction of MICE industry – 

or even in the broader context – business tourism (Hansen 2010). People are meeting since the dawn of the 

history - Shone (1998) traces the evolution of meeting since Roman times in Britain and Ireland – but the 

phase meeting industry is of very recent origins, roughly second half of the 20
th
 century (Roger, 2003). The 

recent intensive development of the meeting industry is the result of increasing demand on professionally 

organized conference with intense knowledge exchange, network building, inspiring and motivating the 

participants (Vanneste, 2008); Rogers (1998) use the term twenty-fist century industry to describe the 

conference industry. 

Numerous theories and concepts such as creative economy, creative class and experience economy are 

closely associated with creative industries and the meeting industry, co-creating the economic landscape of 

their emergence. Firstly the context of the creative economy (Howkins, 2001) will be described which place 

the creativity and knowledge at the core of economic growth and development. Secondly, the experience 

economy theory will be added to this context which argues that the modern economies are in the process of 

shifting from service to experience economy; experiences understood as creating the involvement in a 

personal and memorable way.   
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Creative economy  

At the threshold of the twenty first century John Howkins in his The Creative Economy, How People Make 

Money from Ideas argued that the creative economy will be the dominant economic form in the twenty first 

century; hence thinking about the information society is no longer enough. Neither creativity nor economics 

are new concepts but what is new is the nature and extent of the relations between them, and how they 

combine to create extraordinary value and wealth (Howkins 2001, p.VIII). People are social being who - 

once satisfying their first needs - are seeking for the highest level of Maslow’s pyramid - self-actualization 

Therefore Howkins argues that modern societies whose materials needs are largely satisfied and who have a 

quite high amount of disposal income will remix their ambitions and put a premium on matters of the mind 

and that the market will evolve to meet these needs (2002, p.XV). 

The creative economy consists of the transaction in the creative products which can be summarized in the 

creative equation that is CE = CP x T where (CE), creative economy is a result of (CP), creative products 

multiplied by (T), the number of transactions. Each transaction may have two complementary values: the 

intangible, intellectual property and the value of a physical carrier or platform (Howkins 2001, p.XIV).  

There are a few more authors who underlined the creative changes in the advanced economies and 

importance of the creative industries. Initially the concept of creative industries was studied on the public 

policy levels; Richard Caves (2000) has noticed the need to include them in the economic discourse. In his 

book Creative Industries. Contract between art and commerce, Caves (2000) conducted the solid economic 

analysis of the creative industries in which he proposes that the creative activities are characterized by 

several properties: the uncertainty of demand (nobody knows up front which products will be successful and 

which not). Cave uses the term of art for art’s sake to describe the creative workers mentality who, while 

being passionate about their product, will behave in contradiction to the rational market labour theory. 

Moreover the  infinite variety of diverse and vertically differentiated skills are required. According to Caves 

(2000), all these characteristics hamper the process of making the specific plan at any stage of the business 

activities. 

Florida (2002) argued that the age we are living now is the enormous social and economic transformation, in 

its scale at least as big as the transformation from agricultural to industrial economy roughly a century ago. 

His creative class theory assumes that the economic growth is related to the ability of a particular economy 

to attract the creative class; defined in a great simplification as a group of open-minded, creative and highly 

educated decision makers. He predicts therefore that the creative class will be the dynamo of growth and 

changes in the twenty first century. 
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Experience economy 

Pine and Gilmore (1999) brought to the economic discourse the notion of experience, existing but previously 

not articulated genre of economic input, which tend to be mixed with services. Basing on the experience 

economy theory, experiences is a fourth economic offering after service, good or commodity and the 

experience economy is the next economy following the agrarian, industrial – and the most recent – service 

economy.  

The emerging of the experience economy is related to the rapid changes in technology (which empowers 

some experiences), increasing competitiveness aiming to the continuing need of differentiation and the 

nature of economic value and its natural progression from commodities to goods to services and then to 

experiences (Pine and Gilmore 1999, p.5). 

The difference between experience and services is that an individual, who buys service, receives a set of 

intangible activities conducted on his behalf. However, when paying for experience, the individual is 

purchasing the series of memorable events that a company stages to engage him in a personal way (Pine and 

Gilmore 1999, p.2). Experience understood as an economic activity appears when a company intentionally 

uses services as the stage and goods as props to engage an individual (Pine and Gilmore 1999, p.11). 

Therefore commodities are fungible, goods are tangible, services are intangible and the experiences are 

memorable.  

Economic offering Commodities Goods Services Experiences Transformations 

Economy Agrarian Industrial Service Experience Transformation 

Economic function Extract Make Deliver Stage Guide 

Nature of offering Fungible Tangible Intangible Memorable Effectual 

Key attribute Natural Standardized Customized Personal Individual 

Method of supply Stored in bulk Inventoried after 

production 

Delivered on 

demand 

Revealed over a 

duration 

Sustained through 

time 

Seller Trader Manufacturer Provider Stager Elicitor 

Buyer Market Customer Client Guest Aspirant 

Factors of demand Characteristic Features Benefits Sensations Traits  

Table 2. Distinctions between the economic offerings 

 Source: Pine and Gilmore (1999), p.170 
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This theory assumes that experiences are not a final offering. In the nature of economic progression, 

companies will aim towards customization of the experiences – adjusting them to the precise needs of 

individuals thus – to some extent – changing this individual. Customization of the experience will naturally 

turn into the transformation, the fifth and the final economic offering. 

Comparing Howkin’s creative economy to the experience economy, both theories assume that in the modern 

societies with a relatively high amount of disposal income customers are looking for self-actualization and 

one way to achieve it is through providing them with the memorable experiences. To design them in a way to 

be outstanding from the competition, a company is now required to use the creative solutions. Lyck (2013) in 

her work presents the short overview of above described theories and concepts and bind them together into 

an umbrella concept of creative economy complex as she argues that they are all dealing with the same core 

problematic. However, she underlines that the understanding of each particular notions and theories are 

crucial in capturing the broader pictures of the creative economy complex. 

The outputs of creative industries are creative products which, once multiplied by transactions, create the 

creative economy; hence creative industries co-create the creative economy. The creative industries business 

activities are often much more than just a service, aiming at making the experience for their users (ex. 

performing art, film and radio, video games). 

Mehmetoglu and Engen (2011) have conducted the empirical examination of the experience economy in 

tourism where experience has long been vital for its customers. Goldblatt (2000) argues that with recent 

changes in the technology individuals are looking for some ‘high touch’ experiences to balance the high tech 

influence in their lives – therefore events remain the effective means of providing high touch experience. 

Nowadays meeting professionals are aiming at providing attendees with much more than just a service – they 

want to create a memorable experience for them. Sperstad and Cecil (2011) argue that critical role in 

providing the meeting experience plays the conference’s logistics. Exclusive travel and hotel accommodation 

are definitely enhancing the participant experience; however the way of presenting the content and achieving 

the conference’s objective also contributes to the positive experience.  

Defining 

Creativity 

There is no single definition of creativity; however it appears to be a general consensus among researchers 

that creativity involves something original and useful (Sternberg and Todd, 1999). The definition proposed 

by Martindale (1995) states: a creative idea is the one that is both original and appropriate for the situation 
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in which it occurs. The limitation of the above definition is that it raises the question of how original and 

how useful an idea needs to be in order to be considered creative. 

The way how to study and measure creativity differs among researchers. Rhodes (1961) introduced four 

different approaches to the problem of creativity: the creative environment (the environment in which the 

creation becomes about), the creative product (the product of creating), the creating process (the process of 

creation) and the creative person. Brown (1989) is distinguishing between creative process vs. creative 

products which underline the major distinction whether creativity should be studies as an individual 

cognitive ability or as a unique actual production which only few individuals manage to reach. Another way 

of approaching the problem of creativity is the distinction between trait creativity (creative ability of an 

individual, normally distributed among population) and achievement creativity (the social success of the 

product of this ability, roughly distributed among the population) (Eysenck, 1995).  

The belief that everyone is creative, termed trait creativity comprises the base of the Florida’s creative class 

theory. Creative process and creative products approaches to creativity constitute part of Howkins’s creative 

economy notion. Howkins (2001) defines creativity as an ability to generate something new which is closely 

in line with creative process approach. He underlines however that only when that creative ability produces 

an idea with economic implications or a tradable product it becomes the economic activity. Hence he defines 

the creative product as an economic good or service that results from creativity and has economic value 

(2002, p.X) which is covering described in the previous paragraph the creative product approach to 

creativity.  

Creative Industries  

On the first view, the notion of creative industries seems to be a crash-merge of two terms. Creative seems to 

be exclude the organization on an industrial scale and emphasize individual potential while industries seems 

to preclude the human creativity from the consideration and bring in mind large-scale production enterprise 

(Hartley 2005). In fact, a new term creative industries combines two older terms: creative arts (individual 

talent) and cultural industries (large scale) in the context of creative economy, but it also coexists with a 

variety of other broadly cognate terms including copyright industries, content industries, cultural-products 

industries, cultural creative industries, cultural economy (Flew 2013, p.2). Therefore the combined notion of 

creative industries links the creative thinking process (individual talent) with the series of activities of 

producing and providing with goods (large scale). It is a mix that exploits the fuzziness of the boundaries 

between creative arts and cultural industries, freedom and comfort, public and private, state-owned and 

commercial, citizen and consumer, political and personal (Hartley 2005, p.18). Its value is not limited to the 

economic actions but extends to the contemporary models of social development (Hartley 2005, p.3). 
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When defining creative industries, the broad and deep questions need to be considered (Flew 2013). The 

former asks which sectors should be included in the concept of creative industries, while the latter question 

the interconnectedness between creative and non-creative activities of each sector.  In terms of the 

relationship between production and distribution in the creative industries, Hesmondhalgh (2007) has 

differentiated between publishing and broadcasting models. Economist Cave (2000) distinguished between 

simple cultural goods (typically produced by an individual or a small group) and the complex cultural goods 

(as a result of the multifaceted team-based production). Flew (2012) underline that it is fundamental to note 

that one sector of the creative industries may be defined across several of the above described taxonomies. 

Despite the challenges in defining the comprehensive domain where the creative industries act, several 

different models have been developed in recent years in order to provide a systematic understanding of the 

structural characteristics of the creative industries.  The UK DCMS, Symbolic text, Concentric Circles, WIPO 

Copyright, UNESTAD, UNESCO and NESTA models will be briefly presented not to reach a final consensus 

about the concepts but to understand their evolution. 

First widely used definition of creative industries, DCMS (Department of Culture Media and Sport, United 

Kingdom 1998) has been in existence since the earliest estimates were produced in 1998. The DCMS defines 

the creative industries as those industries which are rooted in individual creativity, skill and talent and have 

a potential for wealth and job creation though the generation and exploitation of intellectual property 

(DCMS 2011, p.6). The original list prepared by DCMS contains 13 sectors, from the highly capital-

intensive to the highly labour-intensive; from traditionally understood artistic sectors to those which are 

highly marketable in their nature (Flew 2013). The list remains the same since its creation which is 

considered crucial on a public policy level for allowing comparison over time (Creative Skillset, 2013). The 

Symbolic Text model introduced by Hesmondhalgh (2002) arises from the critical-cultural studies and is 

considering high or serious art as a province of the social and political establishment and therefore stress the 

popular culture instead. This model illustrates the process by which the society’s culture is formed via the 

industrialized production, dissemination and consumption of the symbolic text conveyed by means of 

various media (UNCTAD, 2010). Hesmondhalgh’s core creative industries deal primarily with the industrial 

production and circulation of text and are directly involved in the production of social meaning (2007, p. 

12). The Concentric Circles model was first developed by cultural economist David Throsby (2001) and is 

based on the assumption that the cultural value of goods is what gives creative industries their most 

differentiating characteristics. The model draws distinctions between the core, wider and related industries 

based on the centrality of cultural value to the final product or the centrality of creative inputs to the 

production of a particular cultural product. The copyright industries model is developed by World 

Intellectual Property Organization (WIPO, 2004) and it underlines ‘the intellectual property as the 

embodiment of the creativity that has gone into the making of goods and services included in the 

classification’ (UNCTAD 2010, p.6). The model distinguishes between industries involved directly or 
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indirectly in the creation, manufacture, production, broadcasting and distribution of the copyrighted works 

(WIPO, 2004) between industries directly involved in the production of the intellectual property (core 

copyright industries) and other that are necessary to convey products and services to customers 

(interdependent and partial copyright industries).  

UK DCMS model Symbolic text model Concentric circles 

model 

WIPO copyright model 

 Core cultural industries Core creative arts Core copyrights industries 

Advertising Advertising Literature Advertising 

Architecture Film Music Collecting societies 

Art and antiques market Internet Performing arts Film and video 

Crafts Music Visual arts Music 

Design Publishing  Performing arts 

Fashion Television and radio Other core cultural industries Publishing 

Film and video Video and computer games Film Software 

Music  Museums and libraries Television and radio 

Performing arts Peripheral cultural industries  Visual and graphic art 

Publishing Creative art Wider cultural industries  

Software  Heritage service Interdependent copyright industries 

Television and radio Borderline cultural industries Publishing  Blank recording material 

Video and computer games Consumer electronics Sound recording Consumer electronics 

 Fashion Television and radio Musical instruments 

 Software Video and computer games Paper 

 Sport  Photocopies, photographic equip. 

  Related industries Partial copyright industries 

  Advertising Architecture 

  Architecture Clothing, footwear 

  Design Design 

  Fashion Fashion 

   Household goods 

   Toys  

Table 3. The overview of creative industries classifications. Source: NESTA (2006) 
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Another extended definition of the creative industries was proposed by UNCTAD (2004) which relies on 

enlarging the concept of creativity from activities having a strong artistic component to any economic 

activity producing symbolic products with a heavy reliance on intellectual property and for as wide market 

as possible. The UNCTAD model differentiates between upstream activities (traditionally understood 

cultural activities) and downstream activities (much closer to the market) and argues that the second group 

derives its mercantile value from low reproduction costs and easy transfer to other economic domains. The 

UNCTAD classification is divided into four broad groups: heritage, arts, media and functional creations; it 

also illustrates the interconnections of the nine sectors of the meeting industry are presented in the Table 4. 

 

 

 

 

Creative 
industries 

Traditional 
cultural 

expressions 
(Art crafts, 

festivals and 
celebrations) 

Performing 
Arts (Live 

music, 
theathre, 

dance, opera, 
circus, 

puppetry, etc.) 

Audiovisuals 
(Film, 

television, 
radio, other 

broadcasting) 

New media 
(software, video 
games, digitized 

creative 
content) 

Creative 
services 

(architectural, 
advertising, 

creative R&D, 
cultural & 

recreational) 

Design 
(interior, 
graphic, 
fashion, 

jewellery and 
toys) 

Publishing 
and printed 
media (books, 
press and other 

publications) 

Visual arts 
(paitings, 

sculptures, 
photography 
and antiques) 

Cultural 
sites 

(archeaological 
sites, museums, 

libraries, 
exhibitions, 

etc.) 

Table 4. UNCTAD classification of creative industries  

Source: UNCTAD, 2010 
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Another model hasbeen developed byy the United Nations Educational, Scientific and Cultural Organization 

(UNESCO). In its Framework for Cultural Statistics, the six direct domains and two related domain were 

introduced as comprising the cultural and creative industries (UNESCO 2009, p. 22-32): 

1. Cultural and natural heritage: museums; archaeological and historical places, cultural landscapes; 

natural heritage; 

2. Performance and celebration: performing arts; music; festivals; fairs and feasts; 

3. Visual arts and crafts: fine arts; photography; crafts; 

4. Books and print media: books; newspapers and magazines; other printed matter virtual publishing; 

libraries; book fairs 

5. Audiovisual and interactive media: film and video; television and radio; Internet TV and 

podcasting; video games; 

6. Design and creative services: fashion design; graphic design; interior design; landscape design; 

architectural services; advertising services. 

In addition, there are two related domains: 

7. Tourism, hospitality and accommodation; 

8. Sport and recreation, including amusement parks, and theme parks and gambling. 

Flew (2013) pointed out that the strong point of the UNCTAD and UNESCO models that they have been 

developed based on various cultural statistics collected on the national level to serve the public policy 

purposes. Moreover one creative sector may be defined across several of these taxonomies. 

Meeting  

Since there is tremendous ambiguity in the group of words used to describe the social act of gathering (such 

as event, meeting, convention, congress or conference) there is no consensus in the academic literature and 

business practices about the ways to use them as well as their distinctive features (Hansen, 2010). In fact, 

these terms are often used interchangeably (Sperstad and Cecil, 2011). The Accepted Practice Exchange’s 

Glossary (Convention Industry Council, 2014) presents definitions of some of the words: event, meeting, 

conference, convention, congress, presented in the alphabetical order in the Table 5. 
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Conference 1) Participatory meeting designed for discussion, fact-finding, problem solving and consultation.  

2) An event used by any organization to meet and exchange views, convey a message, open a debate or give 

publicity to some area of opinion on a specific issue. No tradition, continuity or timing is needed to convene a 

conference. Conferences are usually of short duration with specific objectives, and are generally on a smaller 

scale than congresses or conventions. 

Congress The regular coming together of large groups of people, generally to discuss a particular subject. A congress 

will often last several days and has several simultaneous sessions. The length of time between congresses is 

usually annual, although some are on a less frequent basis. Most international or world congresses are latter 

type; national congresses are more frequently held annually.  

Convention Gathering of delegates, representatives, and members of a membership or industry organization convened for a 

common purpose.  Generic features include educational sessions, committee meetings, social functions, and 

meetings to conduct the governance business of the organization.  Conventions are typically recurring events 

with specific, established timing. 

Event An event where the primary activity of the participants is to attend educational sessions, participate in 

discussions, social functions, or attend other organized events. There is no exhibit component .  

Incentive  A meeting event as part of a programme which is offered to its participants to reward a previous performance. 

Meeting  An event where the primary activity of the participants is to attend educational sessions, participate in 

discussions, social functions, or attend other organized events. There is no exhibit component. 

Table 5. Definitions' overview of concepts related to the meeting industry  

Source: own table based on  Exchange’s Glossary (CIC, 2014a) 

 

Sperstad and Cecil (2011) propose the framework which breaks events into three categories: meetings, 

business events, and social events depending on their purposes. Meetings (ex. conferences, symposiums, 

board meetings, and committee meetings) are organized to educate, network, inspire, or motivate the 

participant to change behavior. The purpose of the business event is more to inform or motivate employees 

and/or customers to purchase some products or services, driving business to the exact organization. 

Examples of the business events are: trade shows, sales training, product launches, customer events, 

incentive trips, and award recognition programs. Social events focus mainly on the celebration or 

entertainment (family-oriented events, civic or local community event, cultural fairs, and festivals). 

  



25 

 

 

 

 

 

 

 

Table 6. Framework for meetings, business events and social events  

Source: Sperstad and Cecil (2011) 

Meeting industry   

The presented approaches describe an event as the broadest term describing the social gathering which – in 

its scope – go beyond the concept of the meeting industry. The complexities and nuances in distinguishing 

between the various form of the social gathering and their purposes have the reflection in the confusion 

around the name of the industry. In this paper, the word meeting, understood as the output of the meeting 

industry, will be used consistently. Meeting describes in this paper serve the learning (informing, selling), 

networking (selling) and motivational purposes; meeting in this paper include meetings and business events 

following the Sperstad and Cecil definition. 

The review of the limited academic around the meeting industry encounters several terms describing it, just 

to name a few: MICE (Meetings, Incentives, Conventions and Exhibitions) industry (Van der Wagen, 2001), 

MCE (Meetings, Conventions and Exhibitions) industry (Maskell, Bathelt, Malmberg, 2006 ), Meeting 

Industry (Sperstad and Cecil, 2011), Meetings Industry (Davidson and Cope, 2003), Meeting Planning 

Industry (Beaulieu and Love, 2005), the Conference Industry (Rogers, 2003); in some reviews meetings 

  

     

 

Business         
Events 

              Purpose: 
Inform and Sell 

Social 
Events 

Purpose: 
Celebrate 

 

Meetings 

Purpose: 

Educate and 
Network 

Motivate 

and Inspire 
Entertain 

 Conferences 

 Symposiums 

 Board Meetings 

 Trainings 

 Commitee 

Meetings 

 Conventions 

 Customer Events 

 Product Launches 

 Incentive Trips 

 Tradeshows 

 Award and 

Recognition 

 Sports Events 

 Weddings 

 Parades 

 Fairs and Festivals 

 Concerts 

 Reunions 

 Birthdays, 

Anniversaires 

 Civic events 

Meetings and business events drive ROI and business results. Social events focus on enjoyment. 

All of these events create meaningful experiences in temporary communities. 
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constitute the part of the tourism industry – more specifically business tourism (Lyck, 2013). Hensen (2011) 

proposes the following distinction: the business of conferences forms part of the meetings industry, which is 

also referred as the MICE industry (meetings, incentives, conventions, and exhibitions). From the wider 

perspective, the meetings industry constitutes a part of the tourism industry or more specifically, the 

business-tourism industry.  

The meeting industry is commonly accepted term in the business practices and industry’s biggest 

associations as MPI, ICCA or CIC, with their industry research and designation, refers to the meeting 

industry term. According to ICCA (2014) there has been recently an industry-driven initiative to – instead of 

using the MICE industry label and move to the meeting industry which encompasses all the above. There is a 

shortage of research why did this change happen – a few possibilities could be: the connotation with the 

word mice which in the common language is plural form to describe mouse animal; the acronym MICE was 

unclear for people outside from the industry causing problem with understanding what are the industries’ 

practices or perhaps meetings are the core differentiator of the industry’s product in the market; or simply the 

word meeting in its generic nature can comprise all or most of the other terms. 

Describing 

Economic significance 

Creative industries 

The creative industries differ significantly in scale, organization and sector of economic activity that they are 

hardly recognizable as a coherent object of analysis (Hartley 2005).  The lack of one comprehensible 

definition of the creative industries concept together with serious diversification among their sectors as they 

all have some unique characteristic make it particularly challenging to illustrate their overall economic 

significance; instead particular sectors of creative industries are described independently. However, the 

economic study of creative industries is crucial as it helps understanding new forms of the organization and 

management (Townley and Beech 2010).  

Creative industries – variously defined - constitute already significant part of advanced economies (Hartley, 

2005, (Bilton 2007, Work Foundation 2007). According to the UNCTAD report (2010) creative industries 

are making a significant contribution to national economies and at the global level; however the breadth and 

various definitions of the concept make it difficult to agree upon reliable and comparable economic, cultural, 

social or technological indicators. Hence, international trade remains the only key indicator to measure the 

creative industries’ impact on the worldwide level. When measuring the impact of creative industries, 

Howkins (2001) underlines that just looking at the value generated within the creative industries is not 
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enough as it is crucial to add the impact they have (through their skills and the business models) to create a 

value in other industries.  

The challenges that the creative industries pose are conditioned by indeterminacy or unknowability of the 

creative production process and the factors affecting its consumptions (Caves 2000). Organizational practice 

in the creative industries needs to deal with dilemmas and paradoxes, manage in the states of uncertainty and 

unknowability and therefore challenge the traditional and structured ways of managing people, production 

and the marketing channels to clients (Townley and Beech 2010). 

Referring to the UNCTAD report (2010), the major drivers responsible for the remarkable growth in the 

creative industries, can be seen in both technology and economics. Digital revolution and the economic 

environment in which this revolution has taken place created the space for the creative industries to rise. The 

convergence of multimedia and telecommunication technologies has brought the integration of the means by 

which creative content is produced, distributed and consumed. Significant growth has been observed in the 

range of media through which creative content is converted to consumers (video-on-demand, music 

podcasting, streaming, computer games etc.). This phenomenon obviously generates an increasing demand 

for creative content which forces new forms of creative and creative expression. 

Meeting Industry 

The meeting industry is a multi-billion dollar a year business (Hansen, 2011).  It is fundamental to 

understand the economic importance of the meeting industry as a benefactor to local and national economies, 

a job creator and sustainer, an income generator and finally – a vehicle for attracting investment. While 

constituting significant share in the advanced economies, still very little is known about dynamics and a size 

of the industry (Rogers, 2003). The main sources of the industry’s statistics and analysis are carried out by 

the industry’s associations such as CIC, ICCA, MPI, however access to most is reserved for their members. 

A comprehensive analysis of the economic significance of the meeting industry, but only in the US market is 

presented by Convenion Industry Council (CIC, 2012). Following the key findings, in 2012 1.83 million 

corporate and business meetings, trade shows, conventions, congresses, incentive events and other meetings 

take place in the U.S, resulting in:  $280 billions in direct spending, 1.78 millions U.S jobs, $115 

billions contribution to GDP, $28 billions in federal, state and local tax revenue, $66.8 billions in U.S. labor 

income. On the national level, the statistics around the meeting industry’s economic activities are included 

into national tourism statistics; on the global level World Tourism Organisation (WTO) provide the 

comprehensive statistics on the global tourism (Rogers, 2003). Goldblatt (2000) argues that a careful analysis 

of the economic, educational, and sociological changes within the meeting profession and society in general 

provides evidence that this profession is growing and the prospects for long-term health are excellent. 

The meeting industry is also very susceptible for overall market condition as the demand for them increases 

with the income’s rise. Similar to the creative industries, the foremost drivers responsible for the remarkable 
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growth in the meeting industry can be found in both technology and economics. The increasing 

competitiveness of the economy creates a demand for more advanced and successful marketing channels for: 

communicating the organisation message efficiently to employees, building and enhancing relationship with 

customers; providing attendee with learning, networking opportunities and inspirations; generating ideas for 

the organisation; creating high demand for innovative products and services. At the same time, the economic 

downturn has posed the pressure on the meeting industry to prove its value by executing meetings in the 

efficient way: delivering the meeting objectives to their attendees while limiting the expenditures. The 

meeting industry is also significantly shaped by the technological convergence, technology increase the 

participants interaction not only during (through the mobile apps, voting systems, co-creation software, video 

conferencing systems for online attendees) but also before and after the meeting (mainly social media 

channels). 

Key players 

Creative industries 

Creative workers are the vast multinational workforce of talented people combining their creativity and 

value at work. According to Hartley (2005), from the historical point of view, this group has been very 

weakly unionized, usually around mutually divided, specialist occupational groups. Lately, some form of the 

unified workforce is emerging among creative individuals so that individual with the right talent can find the 

employment across several industries. However, their bargaining power is still pretty low as creative workers 

are operating mainly as the sole traders and freelancers. Therefore the creative workers are increasingly 

casual, part-time, freelance, and relying on the portfolio career (Hartley 2005).  Similar definition was 

presented by Florida (2002) who termed creative class a group of professional, scientific and artistic workers 

whose presence generates economic, social and cultural dynamism. More specifically, the creative class 

includes people whose economic function is to create new ideas, new technology or generate new creative 

content, for example involved in science and engineering, architecture and design, education, art, music and 

entertainment (UNCTAD, 2010). 

The user is a novelty seeking consumer who is willing to ‘change his minds’ about what he likes (Cave, 

2000). It is a consumer who is a final and independent reviewer of the creative product or service; the 

economic value of creative output cannot be measured until a consumer actually used it. Consumers are the 

vital determinant of the success, but at the same time they play very little direct part in the productive 

process (despite a few sectors as games and interactive software) (Hartley 2005). According to Flew (2013) 

one of the important characteristics of modern economies is that the lines between producers and customers 

are blurring as – at one level the success of creative producers is dependent on the audience. 



29 

 

The creative entrepreneur is a person who is able to transform ideas into creative products or services for 

society. This term derives from the concept of ‘cultural entrepreneurship’ as it deals with strategy formation, 

organizational design and leadership in a cultural context (UNCTAD 2010).  

According to Hartley (2005), creative industries cannot be defined at the level of the organization yet. The 

process of identifying its characteristic is slow and pretty complex even among these businesses that are the 

most obviously devoted to the creative production. The particular challenge is that there is no single business 

or production model that comprises the entire creative industries sector (Flew, 2013). According to a 

UNCTAD report (2010), the organizational structure in the creative industries can be described as “missing 

middle” because of a small number of large international companies and large number of local micro 

enterprises, very often sole traders. 

The association – creative business has been slow to recognize common interest with other creative 

businesses, therefore have not formed cartels or lobby organization in which the interest of each are 

considered and promoted to the public and government as an interest of all (Harltey 2005). 

Meeting industry 

Since the meeting industry is one-industry term, the analysis of its key players is peculiar in comparison to 

the creative industries. The structure of the meeting industry – similarly to the typical industries – consists of 

buyers and variety of suppliers (Rogers, 2003; Davidson and Cope, 2003). There are several industry’s 

associations in the market; a few biggest will be introduced briefly. 

Industry buyers are commonly called Meeting Planners (Beaulieu and Love, 2008) or Meeting Professionals 

which is a more general term including more niche job descriptions like Meeting Designer or Meeting 

Architect, Facilitators, Moderators and Trainers who also involved in orchestrating meetings. Corporate 

Meeting Planner/Professional is an in-house employee of the corporation who plans the meeting in his 

corporate environment (Beaulieu and Love, 2008). Association Meeting Planner/Professional is a person 

who is planning meeting within all kinds of membership or non-profit organization (Beaulieu and Love, 

2008); this term quite often includes the public servants who are planning the meetings for the public 

institution. Agency Meeting Planner or Professional Conference Organizer (PCOs) is an employee of the 

meeting planner agency; they are normally hired by the organizing committees either to take charge of the 

entire meeting planning process or to assist the corporate or association meeting planner with selected tasks 

(Hansen, 2010). If those people run their own, one person business, they are called Individual Meeting 

Planner/Professional. 

Suppliers within the meeting industry are divided between the hospitality and the content supporters. The 

latter consists of Technology Providers (ex. event software, mobile apps providers, maps and floor planning, 

hybrid technology, audience response system, audience interaction and engagement technology) and Audio-



30 

 

Visual and production companies who are providing support during the conference with the sound, lighting, 

staging, and recording – and increasingly with webcasting services. Suppliers on the hospitality side are 

mainly venue (most typically conference centers; including catering services), hotels (for smaller meetings 

serving also as a venue) and destination companies attracting meeting planners to the particular location (ex. 

Convention and Visitors Bureau, Tourist Organizations, Destination Management Companies).  

Associations - the meeting industry has variety of long established, substantial in their reach global industry 

associations. Many of the industry players are members of several associations at the same time which may 

suggest that their activities are an important business channel for the industry within the industry 

professional and a primary source of professional development within the industry (Hansen, 2010). A 

Convention Industry Council (CIC) represents 33 member organizations that reach over 103 500 individuals 

and 19 500 firms and properties involved in the meeting industry. Their key activity is to provide with the 

Certified Meeting Professional programme (CMP), one of the most regarded certification among the 

Meeting Professionals and well as with the Accepted Practice Exchange (APEX) which aims at bringing 

together all stakeholders in the development and implementation of industry wide accepted practices and 

standards (CIC, 2014a). Meeting Professional International (MPI), the meeting industry organization 

founded in 1972 which consists of the meeting industry buyers and suppliers. Currently MPI has more than 

20 000 members, representing 86 countries, from 71 clubs and chapters (chapter is local subsidy of MPI, 

normally one per country; clubs are smaller comparing with the chapters) (MPI, 2014). International 

Congress and Convention Association (ICCA), founded in 1963, is an association that comprises a 

membership representing the core specialists in handling, transporting and accommodating international 

events.  ICCA network over 950 suppliers, with members in 88 countries (ICCA, 2014). 

Innovative production 

Creative industries 

One particular challenge in the creative industries’ production is that risk, novelty and innovation play 

central roles in the development of new products and services in the creative industries. Hesmondhalgh 

(2007) has summarized some distinguishing features of creative industries compare to the traditional 

industrial or agricultural commodities: 

- The immateriality of the product which intangible use-value that resides in the message conveyed 

rather than its material form; 

- The ongoing need for the innovation and novelty in order to create new value and demand; 

- Highly variable shelf-life of cultural products, from those that lose almost all value after the initial 

distribution to those that maintain cultural value over decades and event centuries; 
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- The quasi-public good status of many cultural commodities which means that consumption by one 

person does not exclude consumption by others, so called non-rival goods; 

- High costs of development of the original products, combined with near-zero costs of producing and 

circulating copies, making ii difficult to relate prices to costs of production. 

In identifying what is that particularly differentiates the creative industries from other industries, much 

attention has been given to the distinctive role played by innovation (Flew 2013). Although the need for 

product innovation is a characteristic for all consumers industries as a form of competitive strategy, it is only 

in the creative industries that extremely rapid product innovation is a central condition of existence (Collins 

et al. 1988, p.9).  

Paul Stoneman’s (2010) proposed the definition of the soft innovation, which may be particularly applicable 

in the creative industries (Flew, 2013). Stoneman (2010, p.22) has proposed the concept of soft innovation 

which he termed as innovation in goods and services that primarily impacts upon aesthetic or intellectual 

appeal rather than functional performance and distinguishes between two main forms of it. The first 

involves innovation in products that offer aesthetic appeal or appeal to the sense of intellect but not 

necessarily are functional in nature; the second are aesthetic innovations in typically business-oriented 

industries which output is typically considered functional rather than aesthetic (ex. marketing). Paul 

Stoneman’s soft approach to innovation has broadened the OECD definition of innovation, which 

emphasizes technological product and process innovation (OECD 2006). According to the UNCTAD report 

(2010) in the creative industries, there are very high rates of soft innovation.  

Flew (2013) poses an interesting question about the future of the creative industries -  if trends towards 

greater levels of innovation, and new applications of creativity, are being identified as becoming more 

general features of the creative economy, can the ongoing seek for novelty and innovation will continue to be 

a distinguishing feature of creative industries from other industries?   

Meeting industry 

The Hesmondhalgh’s (2007) distinguishing features of the creative industries can also be used in the meeting 

industry. Similarly to the creative industries, there is a strong focus on innovation in the meeting industry 

(MPI, 2013a). There is no comprehensive study on how innovative is the output of the meeting industry in 

general; however numerous trends in the meeting industry’s production are perceived individually (MPI, 

2013b).  

The 4Ps model fo innnovation  (Bessant and Tidd, 2013) distinguish between the product, process, position 

and paradigm innovation. Product or service innovation refers to a change in the organisation offering which 

is directly observed by the customers; process innovation which redefine the way the products are created or 

delivered; position innovation changing the positioning of an establised product to another context; paradigm 
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innovation which changes the dominant paradigms of an organisation or a sector. Examples of all types of 

innovations can be found in the meeting industry nowadays, however this research paper mainly presents the 

product innovation (changes in products and services from the meeting industry) and position innovation 

(introducing and adjusting the external innovations to the meeting industry). Some examples of the process 

innovation in the meeting industry is presented in the background. 

Nowadays meetings are more than just a passive listening (Rogers, 2003). One of the recent innovations 

within the meeting industry is the attention given to the meeting design (MPI 2013a) which stands for the 

objective-based aaproach to plan and execute the meetings with a use of different tools. Vanneste (2008) in 

his Meeting Architecture theory proposed four-stage process for meetings summarized by the IDEA acronym 

which consists of Identifying objectives, Designing, Executing and Asessing  the meeting. Meeting design is 

therefore a second stage of the process which should be based on the meeting objectives. Hence the meeting 

professionals (in Vanneste’s terminology Meeting Architects) should have their toolboxes with lots of 

available tools for meeting design; Vanneste (2008) summarized all these tools in CHATTY acronym which 

stands for Conceptual, Human, Art, Technical and TechnologY tools.  

The focus on interactive learning is another improvement within the meeting industry. It is commonly 

accepted within the meeting industry that one of the key meeting objectives is learning, thus the meeting 

professionals should take into account studies on the adult learning and know how to apply them in the 

practice. Elsborg and Ravn (2007) conducted comprehensive studies on what they term learning meeting and 

conference and proposed several methods and techniques to increase attendees’ learning at the meetings.   

Another example of innovative production, one of the methods to increase the interaction between attendees 

plays with the format of the meeting or a session. Currently meetings can be designed and executed in non-

traditional setups, chosen in line with the meeting objectives. There is an unmeasured number of meeting and 

session’ formats and their number is constantly increasing, just to mention a few the most recognizable: 

Open space by Harrison Owen, World Café by Juanita Brown and David Isaacs, Conference That Works by 

Adrian Segar. 

The rapid changes in technology are translated into the meeting industry’s business practices. The new 

features of video conferencing systems allow online participants not only to listen the presentations online 

but also to interact with other online participants and even – through robot participant – with the onsite 

audience; so called hybrid meetings, connecting both onsite and online audience, has recently became the 

everyday practice in the industry. Social media channels allow the participants to connect already before the 

event; interact during and after the event; the voting systems allow for more interaction between the speaker 

and audience; thanks to the co-creation or idea generation software the input of each individual can be 

collected at the same time; audience can learn while being entertained through gamification software. 
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METHODOLOGY           

AND DATA COLLECTION METHODS 

This part presents a methodology founding the process of collecting and analysing data. Research onion 

(Saunders, Lewis and Thornhill, 2012) serves as a structure for depicting the issues underlying the choice of 

data collection and analysis methods. In the first part, the research philosophy and approach, assumptions 

that underpin the research strategy and methods, are presented. It is followed by the formulation of research 

design - strategies, a methodological choice and a time horizon will define the way how the research 

question will turn into the research project. As the last, chosen data collection methods and their implications 

are highlighted in more details. 

 

Figure 1. Research onion 

Source: Saunders, M., Lewis, P., Thornhill, A. (2012) 
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Research Philosophy and Approach 

The research philosophy and approach constitute two separate outer layers of the research onion, outlining 

the most broaden area of the research project. Several assumptions about what constitutes acceptable 

knowledge, adopted by the researcher, built chosen philosophical perspective and reasoning position. It 

seems imperative to define researcher philosophy and approach prior to choosing data collection and analysis 

methods as they ar1e clearly influencing the way the research question is answered.  

Philosophy: Pragmatism 

Pragmatism affirms integrating different perspectives to enhance the interpretation of the data; it declares 

that concepts are only relevant if they support action (Kelemen and Rumens, 2008). From the 

epistemological perspective, pragmatism asserts that either or both – observable phenomena (positivism) and 

subjective meanings (intepretivism) – can provide the acceptable knowledge, dependent upon the research 

question. From the axiological view, values play a significant role in interpreting the results, with the 

researcher adopting both objective and subjective perspectives (Saunders, Lewis and Thornhill, 2012).  

Pragmatism philosophy may lead to multiple method research design, allowing a choice of whichever 

position or a mixture of research methods may serve to conduct the research (Tashakkori and Teddlie, 2010). 

It is the research question that should determine the most appropriate methodological choice (Nastasi et al. 

2010); thus both types of data, qualitative and quantitative, are equally valued by pragmatists (Saunders, 

Lewis and Thornhill, 2012). According to Bryman (2006), combining multiple methods is increasingly 

recommended within business research as it is likely to overcome weaknesses of using a single method and 

enhance an approach to data collection.  

In this research project, the researcher looks through the pragmatism lens to determine the position which is 

the most applicable to respond to a particular research question. In line with the pragmatism philosophy, both 

quantitative and qualitative types of data will be carried out, supporting a better understanding of the 

phenomenon.  

Approach: Inductive reasoning 

The research approach defines the chosen reasoning. For the purpose of this research, inductive reasoning 

has been enacted, in which the conclusion is being judged from the made observations (Ketokivi and 

Mantere, 2010). It is generalizing from specific to the general; known premises are utilized ro provide 

untested conclusions. Consequently in this research project data analysis serve as exploration of a 
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phenomenon, identifying patterns and creating conceptual framework (Saunders, Lewis and Thornhill, 

2012).  

Research Design 

Based on the research onion, everything included in the umbrella of the research design concept (research 

strategies, a methodological choice and a time horizon) are now depicted. The research design outlines the 

way the researcher turns a research question into a research project. The choices made in regard to the 

following three layers of research onion are subsequently influenced by the selection made in the previous 

two layers. 

Methodological choice: multiple methods research design 

This research project is an exploratory study that investigates a phenomenon that has not been clearly 

defined yet. Multiple methods research design builds the structure of this research paper. A few rationales 

behind choosing the multiple research methods for this research are as follows: providing contextual 

background to better understand the research problem; helping in redrafting of research questions; allowing 

meaning and finding to be explored, enhanced, clarified, linked; combining data to assure if the finding from 

one method mutually correspond with the finding from the other method (triangulation); improving the 

confidence of findings (Saunders, Lewis and Thornhill, 2012). 

Firstly, quantitative data collection strategy (questionnaire) is implemented to provide some insights on the 

theoretical proposition and show directions for further researcher. At the second stage, a qualitative strategy 

(case study) is used with an embedded quantitative method to expand the research problem. The researcher 

allowed triangulation by binding different data collection techniques in a one study. 

Since the researcher participates fully in the lives and actions of the informants (working within the meeting 

industry) as a part of her professional life, she takes a participant observer stance within the participant 

observation method as the studied group is also aware of the conducted study. The advantage of using the 

participant observation method for this project is expected to outline a holistic understanding of phenomena 

under study that is as objective and accurate as possible given the limitations of the method (DeWalt and 

DeWalt, 2002, p.96). The participant observation is data collection method enabling researchers to 

investigate the activities of a group of people under study in the natural setting through observing and 

participating in those activates (Kawulich, B. B., 2005). A researcher is to have a nonjudgmental attitude; 

being a careful observer and a good listener, vulnerable to the unexpected in what is learnt; being interested 
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in learning about others (DeWalt and DeWalt, 1998). Fine (2003) adds to this description that a researcher is 

expected to become a part of the studied group to the extent that its members themselves include the 

observer in their normal activity. Since the validity of the participant observation data collection method is 

stronger with the use of additional strategies, this research project collects the primary data mainly through 

the questionnaire strategy but also through a case study. 

Strategies: Survey and Case study 

Applied strategies are reflected in the previously described perspectives and choices, especially by the 

methodological choice on research design. Several different research strategies are available, both 

quantitative and qualitative, just to mention a few: experiment, survey, archival research, case study, 

ethnography, action research, grounded theory, narrative inquiry (Saunders, Lewis and Thornhill, 2012). 

As already introduced, in this research project multiple primary data collection methods are implemented. 

The initial phase is built with a survey which was directed to the random sample. A survey is a frequently 

used strategy in business research, which – as in this research project – are often used for exploratory 

research. It allows for quantitative data collection using descriptive and inferential statistics (Saunders, Lewis 

and Thornhill, 2012). 

Since this project constitutes an exploratory study, a case study was selected to explore a research question a 

real-life context and to gain a rich understanding of it. As indicated by Yin (2009), a case study is 

particularly recommended method for the research questions starting with how or why which corresponds to 

the research question of this project. In contrast to the survey strategy, where the ability to comprehend the 

context is limited, in a case study there are numbers of potential techniques of data collection.  

Time horizon: Cross-sectional 

This is a cross-sectional study explores a distinct phenomenon at a particular time (in contrast with 

longitudinal studies with long-term data collection). A cross-sectional approach is built-in a single case study 

and applied in the survey research strategy. For the purpose of this research project, data collection process 

lasted two months and a research question relates to the latest phenomenon which is depicted by currently 

available data. 
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Data Collection Methods 

Once the research philosophy, approach and design are specified, the following part zooms into the center of 

the research onion, data collection and analysis, by providing the finer details of this research (sampling 

strategy, data collection process, reliability and validity) in a three-stage process. The assumption that 

underpins the data collection process is that the innovative products and solutions are the outputs of creative 

industries. 

This research project is based on primary data collection as little amount of the secondary data supporting the 

research question is available, what explain the exploratory character of this study. Three potential ways of 

conducting the participants observation study were suggested by Werner and Schoepfle (1987, as cited by 

Kawulich, 2005), which are: descriptive observation, focused observation and selective observation. All of 

these approaches are incorporated into a data collection process presented below. 

Preparation (descriptive observation) 

The researcher has entered the meeting industry approximately two years ago, while she volunteered at one 

of the industry’s conference. At that time, the researcher observed anything and everything, while knowing 

nothing about the observed phenomenon which is named as descriptive observation (Werner and Schoepfle, 

1987 as cited by Kawulich, 2005). Since then, the researcher has gradually become a part of the studied 

group by participating in its normal activities like: industry conferences (European Meetings and Event 

Conference organized by MPI, ICCA congress, FRESH Conference) and trade shows (IMEX Frankfurt, 

EIBTM Barcelona). Roughly one year ago, a researcher has begun her full-time employment with the 

Meeting Support Institute, the association of meeting industry suppliers supporting the content side of 

meetings. 

At the preparation stage, based on the outputs of the descriptive observation, the researcher observed the 

trend within the meeting industry toward applying relatively high number of innovative products and 

solutions. Take this into account, the researcher focused her further observation on exploring the 

phenomenon of the output of creative industries being applied to the meeting industry. Simultaneously with 

the observation process, the researcher reviewed the existing theory on the creative industries. Consequently 

the researcher pointed out that: (1) meeting industry does not form part of the creative industries in any of 

reviewed definitions (presented in the theoretical discussion part); (2) various creative industries’ outputs are 

showcased in the meeting industry. Given these observations, the researcher chose to explore the link 

between the meeting industry and creative industries and consequently pose the question about the 

innovativeness of the meeting industry. 
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Questionnaire (focused observation) 

Once the research area was broadly specified, the researcher focused her observation on exploring the link 

between the meeting industry and creative industries. In order to discover this theoretical proposition, the 

researcher chose to start with sending out an internet-mediated questionnaire. 

Sampling 

The process began with identifying a suitable sample frame outlining all cases in the population. As stated in 

the literature reviewed; the researcher divided the key players of the meeting industry into four groups. The 

first one includes the meeting professionals (meeting planners, facilitator, moderators, and meeting 

designers, academics involved in the meeting industry) who are, widely speaking, industry buyers. Although 

those professions differ from each other, the researcher decided to combine them into one group for the 

pragmatic reasons of the analysis; since most of them are to be found in some ways involved in organizing 

the meetings, using the products and services offered by suppliers. The second group considers content 

suppliers, companies or individuals supporting the content side of a meeting by providing conceptual, art, 

technical and technology products and services. Third group in the sample frame is built of destination 

organisations, including diverse convention bureaus (CVBs) and destination management companies 

(DMCs). The last, fourth group in the sample frame is represented by hotels and other venues (as conference 

centers). 

Since the total population size of the meeting industry is difficult to calculate, choosing the appropriate 

sample size was problematical. The researcher, as an employee of the MSI, received an access and 

permission to use its database for sending out a one-time mailing with a link to the survey. With no budget 

available for this research and limited time, the researcher decided to ground her sample in the MSI database, 

consisting of 3482 leads. The database is constantly being cleaned and updated with the new contacts from 

the meeting industry. As the database is managed in the Mailchimp software, it is relatively easy to segment 

several groups based on the guidelines. 

3043 contacts of the MSI database, analogous to the sample frame were selected. The first group of the 

meeting professionals (buyers) consisted of 2288 leads; content suppliers (conceptual, technical and 

technology) constituted the group of 692 leads; third group, destination was represented by 34 contacts only 

similarly to the fourth group (venue and hotel) with 29 leads only. The structure of the chosen sample 

reflects the activity of the MSI which supports the content suppliers and provides the education for the 

buyers; there are few business activities with destination organizations, hotels or venues. The researcher 

decided to take into account the third and fourth group in the chosen sample given that their representative 

may be under covered comparing the other two groups. Since the MSI’s main operating region is Europe, it 

may be another source of possible sample bias as the chosen sample of 3043 consisted of 77% of Europeans, 
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North Americans represent 17%; remaining 6% represents all other continents. Despite the above challenges, 

the researcher argues that the chosen sample is representative for the population of people involved in the 

meeting industry, since it represents people of all groups identified in the sample frame, with different age, 

gender, profession. Since all of chosen contacts had an email address, thus it can be anticipated that all of 

them have access to the Internet and consequently the same access to the survey.  

In order to make statistical interference of the population, the ideal sample size was calculated as 1537 

respondents. This number was received based on the below formula, with the z-score estimated with 95% 

confidence level for infinite population, with the desired margin error at 2,5% and the assumption that 50% 

of respondents will confirm that there is a link between the meeting industry and creative industries. 

    √
 ̂     ̂ 

 
 

Preparation 

The survey was created and conducted in the eSurvey Creator online software; respondents were therefore 

asked to click on the provided link and fill in the questionnaire (see appendix 1).  The survey was built of 

four parts. Firstly, all respondents were asked to answer two general questions regarding the perceived 

connection between the meeting industry and creative industries as well as two demographic questions about 

their job position within the industry and years of experience. Once that was specified, a respondent was 

directed to the second page, changed for four groups following the sampling frame, with more targeted 

questions about their application of the creative industries outputs. In the third part, again common for 

everybody, there were two questions related to the FRESH Conference as the researcher wanted to 

strengthen a rationale behind choosing a particular case study. The concluding part constituted demographic 

questions.  

Collection 

The initial survey draft was sent to four industry professionals with more than 15 years of experiences within 

the meeting industry who was willing to take part in the pilot test. Take into account their feedback on the 

content and structure of the questionnaire, some adjustments were made. 

The email invitation to participate in the survey with provided URL was sent to the identified sample on the 

12
th
 of December 2013 at 3:00pm CET. The survey remained opened until the 1

st
 of February 2014. The 

opening rate for this e-mail campaign was 21.6% with 2.6% clicks; which is an average opening rate for the 

e-mail campaigns sent to the large segments from the MSI database. The participation in the survey was on 

the voluntary basis, thus respondents had no external motivators to participate in the survey. Nowadays 

people are bombarded with different types of questionnaires in their inboxes or popping up at websites; thus 
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it seems that the willingness to spend a few minutes to fill in the survey often depends on the topic (weather 

it is interesting for them) or if they know the person who is conducting the survey. 

The total of 78 responses were received, 9 of them were incomplete. Only 2 out of 9 incomplete responses 

were disqualified and are not included in the analysis. The remaining 7 provided some valuable answers 

therefore the researcher agreed to incorporate them in the analysis. The low response rate received (0.026%) 

forces the researcher to consider the non-response bias. However, presented in the analysis part results of the 

matriculation questions, assure that all four groups identified in the sample frame with a different age, gender 

and years of experiences in the industry were found in the respondents’ group. Since this survey was 

intended to explore the observed phenomenon, its results will serve to analyse it descriptively. However, for 

the purpose of making a statistical interference, these findings need to be further tested.   

Reliability and validity 

The survey design affects not only a response rate but also its reliability and validity. Therefore some 

important actions should be taken into account when designing a questionnaire, for instant a clear layout, 

lucid explanation of its purpose, pilot testing, carefully planned and executed delivery of completed 

questionnaires (Saunders, Lewis and Thornhill, 2012). Since the researcher was concerned about the 

response rate, the survey was designed to be short and simple, clear and consistent so that respondents find it 

easy to understand; ideally should not take more than 5 minutes of respondent time.  

The reliability of the questionnaire is indicated by the clearly formulated questions . In order to assure it, the 

pilot survey was sent before to a few individuals, and consequently overall positive feedback was received 

from respondents. While assessesing whether the questionnaire findings meet the requirements of validity, 

the researcher took into account internal (measurement validity), content validity, criterion-related 

(predictive) validity and construct validity (Saunders, Lewis and Thornhill, 2012). Researcher argues that the 

conducted survey meets the requirements of internal validity as it measures the problem specified in the 

research question; the requirement of a content validity as it provides a sufficient coverage of investigated 

question, the requirements of a criterion-related (predictive) validity as, based on the survey findings, some 

predictions can be drawn for the further analysis. However, with the low response rate, the requirement of 

construct validity is not fulfilled. Hence the research findings should be further tested to make statistical 

interference to the defined construct. 

A case study with a questionnaire (selective observation) 

Once the survey findings were revealed, the researcher chose to investigate the discovered phenomenon in 

depth. In line with the selective observation, the researcher aimed at underlining diverse activities within 
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chosen case study in order to mark the distinguished features in those activities (Angrosino and DePerez, 

2000). 

Sampling 

For purpose of this research, a single case study with a single unit of analysis was chosen. The rationale for 

this choice was that this particular case represents a unique case; therefore is worth documenting and 

analyzing. Study proposition is to explore a new area of research (exploratory); chosen unit of analysis was a 

project (a conference) with onsite participants from 24 different countries, of which 96% European 

(including Turkey and Russia). It is not possible to make a statistical inference about the characteristics of 

the population based on this case study; the purpose of research is however to get more insights into the 

researched phenomenon. The case study was chosen as a qualitative method analogous to the set purpose; 

with embedded quantitative method (survey) to increase the validity of the study.  

The FRESH Conference 2014 – or in short – FRESH14 was held between 26 – 28th of January 2014 in 

Copenhagen. It was a two-day conference, from Sunday evening until Tuesday afternoon, gathering people 

interested in meeting design. There were two ways of attending the conference: onsite and online 

participation. In total, 393 people attended at FRESH14, of which 178 were onsite and 215 online. For the 

purpose of this analysis, the onsite number is narrowed to 146 which is the total number of onsite 

participants excluding staff, production team and student volunteers. Onsite participants professions were as 

follows: 48% of them were meeting professionals (as defined in the sample frame), 35% content suppliers, 

9% coming from venue and hotels, 8% from CVB and DMC. 

In line with triangulation, in order to ensure if the finding from one method mutually corresponds with 

finding from other method, data collected from a case study, using participant observation method, was 

supported by the questionnaire conducted among the FRESH14 participants. The purpose of this 

questionnaire was to collect feedback from onsite participants of this case study on the studied phenomenon. 

Initially, the researcher aimed at conducting research among census at the closing session of the conference; 

however some respondents rejected to take part in the survey or were not presented at the closing session 

when the survey was launched. The total of 66 full responses was gathered, corresponding to a 46% response 

rate (the questionnaire was not targeted for staff, production team or student volunteers). 

Preparation 

The purpose of the case study, which is investigating the innovative products and solutions applied in the 

meeting industry, determined the data collection process. Hence the researcher concentrated only on the 

conference content, not zooming in logistics, production or other aspects of organising a meeting. At the 

preparation stage before the conference, the researcher stayed updated with its programme, which, in its 
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close to final form, was revealed only a few weeks before the conference. The final FRESH14 programme is 

presented in Appendix 4.  

Moreover, the researcher designed another survey, mainly measuring the participants’ perception of the 

presented innovations at the FRESH14, but also their overall perception on innovations in the meeting 

industry. As the preceding questionnaire, this one was also created and conducted through the eSurvey 

Cerator software (see Appendix 2). Since all FRESH14 participant received a device with a mobile 

application built for this particular meeting, the survey URL was embedded into the conference programme 

available on the mobile application. Hence all respondents participated in the survey through mobile devices.  

The layout of the questionnaire was supposed to meet the same requirements as the previous, mainly to be 

short, clear and consistent. Distinctive from the preceding questionnaire, this survey had only one version for 

all participants. Firstly, participants’ general approach to innovations in the meeting industry as measured; 

followed by the questions about specific innovations presented at FRESH14. Respondents were also 

confronted with questions if FRESH14 constituted a creative environment and some principal demographics. 

Collection 

At the conference, the researcher performed the role of participant observant who took part in the conference 

and observed the phenomenon. During all two days, the researcher participated in the conference’s sessions 

where the FRESH14 innovations were presented and took some notes. Documenting pictures presented in 

Appendix 4 were taken by the professional photographer (researcher was granted a permit to use them for a 

purpose of this research project). 

At the end of the second day, the researcher received a ten-minute slot in the closing session to briefly 

introduce the research project and encourage the public to take part in the survey. The link to the survey was 

embedded in the mobile application (every participant received a tablet with this mobile application installed 

unless they have their own one); to access the survey a respondent had to click on the conference programme 

and find the slot called FRESH14 survey; then s(he) was automatically redirected to the survey page.  

Reliability and validity 

In order to meet the requirements of reliability, the collected documentation from the case study should allow 

another researcher to follow the research process and come up with the same results (Yin, 2005). The case 

study research ideally should fulfill three different kinds of validity: construct validity, internal validity and 

external validity. In line with Yin’s (2005) approach, the researcher fulfilled the construct validity by using 

multiple source of evidence, establishing a chain of evidences as well as preparing the key informants review 

draft case study report (Appendix 3 and 4). In the analytical phase, the researched assured internal validity by 

doing explanation-building and addressing rival explanation. In order to ensure external validity in the single 
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case study, researcher should refer to theory. Data collection and analysis of this research project are built on 

the DCMS model of creative industries, introduced already in the theoretical part.  

Limitations 

Participant observation may lead to number of threads to validity and reliability since an observer is familiar 

with the setting, thus can take some things for granted instead of observing and analyzing through more 

objective, theoretical lens (Saunders, Lewis and Thornhill, 2012).  The limitation of the participant observer 

stance is that the researcher may lack objectivity; there is also a tradeoff between the depth of the revealed 

data and the level of confidentiality given to the studied group (Kawulich, B. B., 2005).  

The limitations of the data collection process and analysis are that the research is mainly set in the European 

context as 70.59% of participants of a first survey and 96% of case study’s participants are based in Europe. 

Moreover, the observer participated in the normal activities of the Europe-based studied group. However, 

throughout the analysis, the researcher will argue that the conclusions may also apply in another 

geographical regions, especially the United States’ market; however this should be further tested.  

The limitation of the first survey is the low response rate; therefore it is not possible to draw the statistical 

inference from the findings of this survey. 

In the case study, one of the limitations is that the researcher was involved in organizing FRESH14; 

therefore had some control over this event. In line with Yin’s explanation of when the case study as a 

research strategy is preferred, it is a drawback; however researcher involvement in the conference was 

limited to speaker management and logistics thus these have no influence on the FRESH14’s innovations 

which were the subjects of this investigation. 

Another general drawback of the case study is that it is not possible to make a statistical inference about the 

characteristics of a population based on it. However, the quantitative questionnaire was built-in the case 

study to increase its validity. Since this research project explores the phenomenon that has not been explored 

before, there is no direct theory on the observed phenomenon. The researcher referred to the creative 

industries’ theory; however it is not certain that external validity is fulfilled. 
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DATA ANALYSIS 

The aim of this prt is to present the analysis of collected data. It is built on the preceding methodology part as 

describes the process the researcher went through after the primary data collection. Following the structure 

of data collection, this part is divided into two main stages: analysis of the questionnaire results which was 

sent to random sample of people involved in the meeting industry and findings of the FRESH14 case study 

with the results of the questionnaire conducted among its onsite participants. Prior to the primary data 

analysis, the overview of the secondary data existing in the area of the research question will be briefly 

introduced. 

Secondary data overview 

The link between the meeting industry and creative industries has not been directly explored before; 

therefore there are no secondary data available which address this problem directly. The researcher found, 

however, that NESTA’s creative industries classification includes areas related to the meeting industry. 

Already introduced in the literature review, the NESTA’s classification includes, under the creative service 

providers, the heritage and tourism services, as well as live music (NESTA, 2007).  

The connection between the meeting industry and tourism is unquestionable; some authors even include the 

meeting industry into business tourism (Lyck, 2013). However, since in the NESTA’s report the detailed 

specifications of which sectors are included in the tourism industry were not included (NESTA, 2007), it is 

not possible to conclude that the meeting industry is part of the creative industries in the NESTA 

classification. Moreover, a tourism industry was included under the creative experience providers group; the 

entire group was described as follows:  

Creative experience enterprises sell the right for consumers to experience or witness specific activities, 

performances or locations which are consumed at the time and place of performance, rather than through 

recordings or broadcasts. Creative experience providers typically include theatre, opera and dance 

production companies, and live music organisers and promoters. (NESTA’s 2007, p.54) 

Although the meeting industry builds on creating the life experience, the content is often captured in several 

ways as recording and broadcasting. There is a major trend within the industry to organize hybrid meetings 

(MPI, 2012) which combine onsite and online participation. Moreover, educational and networking 

dimensions of creative experience providers are not mentioned whereas they are key meeting objectives. In 
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regards to the live music events, there are social events with a purpose to celebrate (Sperstad and Cecil, 

2011); those events are not subject to the definition of the meeting industry as introduced in this paper. 

Based on the described arguments, it seems that the meeting industry –as defined in this paper is not included 

in NESTA’s classification of creative industries. However, the author considers NESTA’s definition as a 

step forward broadening the scope of the creative industries. There might be some rationales behind 

including the meeting industry into the creative industries; this research project aims at providing some 

arguments to support this hypothesis. The short overview of the secondary data available on the problem of 

creative industries and the meeting industry separately, including the studies on their economic impacts, is 

hereby presented. 

Creative Industries 

In 2001, when Howkins introduced his concept of creative economy, he pointed out that data on the creative 

economy are fragmented and elusive (Howkins 2001, p.84).  Since then, many authors and public institutions 

studied the problem of creative economy and creative industries. Consequently there is a variety of 

publications and report available nowadays, however some issues still remain undiscovered.  

Measuring the economic significance of creative industries remain the challenges as there is no consensus on 

its definition. The available statistical reports in their scope fucus on national economies; the problem has not 

been explored well on the global scale (Flew, 2013). United Kingdom has been a pioneer in measuring the 

economic significance of creative industries; the complete overview of the economic contribution of the 

creative industries to the UK economy is accessible on the UK Department for Culture, Media and Sport 

website (DCMS, 2014). The report makes the analysis of the contribution to UK employment, Gross Value 

Added (GVA) and Export of Services, based on the ONS UK National Statistics source. In the EU statistical 

database, EUROSTAT there is no statistical report accessible on the economic significance of the creative 

industries neither on the WTO (World Trade Organization) website.  

Meeting Industry 

The term of the meeting industry is relatively new and not yet well explored on the academic level (the 

overview of existing literature was presented in the theoretical discussions). Inconsistency with defining the 

meeting industry makes it particularly difficult to measure any of its aspects. The sources of knowledge for 

the meeting industry practitioners are the industry associations’ databases as ICCA, MPI or CIC. The most 

comprehensive analysis of the economic significance of the meeting industry, but only in the US market is 

presented by Convenion Industry Council (CIC, 2012). Statistical reports in ICCA database, accessible in 

full version only for its members, focussed primarily on one segment of the meeting industry – the 
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international association meeting market (ICCA, 2010a). Moreover, the ICCA database consists of 

destinations rankings (ICCA, 2010b) and various handbooks and manual for meeting industry practitioners, 

for example: ROI Handbook (ICCA, 2013a), Social Media for Meetings (ICCA, 2013b). MPI database 

consists of various descriptive publications and reports, available at no charge for its members and for 

purchase for non-members. MPI reports are mainly written by industry practitioners who investigate the 

meeting industry trends in-depth. The examples of the reports available in the MPI database are: Hybrid 

Meeting Research, Future of Meetings Research Report, Meeting Design Research Report Business Value of 

Meetings, Creating Meetings that Excite the Brain for Optimal Learning, CSR and Strategic Meetings 

Management. Overall, the number of undertaken studies within the meeting industry is recently increasing; 

however there continue to be numerous gaps to fill with comprehensive, academic-grounded on the meeting 

industry and its characteristics and economic activities. 

There are no exact figures for turnover in the meeting industry (Hansen 2010, p.13) except U.S market 

estimation by CIC. Meeting industry as such is not listed in the domestic or international statistics reports. 

Some of its economic activities are included under the tourism industry studies or others. The review of 

tourism industry analyses available through Eurostat or WTO pointed out that there are mainly concentrated 

on the purpose of travel, its lengths, spending for transportation and accommodation. 

Stage1: Questionnaire analysis  

The DCMS model of creative industries constitutes the theoretical basis of the analysis as it was considered 

to be the most pragmatic for this research, easy to understand for survey’s respondents. The automatic 

analysis of the collected results was provided by eSurvey Creator online software; however, the research 

analysis based primarly on the researcher’s own calculations in the Microsoft Excel software. Most of the 

measurements scales are ordinal and ratio, some (concerning matriculation) use the nominal scale. Overall, 

the analysis uses descriptive statistics methods. All numbers are rounded maximal to two decimal places. 

The results are presented through tables, bar and pie charts, followed by the brief description. The more 

extensive interpretation of the findings through relating them to the research problem, will be addressed in 

the discussions. The survey results provide an opportunity to draw conclusions about the observed 

phenomenon. 

Respondents’ profiles 

The sample for this survey was taken from the MSI database; the total of 76 valid responses were received 

(1430 answers). In order to assure the respondents are free to choose which questions they want to reply; 
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providing answers to some questions was not required); therefore the total number of answers received in the 

particular question varies. 

The majority of the respondents, 72% are meeting professionals, 20% content suppliers; destination as well 

as hotel and venue represent 4% of respondents each (see Figure 2).  

 

Figure 3: Survey respondents’ roles in the meeting industry 

 

Another prominent feature of the respondents’ group is characterized by relatively high level of seniority. 

66% of respondents have more than 10 years of experiences in the meeting industry, only 11% are relatively 

junior in the industry (up to 2 years) which positively increases criterion-related (predictive) reliability of the 

survey. Respondents’ number of years of experience are presented below. 

 

Figure 4. Years of the respondents’ experience in the meeting industry 
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The number of years the respondents worked in the meeting industry ultimately reflects their age: almost 

70% of them are 41 years and older, see Figure 5. 

 
Figure 6. The age of respondents 

 

The gender of the group is rather evenly spread out, with a 10% advantage of male respondents (55% male 

and 45% woman, see Figure 7). Woman dominates however within the meeting professionals group what 

reflects general industry trend, confirmed by a study conducted by Casanova, Kim and Morrison (2008). 

Content suppliers (technology, technical and conceptual) are mainly represented by males as in the examined 

sample. Eight respondents rejected to specify their gender. 

 

Figure 8. Juxtaposition of respondents’ gender and profession 
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Inhabitants of two continents were mainly represented in the survey sample (92%), with the vast majority of 

European citizens (72%) and a much smaller number of U.S respondents (20%). The following results are 

determined by the structure of the MSI database which consists mainly of European leads (77%). The results 

of the survey are placed mainly in the European and North America context.  

 
Figure 9. Respondents’ country of residence 

Perceived innovation in the meeting industry 

The first part of the survey was directed to all four groups of respondents in order to (1) measure a frequency 

respondents came across innovative products in the meeting industry in the last year and (2) find out the 

origin of these innovations. Results are presented in the Figure 10; 19.48% or respondents indicated that they 

are constantly being amazed with innovative products and services in the meeting industry. Overall scores 

are rather prominent, only 6.49% of respondents indicated that they did not experience any innovation in the 

meeting industry in 2013.  
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Figure 11. Frequency of experiencing innovative products and services in the meeting industry 

  

Secondly, respondents were asked to identify the industries these innovations are coming from. Twelve 

industries, following DCMS model, were listed below the question with an option to type other industries. 

Researcher assumed that many respondents may not be aware of the notion of creative industries and 

especially with DCMS model, as the pilot group experts were confronted with these notions for the first time. 

Therefore neither the notions of creative industries not DCMS model were mentioned in the survey. In order 

to make this question clear and easy to understand for respondents, all creative industries were listed with 

hints in the bracket (identified solutions coming from the creative industries which are already applied in the 

meeting industry). The selection of hints was created based on the input from the pilot group experts.  

Total of 249 answers were collected, with 4 respondents indicating none of the above and 3 responses 

outside of DCMS model of the creative industries (consulting/lobbying, technology hardware and incentive 

travel industry). The total number of 242 answers was considered in the analysis of connections between the 

meeting industry and creative industries. All twelve creative industries were indicated by respondents as their 

products are found in the meeting industry. Average respondent indicated 3.51 creative industries, with the 

highest value of 8 answers per respondent. The estimated average of each observations’ deviations from the 

mean, a variance is 3.28 for the sample..  
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Figure 12. Creative industries’ products and services in the meeting industry 

 

Four studied groups differ significantly in their means; with meeting professionals on average almost 

doubling the number of responses of content suppliers (Figure 13). The structure of content suppliers’ 

responses is presented in Figure 14; this respondents’ group indicated only 8 creative industries with 

significant strength of software, software design industry. It can be explained by the fact that majority of 

content suppliers tools are nowadays powered by different softwares. 
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Figure 15. Four groups’ means of a number of provided answers 

 

 

Figure 16. Structure of content suppliers’ responses 

Presented data confirmed that this group of respondents identified several connections between the meeting 

industry and creative industries. The results demonstrate the strength of these connections with the individual 
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Application of creative industries outputs in the meeting industry 

After the generic part of the questionnaire, measuring respondents’ perception of the connection between the 

meeting industry and creative industries, the second part measuring application, was designed differently for 

four different groups as in the sample frame. Therefore, based on the profession chosen in the first part, the 

respondent was automatically redirected to the appropriate page with questions prepared for his/her 

respondents’ group. The application of the creative industries products and services in the meeting industry 

will be presented from four perspectives of meeting industry professionals, content suppliers, destination 

organisations and venue or hotel.  

Meeting Professionals 

Meeting professionals, as industry buyers, are the ones possibly applying the innovative products and 

solutions into the meeting they are organizing (or facilitating and moderating). In the preceding question, 

average meeting professional indicated four creative industries of which products and services are visible in 

the meeting industry. In the second part of the survey, the researcher aimed to investigate the meeting 

professionals approach to application of the creative outputs in their meetings; why and where do they try to 

find them and if they have a separate budget dedicated to it. As presented in Table 7, 47 Meeting 

Professionals indicated their approach toward applying innovative products and services in the meetings they 

are organising. Average respondent indicated 4 on the scale from 1 to 6 (standard deviation 1.23); 68.08% of 

respondents chose one of the values on the right side (from 4 to 6), showing their positive attitude toward 

application of new and innovative products and services in to their meetings. 

 

left (1) (2) (3) (4) (5) (6) right 

 

I apply only 

ALREADY TESTED 

products and services 

 

∑ 3 

 

∑ 1 

 

∑ 11 

 

∑ 13 

 

∑ 16 

 

∑ 3 

 

I apply only NEW and 

INNOVATIVE 

products and services 
 

6.38

% 

 

2.13

% 

 

23.40

% 

 

27.66

% 

 

34.04

% 

 

6.38

% 

 

Table 8: Meeting professionals’ attitutes toward applying innovative products and services 
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Subsequent two questions were devoted to the purposes (why) and the sources (where) do meeting 

professionals look for innovative solutions. The results of the former are shown in the Figure 17; more than 

half of respondents are motivated by either increasing the attractiveness of your meeting or process 

improvement (a design based on the specific objectives). Other indicated purposes were: increasing the 

number of participants, better ROI (Return on Investments), underlining the key messages for longer lasting 

impressions. 

 

Figure 18. The purpose of seeking for innovative products and services 

Respondents (48) indicated several sources of information on innovation; with an industry events (26.28%), 

internet search (24.82%) and colleagues and friends (23.36%) being the most commonly indicated. Those 

respondents who chose others were indicating such sources as cultural events: art exhibitions, performance 

art, theatre, food events; outside influences from art and popular culture; magazines and newspapers. 

 
Figure 19. Source of innovative products and services 
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When asked about the percentage of meeting budget, meeting professionals can dedicate to introduce 

innovative solutions, the majority (63.27%) of respondents reported that they do not have a separate budget 

for innovating their meetings.  

 
Figure 20. Percentage of a meeting budget dedicated to innovation 

 

Once these results were found, the researcher decided to investigate observed phenomenon more in-depth. 

Therefore the data from two questions (Table 9 and Figure 21) were juxtaposed; those who indicated no 

separate budget for creative solutions were checked for their approach to them. The presented results in 

Figure 22 reveal that for many of meeting professionals the budget constraint does not completely block the 

application of innovative products and services. 
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Figure 23. Approach to the application of innovative products and solutions of those respondents who indicated 

having no separate budget for this purpose 

 

The agreed combination of the numerous minor-represented professions into one, meeting professionals 

group found its justification in the question about the number of meetings they are organising. Only 4 

respondents stated that they did not organise any meeting late year; with 24.5% organising between 11 and 

25 meetings per year and 14.3% organising more than 25 meetings per year. 

Content Suppliers 

Content suppliers were asked a separate set of questions regarding their products and services; how much of 

their company budget is devoted to developing them and from which they receive the most inspirations. 

Opposite to Meeting Professionals, who as revealed often try to innovate their meetings without having a 

separate budget for it; exactly half of the content suppliers indicated that their company invest more than 

25% of their budget in developing their products and services which is considered as relatively high 

percentage. 
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Figure 24. Percentage of company’s budget dedicated for developing its products and services 

 

The majority of surveyed content suppliers (93%), when improving their products and services are going 

outside of the meeting industry to look for some inspirations. Once asked about the industries they receive 

inspirations from, an average respondent indicated 2,5 creative industries which is 0.43 higher mean that 

they indicated for the perceived innovations in the meeting industry (Figure 25).  As previously, all creative 

industries were listed below the question with an optional text field to indicate other industries. The results 

presented in Figure 26 show that 9 out of 12 creative industries were chosen (except crafts, music, toys and 

games); none of the respondents indicated other industries than classified as creative. 

 
Figure 27. Creative industries which products and services serve as inspirations for content suppliers for 
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Destination 

Representatives of destinations organizations were faced with another, third set of questions. Firstly, their 

perception on the regional innovative products and services was measured. In the yes or no question, 100% 

of them chose that regional innovative products are effective ways of promoting a desitnation. Hence 

destination representatives were asked about the percentage of their marketing campaigns using the regional 

innovative output; received reponses vary from 11% to more than 60%. Those respondents were also 

questioned about the origin of these innovations. In total, 9 answers were collected (mean 3.0) indicating 

only 6 creative industries (see Figure 28); none from outside the creative industries classification. Since only 

3 respondents from this group filled in the survey, those findings should be studied with great caution. 

 

Figure 29. Regional outputs of creative industries used in a promotion of a destination 

 

Hotel or venue 

The fourth, unique set of questions was addressed to the representatives of the hotel or other venues.  Firstly 

they were asked which elements do they innovate or aim to innovate in their venue; the most common 

answers were meeting room setup (20%), technology and wifi (20%), catering (20%). When asked where do 

they look for innovative products and solutions, the majority (2 out of 3) indicated Internet search, industry 

event and the network. Finally, as the preceding groups, they were asked about the origin of the innovations 

they are applying or aim to apply; the results are presented in the Figure 30. 
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Figure 31. Origin of innovative products and solutions in hotels and venues 

 

FRESH14 Conference 

In the last part of the survey, two yes or no questions were asked in regards to word FRESH and the FRESH 

conference. Since the researcher planned to choose the FRESH Conference 2014 as a case study in the 

second part of this research; asking these indirect questions in the preceding survey seems to be a useful 

indicator where the choice was justiciable. Those questions were formulated in the indirect way since it 

should not arouse any suspicious about the commercial sound of this survey. 65% of respondents who are 

familiar with the FRESH Conference connect the word fresh with creativity; comparing to 13% of 

respondents who even though have heard about the FRESH Conference does not associate the word fresh 

with creativity (see Table 10). 

  Have you ever heard about the FRESH Conference 
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Table 11. The juxtaposed of percentage of responses to two questions regarding the FRESH Conference 
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Limitations 

The limitation of the presented analysis of the first stage is relatively low response rate which does not 

permit drawing statistically inferent conclusions about the entire populations. Ideally, the survey should have 

been gathered more numerical data, allowing more advanced statistical estimations. Moreover, respondents 

within each sampling group are not equally represented in their numbers. Only one database with 

respondents’ contact, especially given the discrepancy between the number of leads from each group of 

respondents, should be regarded as another limitation. Moreover it is mainly set in the European context as 

71% of a preliminary survey’s participants. Some more studies on the economic implications of measured 

connections and their strength would definitely enhance the analysis. 

Stage 2: Case Study Analysis with the Questionnaire 

The FRESH Conference is an annual conference about designing effective meetings, organized since 2012. 

Each year a main theme leading a FRESH Conference is based on Vanneste’s (2008) acronym CHATTY 

which stands for Conceptual, Human, Art, Technical and TechnologY tools that can be applied to meeting 

design. The first FRESH12 was an opening conference with a slogan innovation inside (no specific theme 

assigned); at FRESH13 the main theme was conceptual tools with shape change slogan; at FRESH14 with 

human tools as leading theme the slogan was present people; at FRESH15 the art tools for designing 

effective meetings will be presented (see Table 12). 

 

Table 13. Overview of past FRESH Conferences logos and slogans 

The FRESH is meant to be on the edge of future conferences (FRESH Conference, 2014a), called by some 

the showcase and laboratory of the meeting industry (SpotMe, 2014). At FRESH, innovative CHATTY tools 

(Conceptual, Human, Art, Technical and TechnologY) supporting effective meeting design are presented. At 

FRESH14, the latest tools were not only showcased but also participants had a chance to get a hands-on 
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experience on how to implement it. A summary of FRESH14 is available in the form of short video (FRESH 

Conference, 2014b). 

Innovations at FRESH14 

More than twenty innovations were announced in the FRESH14 programme (FRESH Conference, 2014d). 

The underlining assumption is, however, that innovative for the meeting industry does not necessarily mean 

innovative for the world. Instead, in line with the product and postion innovation (Bessant and Tidd, 2013), 

output of other industries was placed in new context – meeting industry (position innovation) or new 

combinantions of already existing products and services were created to match the meeting industry demand. 

All FRESH14 innovations were classified into five groups, following CHATTY categories (Vanneste, 2008). 

The overview of the FRESH14 innovations is summarized into a concise video available online (FRESH 

Conference, 2014c).  

In the following analysis, all FRESH14 innovations will be shortly described based on the documentation 

collected during participant observation. Pictures of some of these innovations are presented in Appendix 4. 

In the following analysis, the researcher  investigates the origin of these outputs to identify the possible 

connection with creative industries. The case study analysis is supported with the results of the questionnaire 

carried out among the FRESH14 onsite participants. Hence the results of the case study as well as 

questionnaire are presented simultaneusly.  

At the beginning of the questionnaire, respondents were asked if they discovered any innovative products 

and services at FRESH14. Based on 5-point scale (strongly agree, agree, neither agree nor disagree, disagree, 

strongly disagree) the majority of respondents (89%) indicated either strongly agree or agree, see Figure 32. 

These results suggeset that the vast majority of the FRESH14 survey respondents discovered some 

innovations at FRESH14. 

 

Figure 33. Respondents’ general feedback on FRESH14 innovations 
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Respondents were also asked to estimate the number of estimation they discovered at FRESH14. It is 

important to emphasize that this question appeared before all innovations were listed; the purpose was to rely 

on respondents’ subjective perception of this number. The majority (86%) specified anything between 1 and 

6, see Figure 34. 

 

Figure 35. Indicated number of innovations respondents discovered at FRESH14 

Conceptual innovations 

Appreciative Inquiry in meetings. Appreciative Inquiry (AI) is an approach which emphasizes an 

appreciation of the activities and responses of people, rather than concentration on problems; it is a simple 

but radical approach to understanding the social world (Reed, 2007). AI in meetings can be applied to 

meeting design; through AI techniques one can design the session format to support interaction and facilitate 

a meeting by asking questions in accordance to AI principles. The origin of AI is not in any of creative 

industries. 

Hybrid segment. In the meeting industry, the hybrid formats are employed to share content, ideas and 

experiences with attendees who – for various reasons - do not attend the meeting in person (MPI, 2012). At 

FRESH14, the hybrid part was accessible at no charge twice a day for all attendees around the globe. It 

involved the innovative room setup (architecture) as the distinctive hybrid corner was installed in the plenary 

room where online moderator was enhancing the interaction between online attendees. It was developed in a 

way that online audience can take an active part in the conference while not interrupting the onsite attendees. 

FRESH14 hybrid segment constituted innovative marketing channels and solutions. Free online participation 

was granted only two times a day, mainly to make online participant interested but not to provide the entire 

educational content at no charge. Key marketing messages about FRESH14 were spread out worldwide, 

aiming at encouraging the FRESH15 onsite participation.  Those solutions have an origin in the advertising 
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and publishing industry. The latest webcasting technologies as well as a virtual meeting room for up to 28 

people, coming from both software and film, video and photography industries are to be described in 

technology tools. 

Co-creation uses a conceptual techniques to discover a problem and look for solutions in the crowd. At 

FRESH14, co-creation was used to explore the meeting industry in terms of the human tools, constituting the 

principal theme of this edition. Participants were asked to submit their ideas on a variety of individuals that 

can be hired in meetings and their role in supporting their effectiveness. All those outputs will be carefully 

studied and the findings revealed at FRESH15. In the same way, outputs collected during FRESH13 for 

different building blocks of conceptual tools, were presented at FRESH14. If  meeting design is considered a 

part of the design industry, then it may be concluded that co-creation techniques derive from there. Co-

creation techniques can support the divergent thinking process, which is part of design thinking. Co-creation 

is allowed through different softwares which will be mentioned in the technology part of this analysis. 

Panel Format The research on a panel as a session format, carried out by Kristin Arnold on more than 500 

people involved in the industry, were revealed (Arnold, 2013). A panel is a popular session format used 

broadly in the meeting industry; however only when moderated properly it may lead to the desired outcomes. 

Panel format is yet another session format used in meeting design. 

Meta-praxis roadmap Three factors: present person, presenting situation, present resources determine the 

presence and consitute the part of signic process. The way a person perceive the presenting situation 

determine the way s(he) will act. There are four ways of reality perception: sensory (action), unitary 

(structure), methical (creativity) and social spheres. The idea behind this model is that every intervention is 

about crossing the border, making the connection between two spheres. There are four different reality 

spheres and six different interventions - motors of change (analytical, assertive, evaluative, influencial, 

inventive and emergent). The emergent way, connecting methical and social phere are where facilitators 

work, as they take ideas, brainstorm from the people and converse the feeling of people.  

Theory U the theory and practice of U process is based on the concept called presencing. A blend of the 

words presence and sensing, presencing means an increased state of attention that allows individuals and 

groups to shift the inner place from which they function. When that shift occurs, people begin to operate 

from a future space of possibility that they feel wants to emerge. Being able to facilitate that shift is, the 

essence of faclitation today. Since it emerged, Theory U has begun to be understood in three ways: as 

a framework, as a method for leading deep change and as a way of being - connecting to higher aspects of 

our self (Presencing Institute, 2013). 

As already mentioned, FRESH14 participants were asked to assess how innovative they found FRESH14 

innovations (Table 14). Among conceptual tools, FRESH participants indicated the meta-praxis roadmap (μ 

4.77) and Theory U (μ 4.33) the most innovative for meetings. The remaining tools, however, were found 

http://www.amazon.com/Theory-Leading-C-Otto-Scharmer/dp/1576757633/ref=sr_1_1?s=books&ie=UTF8&qid=1387218608&sr=1-1&keywords=theory+u
https://www.presencing.com/tools/u-browser
https://www.presencing.com/principles
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relatively innovative as well as, the μ of each of them was higher than 3.6 (on a 5-point scale). The answers 

of those who chose can’t say were not considered in this analysis. 

 

Table 15. FRESH14 Conceptual innovations 

Human innovations 

Several types of professionals who can be hired at different stage of a meeting are now presented. It is 

especially difficult to assess the innovativeness of these professions. Ideally, the researcher should not 

describe all different methods and techniques, the representatives of these groups applied at FRESH14. Since 

in total more than fifty persons were involved at FRESH14 in different ways; it was not possible to observe 

them simultaneously through the conference. Limited space allowed for this research paper also does support 

the extensive analyses.  

FRESH14 attendees who participate in the entire meeting were able to evaluate each group of professionals 

in terms of how innovative were their approach and ways of performing their professions. Experts involved 

at the meeting were split into seven groups, summarized by acronym ABCDEF: Architects, Builders, 

Communicators, Designers, Edutainers (entertainment connected with education) and Facilitators. Overall, 

the most innovative methods were presented at FRESH14 by the group of facilitators with an average of 4.03 

on the 5-point scale. 

 

Table 16. FRESH14 Human  innovations 
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Art innovations 

Entertainment by prof. Phillips.  A professional actor was invited as a FRESH14 attendee who performed 

what the conference should not be, how speakers should not behave during the presentation and how not to 

make contact with each other.  Thanks to his performance, FRESH14 participants were invited to reconsider 

the conferences they are organising and behaviour they are presenting. Entertainment tricks and techniques 

are derived from a theatre and a performing art industry. 

Photography which does more than just reporting back. Photography is not just a way to capture the 

conference content but also may be used to enhance the participants’ experience. By hiring a skilled 

photographer, experienced with capturing meeting content, the photo collection of FRESH14 is fullfiled with 

pictures of people’s interactions, emotions. The quality of these pictures was advanced thanks to the 

professional photography techniques. This innovation is brought to the meeting industry from the film, video 

and photography industry, following DCMS model. 

Wall painting. Three painters were participating in the entire conference and drawing while listening to the 

conference content. They were equipped with a few meters wide and high wall, set up in the plenary room 

for this purpose. Capturing the conference content through painting is another way to enhance participants 

experience. Those techniques are taken from the art industry. 

The overview of the art innovations and their ranking based on the onsite participants feedback is outlined in 

the Table 17. Both entertainment by Prof. Phhillips and Photography which does more than just reporting 

back were ranked high, with μ above 4,5 on the 5-point scale. The wall painting was ranked lower than 

above two, however still relatively high with an average participant indicating μ 3.75. 

 

Table 18. FRESH14 Art innovations 

Technical innovations 

Soft microphone A wireless microphone packed with the small plush box, looking as a toy, was presented at 

FRESH14. Thanks to this technical innovation, the Q&A (question and answers) part and other audience 

interactions can be run in a more effective way.This product connect audio-visual technology (microphone) 

with toys and games (plush box remind the plush balls to be thrown at each other). 
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Lego blocks as a tool. At FRESH14 Lego bricks found another use – they were applied as a tool for 

facilitating the interaction between participants. All chairs were moved away from the plenary room and 

attendees were asked to group around each table full of Lego blocks. Together they were working on the 

given problem by building the solution with a use of lego blocks. Lego blocks are clearly products of the 

toys and games industry which now found another application. 

New ways of capturing the conference content. FRESH14 was captured in several innovative ways, some 

involved art (photography) but most the latest audio-visuals equipment. Participants could not only see but 

also get involved in the content capturing. These innovations have an origin in the video industry but also 

utilize the output of the music industry (music used in the background for producing the videos affects the 

emotions). 

FRESH14 participants, when assessing the technical innovations, indicated the throwable microphone (μ 

4.15) and new ways of capturing content (μ 4.08) as the most innovative technical tools at FRESH14, see 

Table 19. 

 

Table 20. FRESH14 Technical innovations 

Technology innovations 

WeConference is a technology-enabled conference format lunched at FRESH14 by SpotMe, an official 

FRESH14 mobile app provider.  In this session format, people have the freedom to choose how they prefer 

to spend their time – they can either choose one of the discussion topics (one topic is assigned to each table) 

or networking in the lobby (SpotMe, 2014). This format is the meeting industry application of the software 

industry outputs and can be utilized to meeting design.  

Hybrid Angel. During the lunch breaks, the assigned person onsite was representing an online participant by 

carrying a tablet to which the online participant was connected. Therefore, an online attendee could walk 

around the conference and see who is attending; if s(he) was interested in talking to a particular onsite 

participant, the hybrid angel was passing the tablet and headset to this person. This innovative service is a 

combination of outputs of the software companies (video conferencing software) and technology and adapted 

for the meeting industry. 
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Cyborg participant. A first robot participant at the conference was launched at FRESH14 (FRESH 

Conference, 2014e). The robot was produced by DoubleRobotics, and simply speaking it is a tablet which 

stands on the stick on two wheels. Once logged in to a website, the FRESH14 robot participant could 

navigate the robot among the conference rooms and participants using the tablet camera; she could also 

adjust the robot high depending on the position of the person she was talking to. Robot participants face was 

visible on the entire tablet screen. (see Appendix 4). It is a revolutionary product for the meeting industry as 

the virtual participation has never been so real as it can now become. It brings the matter of the future of the 

meeting industry – will all participants be represented by robots in the future? This innovation is a 

combination of the technology, software and video industries. 

Virtual meeting room up to 28 people The software which enabled up to 28 people to enter the virtual 

meeting room, to see each other cameras and to interact with each other, was launched at the FRESH14. It 

was built-in the innovative hybrid segment (as described in the conceptual part) with a moderator stimulating 

the discussion among online participants. It is an innovation derived from the software industry which can be 

applied to the meeting industry, creating opportunities for innovative advertising of the conference. 

Brain scanner at the meeting. At FRESH14, the potential use of the portable brain scanner at the meeting 

was presented. A volunteer was wearing the scanner throughout the conference which gave insights into his 

emotional state in the actual time (see Appendix 4). The portable brain scanner is designed to measure the 

engagement, excitement and affinity. It is a new approach of using EEG to capture information about the 

brain’s network connectivityacross the broad range of real-life situations which brings lots of opportunities 

for meeting organiser. Based on the EEG of a meeting participant, the level of emotional arousal to the 

content can be measured and consequently the session lengths can be more adjusted to a participant’s state of 

brain. The brain scanner has its origin in the combination of neuroscience and technology including software 

industry. 

Mobile apps. Numerous mobile applications which enhance the attendee experience and facilitate the process 

of organizing the conference for meeting professionals were presented. Distinct features of mobile 

applications may not only serve as a logistic support but also create the additional value, supporting the 

meeting objectives. Those innovative solutions are derived from the software industry. 

Google Glasses is the groudbreaking product introduced recently to the market. At FRESH14, the potential 

of Google Glasses was presented in regards to meeting industry. Google glasses are the products from the 

technology sphere. However, once more participants will use the at the meeting, it will also significantly 

affect the meeting design. 

Among the technology innovation, the highest rates received Hybrid Angel (μ 4.36), followed by cyborg 

participant and virtual meeting room which were rated equally μ 4.19. All of the FRESH14 technology 

innovations are shown in Table 21. 
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Table 22. FRESH14 Technology innovations 

Overall respondents found all FRESH14 innovation relatively innovative. None of them was rated lower than 

3.32 on the 5-point scale. FRESH14 innovations are about exploring new ways and areas of applying the 

already existing products (position innovation) and adjusting the creative industries output to the meeting 

industry demand (product innovation). The detailed analysis of the respondent's profile is presented below. 

Overall they represent rather senior industry professionals. Their attendance in the FRESH conference 

indicate that they are rather interested in designing effective meetings. 

Respondents profiles 

The structure of respondents roles in the industry reflects well the census – at FRESH14 buyers consituted 

48%  (56% of survey respondents), content suppliers 35% (29% of survey respondents), Hotel and Venue 

9% (8% of survey respondents) and Destination 8% (7% in the survey). 

 

Figure 36. Survey respondents’ roles in the meeting industry. 
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The respondents’ level of seniority in the meeting industry is presented in the Figure 37. Majority of 

respondents (53%) fall into one of the two of the most experienced group: 10-15 years and more than 15 

years which show their relatively elevated level of seniority in the industry. 

 

Figure 38. Survey respondents’ years in the industry 

58% of survey respondents were female (comparing to the 43.14% of females in the census) and 42% male. 

All of the survey respondents were above 20 years, the biggest group (35%) being between 41 – 50 years, 

see Figure 39. 

 

Figure 40. Respondent’s age and gender 
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Respondents indicated interesting theme and sessions (24%), networking opportunities (22%), inspiring 

speakers (16%) and friend’s recommendation (16%) as primarly decisive factors for attending FRESH14, see 

Chart 28. 

 

Figure 41. Reasons for attending the FRESH14 

Perceived connection between the meeting industry and creative 

industries 

The FRESH14 survey’s respondents were also asked questions regarding the connections between the 

meeting industry and creative industries, as in the preceding survey. Average respondent of FRESH14 

survey indicated μ 3.56 on the 6 point scale which is less on average than in the primary survey (where μ was 

4.0). However respondents profiles differ however in both surveys – in the first one only meeting 

professionals were faced with this question, and at FRESH14 survey all four groups provided their 

responses. Detailed overview of FRESH14 survey responses are shown in Table 23. 
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left (1) (2) (3) (4) (5) (6) right 

I apply only 

ALREADY TESTED 

products and services 

 

∑ 6 

 

∑ 8 

 

∑ 13 
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∑ 15 

 

∑ 2 

I apply only NEW and 

INNOVATIVE products 

and services 

9.52

% 

12.7

% 

20.63

% 

30.16

% 
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% 
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Table 24. Respondents’ approach to application of innovative products and services 

The FRESH14 respondents were asked for information on the frequency of encountering innovative products 

and services in the meeting industry. The majority of FERSH14 respondents indicated 1-3 times per year 

(40%), however 9% chose 16 times or more which is a superior score. 

 

Figure 42. Frequency of encountering innovative products and services in the meeting industry 

The overview of the factors why FRESH14 survey respondents are seeking for innovative products and 

services are presented in the Figure 43. As in the preceding survey, the key indicated factors are increasing 

the attractiveness of your meeting (40%) and the process improvement (designed based on the specific 

objectives, 38%). 
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Figure 44. Purposes of seeking innovative products and services 

 

Creative environment  

In the third part of the survey, the researcher aimed at investigating the if the FRESH14 environment 

stimulated the creativity of its participants. 71% of participants either agree or strongly agree that they 

released their inner creative potential at FRESH14, see Figure 45. 

 

Figure 46. Responses to a question: did you release your creativity at FRESH14 
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Factors stimulating their creative thinking at FRESH14 were mainly participating in the interactive sessions 

or workshops (29%), live discussion with peers (27%) and listening expert presentations (23%). Relatively 

lower were ranked listening a panel debate (11%) and following social networks (8%); among other the 

overall atmosphere and learning carousel (one of the FRESH14 session format) were mentioned.  

 

Figure 47. Factors stimulating respondents’ creative thinking process at FRESH14 

Limitations 

There are certain limitations of the second stage of the primary data analysis. Since the researcher was part of 

the FRESH14, she had some control over the case study. Researcher tasks were affiliated with performing 

her job responsibilities interrupted the participant observation a few times. However, since all the sessions 

were recorded, the researcher could watch all conference sessions again, while conducting the analysis. 

In regards to the FRESH14 study, the response rather could be higher, however the researcher argues that the 

presented findings might be regarded as representative of the population. The survey design should have 

included more numerical data which would permit more advanced statistics estimations. In order to shorten 

and simply the analysis, the researcher chose not to ask the question about the connections with each 

particular creative industry as in the preceding survey; from today’s perspective it was a mistake as those 

results can additionally enhance the analysis. 
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DISCUSSIONS 

In this part, the analysis findings are discussed in line with the research questions, connecting the results with 

the initially indicated problems. Since the research questions consolidated the theoretical discussions, 

methodology and data analysis methods, this part gives the chance to review the research process from the 

beginning in order to draw some conclusions about the studied phenomenon. Reflections on leading research 

questions of this project: How does the meeting industry connect to creative industries and how innovative is 

the meeting industry, in terms of the analysis findings, commence this part Consequently, the broader 

question of the state of the meeting industry nowadays and whether it is heading towards becoming a 

creative industry is considered.  

Initially, the research project aimed at addressing the question of the connection between the meeting 

industry and creative industry - does the connection exists, with which industries is it stronger, what are the 

examples? This research question has the exploratory character with no secondary data addressing this issue 

directly. The primary research findings presented in the analysis suggest that there is a connection between 

the meeting industry and creative industries, showing that creative industries outputs are applied in the 

meeting industry. As found, the application may have two dimensions: firstly the creative industries output 

may be applied to the meeting industry in their original form, secondly the creative industries output is 

utilized to develop innovative products and services for the meeting industry directly.  

The various results presented in the analysis suggest that there are some connections between the meeting 

industry and all twelve creative industries, following the DCMS classification. Average respondent (from all 

four groups as in the sample frame) indicated 3.51 creative industries which products and services s(he) 

experienced in the meeting industry in 2013; all twelve industries were indicated at least once (see Figure 

48). Additionally, data suggest that four respondents’ groups differ from each other in terms of the number of 

indicated connection, with the highest mean calculated for meeting professionals (μ 4.00), almost doubling 

the content supplier’ mean (μ 2.07), see Figure 49. However, the non-response bias should be taken into 

consideration, since the number of respondents in each group vary. 

Data suggest that connections between the meeting industry and creative industries differ in its strength for a 

particular creative industry. Taking into account the average respondent responses (all four groups were 

included in this calculation), outputs of the following creative industries are identified to appear the most 

often in the meeting industry: the software, software design industry (21.90%), design (16.53%), film, video 



75 

 

and photography (15.7%), advertising and publishing (12.81%). On the contrary, collected data suggest the 

marginal connection between the meeting industry and crafts (1.24%), designer fashion (0.83%) and video 

games (0.41%) industries.   

The following discussions focus not only on presenting the connection between the meeting industry and 

creative industries but also shed light on how innovative is the meeting industry. Since one of the 

assumptions of this research project is that the innovative products and solutions are the outcomes of the 

creative industries, those two research questions are strongly interrelated. The question of how innovative is 

the meeting industry is addressed: through data describing the application of innovative products and 

services; through the approach of the professionals from the industry to the application of innovative 

products and services; and through the percentage of the budget dedicated to them. Primary survey’s 

respondents were invited to indicate perceived innovations in the meeting industry. The frequency of 

experiencing innovations vary, however, only a minor percentage of primary survey respondents (6.49%) 

indicated they did not experience any innovative products and services in the meeting industry in 2013; with 

19.48% indicating that they are constantly being amazed with innovative products and solutions in the 

meeting industry (see Figure 50). 

Since the four groups identified in the sample frame (meeting professionals, content suppliers, destination 

organization, venue and hotel) differ in the role they are taking in the meeting industry, the ways they apply 

the creative industries output takes different forms.  The meeting professionals, as an industry buyer, can 

apply the innovative products and solutions for the meeting they are organizing. Content suppliers offer 

some products and services supporting the meeting content, hospitality suppliers and venue provide 

accommodation and conference space, while destination organisations aim at attracting their meetings to a 

precise place. Since the application of innovative products and solutions relate to distinct business activities, 

those four groups were confronted with a different set of questions about the application of innovative 

products and solutions. The below a brief presentation of the analysis findings for all four groups aims at 

addressing the research questions distinguishing between the key meeting industry players. 

Meeting Professionals, the first group in the sample frame has shown a positive attitude towards applying 

innovative products and solutions (see Table 25). The reason for searching for these innovations is mainly 

increasing the attractiveness of the meeting (31.15%) or a process improvement (29.51%), see Figure 51. 

These data propose that there is higher pressure on improving the attractiveness or effectiveness of the 

meeting rather than looking for alternative solutions for cost-saving and time-saving purposes. Presented in 

Figure 52 data suggest that the most popular sources of innovation in the meeting industry are industry 

events (26.28%), internet search (24.82%) and the network (23.36%). It shows that the meeting industry 

innovations still rely primarily on the face-to-face learning; however, the Internet search plays an important 

role as well. Despite the positive approach of meeting professionals to apply innovative products and 
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services (μ 4.0 on the 6-point scale) they need to work with the budget-constraint; 62.27% indicated that they 

do not have a separate budget for innovating their meetings. However, only 6.67% of this group indicated 

that they never innovate and apply only already tested products and services, the remaining 93.37% to some 

extent apply innovative products and services.  

Data suggest that the majority of content suppliers, opposite to the meeting professional have the budget for 

developing their products and services, 50% of content suppliers respondents indicated that more than 25% 

of their budget are spent on developing their products and services. When asked about the creative industries 

they get inspired from; the most common indicated industries were software, software design (28.57%), 

advertising and publishing (20.00%), Film, video and photography (17.14%) and design (11.43%). Three 

creative industries (crafts, music and toys and games) were not pointed out by any of the content suppliers. 

The limited data collected from the remaining two groups of respondents should be taken into consideration 

with the great preconscious due to a limited number of responses (three from each group). All three 

representatives of destination organisations indicated that regional innovative products are effective ways of 

promoting a destination; however the percentages of the marketing campaigns which use the regional 

innovative products vary among respondents. The origins of these innovations were found in six creative 

industries, mainly software, software design and art and performing art industries (see Figure 53). Three 

representatives of the hotel or venue had indicated a few features of their venue they innovate, mainly 

meeting room setup (20%), technology and WiFi (20%), catering (20%). The origins of the innovations 

applied by the hotel and venues representatives were found in six creative industries, with software, software 

design; advertising and publishing; TV and radio indicated as the most influential (see Figure 54). 

The extended, in-depth understanding of the studied phenomenon was enabled through the case study 

analysis. The chosen case study was a unique example, adding to the presented survey analysis the real-life 

instances. The secondary aim of the presented case study analysis was to extend the scope of research by 

illustrating a transformation the meeting industry is now undertaking. The FRESH14 conference aimed to be 

the industry pioneer in showcasing and experimenting with innovative products and services. FRESH14 

seems to be an innovative case study not only taking into account the number of innovations there presented, 

but also as the concepts and taxonomies consolidating the conference constitute the innovative approach to 

meeting design. At FRESH Conference series of different tools for meeting design are presented, each year 

the focus is put on one of the groups of tools from the CHATTY acronym (Conceptual, Human, Art, 

Technical and TechnologY) (Vanneste, 2008). The overview of several meeting design tools available on the 

market is summarised in the Toolbox Catalogue (MSI, 2014). Within each group of tools, Vanneste (2014) 

identifies several categories. Building blocks of conceptual tools are: Attendee, Time, Tools, Technique, 

Objectives, Movement, Interaction and Involvement, Change of Scene – all of them are placed in a given 

space; thus all are summarized into the ATTOMIC Space acronym. Human tools, the theme of the 
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FRESH14, understood as all experts that can help designing and executing meetings are categorized into six 

groups: Architects, Builders, Communicators, Designers, Eduteirners (Educators + Entertainers) and various 

Facilitators, all summarized into ABCDEF acronym (Vanneste, 2014). 

The FRESH14 is a pioneer case study showcasing the meeting industry innovations towards designing 

effective meetings; 89% of the FRESH14 survey respondents strongly agree or agree that they discovered 

innovative products and services at FRESH14. In order to investigate the innovativeness of the products and 

services presented and showcased at FRESH14, their participants were asked for their subjective feedback on 

their novelty and originality. It is crucial to emphasize that the FRESH14 participants are a unique group of 

professionals involved in the meeting industry, often with the high level of seniority but also the genuine 

interested in designing effective meetings and innovations. 

The FRESH14 respondents, when asked about the number of innovations they discovered, in most (76%) 

indicated between one and six innovations. At a later stage, there were confronted with the list of FRESH14 

innovations and asked to evaluate how innovative they were from them, on the 5-point scale. Within the 

Conceptual tools, the meta-praxis roadmap (μ 4.77) got the highest rank, within human tools – facilitators (μ 

4.03), within art tools - FRESH14 photography (μ 4.59) and entertainment tricks by (μ 4.53), within 

technical tools - soft throwable microphone (μ 4.15), within technology tools - Hybrid Angel (μ 4.36). 

Overall all twenty five FRESH14 innovations were ranked relatively high, with the lowest of μ 3.32; thus the 

suggested conclusion is that all FRESH14 innovations (as marketed by the FRESH14 organizers) were 

innovative to the smaller or greater extent for the FRESH14 survey respondents. The results are particularly 

interesting taking into account the level of seniority of FRESH14 participants as well as their genuine 

interest in meeting design.  It appears to be well-deserved to call the FRESH Conference not a meeting, but a 

movement, a showcase and laboratory of the meeting industry as named by SpotMe (2014). 

The 4Ps model of creativity includes the creative products, people, process and press (Rhodes, 1961). The 

creative press examines the nature of the situation and its context within the creative environment. FRESH14 

respondents were asked whether FRESH14 constitute the creative environment for them. Data suggest that 

FRESH14 constituted the creative environment for the FRESH14 survey respondents; 71% either strongly 

agree or agree with that they release their creativity at FRESH14. The main factors stimulating the creativity, 

according the FRESH14 participants, were participating in the interactive sessions and workshops (29%), 

discussion with peers (27%) and listening to expert presentation (23%). These data suggest that although the 

expert presentation still plays an important part for the participants, however, the interactive methods or 

learning as well as networking has the increasing role at the meetings.  

To summarize, this part presents the overview of analysis findings and conclusions drawn from them, in line 

with two main research questions on: How does the meetings industry connect to the creative industries and 

how innovative is the meeting industry. Collected data suggest that there is a connection between the 
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meeting industry and creative industries, however, differ in its strength for a particular creative industry. 

Each of the four groups identified in the sample frame distinguish in the number of creative industries output 

they experienced in 2013 as well as the way they apply them in the meeting industry. Data propose that 

meeting professionals, despite a budget constraint (most have no separate budget dedicated to innovating 

meetings) present a positive approach to applying the innovative products and solutions to their meetings. 

The content suppliers, companies providing meeting professionals with products and services supporting 

meeting objectives, face a high pressure on investing in developing their products and services. Hotels and 

other venues use the innovative output of creative industries to improve their facilities and services; the 

destination organisations use regional innovative products and services to promote their city or country. The 

large spectrum of innovative products and services which are currently applied in the meeting industry was 

illustrated through the FRESH14 case study. Presented review suggests that the meeting industry represents 

the modern industry which currently undergoes the transformation towards applying innovative tools which 

serve meeting objectives (the content of the meeting).  

The meeting industry is emerging, with a growing economic significance. Overall, there are several trends 

shaping the meeting industry currently, of which the focus on designing effective meetings (meeting design) 

was chosen as the subject of this research project. Meeting design is still a relatively new trend, however, 

becoming more and more recognisable among professionals working in the meeting industry. Many of the 

innovations applied in the meeting industry support the meeting content, helping to achieve the meeting 

objectives. Those innovations were primarily underlined in this research project and their origin investigated. 

Since the outputs of creative industries are innovative products and solutions, through the presentation of 

various connection the meeting industry has with creative industries the innovativeness of the meeting 

industry was presented.   

The presented discussion naturally lead to the question whether the meeting industry is heading towards 

becoming a creative industry. In the researcher view, several changes the meeting industry is now 

undertaking are substantial and groundbreaking. The presented analysis suggests that there is a strong focus 

on the meeting effectiveness, and a way to achieve it is through the application of innovative products and 

services to meetings. The transformation the meeting industry is now undertaking is heading in the direction 

of becoming a creative industry.  

Inconsistency in the creative industries’ definitions makes it particularly challenging to assess whether the 

meeting industry should be incorporated into the classification. To attempt answering this question, all 

creative industries classifications and definitions underlining them, should be carefully analysed. Taking into 

account the limited scope of this analysis, such a exhausive analysis could not be conducted. This research 

project, however, should be considered as an exploratory study, illustrating the positive trend within the 

meeting industry. In the researcher view, the transformation the meeting industry is currently undergoing is 
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so prominent and their focus on innovation so significant that it is most likely that the meeting industry 

should be – either now or in the nearer future – considered as a creative industry. For drawing such a 

conclusion, however, the further and more detailed research is necessary. 

  



80 

 

CONCLUSIONS 

The aim of this research project was to describe the meeting industry, underlining the key trends shaping it 

nowadays. The core purpose was  to present the innovations applied currently in the meeting industry 

through presenting their connections to creative industries. The research project was designed to answer two 

research questions: How does the meeting industry connect to creative industries and how innovative is the 

meeting industry? Consequently, the question of whether meeting industry should be included in the creative 

industries classification was posed. Since there is no secondary data available which directly address the 

studied phenomenon, the research project was founded on the primary data sources. Hence, it should be seen 

as an exploratory study investigating the connection between the meeting industry and creative industries 

and consequently the innovativeness of the meeting industry.  

The research project begun with the review of the existed literature on creative industries and the meeting 

industry. The purpose of this research, a demonstration of connections between both concepts, is translated 

into the structure of the theoretical discussions. This part was developed to simultaneously present emerging 

of these industries and to define and describe the meeting industry and creative industries in the same 

manner. This three-part structure presents the common economic context where both concepts emerged, 

outlines the challenges with defining them and finally – provide with a description of their economic 

significance, key players and innovative production. However, the chosen structure has its limitation – 

although it draws the analogy, it also causes some challenges with the describing part as both concepts differ 

significantly in their scales, with a meeting industry being a single industry and creative industries consisting 

of several diverse industries. 

Chosen methodology and data collection method underpinned the data collection process. Adopted research 

philosophy was positivism, and approach was induction. As a part of research design, the methodological 

choice was multiple methods research design, with a survey and case study chosen as a research strategies. 

Since the research was undertaken at one point in time, the imposed time horizon was the cross-sectional. 

The dominant data collection method was participant observation. The data collection process consisted of 

two principal stages, preceded by the preparation stage. At the beginning, the researcher entered the meeting 

industry and observed everything while knowing nothing about the industry. Taken into account the 

outcomes of this descriptive observation, the researcher noticed positive trend in applying innovations in the 

meeting industry. Therefore the research project began with the investigation on the meeting industry’s 

innovations and their origin. Since there were no secondary data available which directly address these 

phenomena, the researcher decided to conduct the primary research. 
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Firstly, the questionnaire was directed to the group of approximately 3000 people working in the meeting 

industry, representing four groups as identified in the sampling frame. The survey was designed to measure 

respondents’ perception of the innovations in the meeting industry, a generic part designed for all four 

groups. Second part of the survey was constructed differently for each group of respondents: meeting 

professionals were asked if they apply innovative products and services to the meeting they are organising, 

the content suppliers – if they use the innovative products and services from outside the meeting industry 

(output of creative industries) for developing their products and services; destination – if regional innovative 

creative industries output are an effective way to promote a destination; hotels and venue – which parts of 

their offerings do they innovate and what is the origin of these innovations. The total of 76 answers was 

received, primarily from the first and the second group of respondents.  

The second stage of the data collection process aimed at qualitative, in-depth investigation of the connection 

between the meeting industry and creative industries. For this purpose, the case study of the FRESH 

Confernece 2014 was chosen. In order to enhance the validity of the case study, the researcher embedded in 

another questionnaire, directed to the onsite participants of the FRESH14. With the clear purpose of this 

research, the case study analysis concentrated only on the innovations introduced at FRESH14, omitting 

other aspects such as logistics, sustainability, project management etc. More than twenty innovations were 

announced in the FRESH14 programme; all of them were briefly described in this paper and followed by the 

subjective assessment of the FRESH14 survey respondents on how new and original were FRESH14 

innovations for them. Total of 66 FRESH14 participants took part in the FRESH14 survey. The overview of 

the FRESH14 innovations is accessible through the short video (FRESH Conference, 2014c); some pictures 

are presented in the Appendix 4. 

Two-stage data research process constituted the basis for the analysis. Therefore, the detailed findings of 

each stage are presented separately in the analysis. Their presentation is crucial to draw some general 

conclusions as suggested in the discussions part where individual findings are related to the research 

questions. The core findings of this research project are summarised as follows. In regards to the question on 

how does the meeting industry and creative industries connect, the collected data suggest that some 

connections can be found between the meeting industry and all twelve creative industries (following the 

DCMS model), noticed by all four groups of respondents. However, the strength of these connections differs 

significantly. The strongest connections may be found with the software, software design industry and 

relatively sharp with design, film, video and photography, advertising and publishing. On the contrary, 

collected data suggest the marginal connection between the meeting industry and crafts, designer fashion and 

video games industries.  Prominent differences were established between the number of innovations 

experienced in the meeting industry by the four groups of respondents’ mainly between the meeting 

professionalsalmsot doubling the mean of content suppliers.  
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In order to deal with the question of the innovativeness of the meeting industry, the four group of 

respondents’ application of the innovative products and services was measured. Firstly, the largest group – 

meeting professionals indicated overall positive approach toward applying innovations to the meeting they 

are organising. The foremost reasons for their innovative approach are either increasing the attractiveness of 

a meeting nor process improvement (a design based on the specific objectives). The results suggest that most 

of meeting professionals are willing to apply the innovative products and services regardless the budget 

constraints (most of the meeting professionals indicated that they do not have a separate budget for 

innovating the meetings). Opposite, half of the surveyed content suppliers dedicate more than 25% of their 

company budget for developing their products and services; once doing so, the majority uses the output of 

creative industries mainly software, software design; advertising and publishing, film, video and 

photography and design industries. Not all twelve industries were indicated by the content suppliers as 

inspirational for developing their products and services; on their list the crafts, music, toys and games 

industries are missing. The limited number of the responses from two remaining groups: destination as well 

as hotel and venue should be studied in the great conscious; however they suggest that regional creative 

industries output are used to promote the destination, and that the creative industries output are applied to 

improve the quality of venue and hotels’ offerings. 

The case study of FRESH14 allows to present the examples of innovations currently applied to meetings. 

Different tools which can be used for meeting design are summarized in the CHATTY acronym (Vanneste, 

2008).; more than twenty innovations presented at FRESH14 are categorized into conceptual, human, art, 

technical and technology groups of tools and briefly presented. The aim of these descriptions was not to 

present each innovation in many details but rather to show the wide spectrum of products and services 

applied in the meeting industry nowadays and a variety of their origins. Chosen single case study was a 

unique example which expressively presents the transformation the meeting industry is now undertaking. 

Collected data suggest that the meeting industry is an innovative industry, with innovative product and 

innovative position of creative industries output. All of the collected results suggest that the meeting industry 

is an emerging creative industry, however more research is needed to verify this hypothesis. 

Several limitations of this research should be given to the fact. First of all, there is a scarcity of literature on 

the meeting industry, especially academically-grounded. Consequently there are numerous names of the 

industry and this research considered only one of them – the meeting industry.  Some inconsistencies exist in 

regards to the definitions of the meeting industry’s key concepts; thus the researcher had to choose one of the 

agreed definitions which were consistently utilized throughout the entire research project. One could argue 

that the word conference better reflect the studied phenomenon; however with the multiple of different 

meetings organised professionally such as conferences, congresses, conventions, products launch, sales 

meetings – the author decided to refer to the general concept of meeting, as an umbrella including all. The 
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word meeting should not be confused, however, with non-professionals meetings which a main purpose is a 

celebration (like a family gathering, festivals, concerts etc.). The additional challenge of this research was the 

matter with defining the creative industries, since there several commonly accepted definitions of the 

creative industries. For the purpose of this research, however, only one definition of creative industries – a 

DCMS model – was applied as a theoretical base for the analysis.  

The principal limitation of the first stage of the data collection process is a low response rate as well as 

inadequate number of respondents in each group. Despite the quantitative research method as survey, with 

such a low response rate the statistical interference is not feasible. All suggested conclusions should be 

treated only as informative and should be further tested. Ideally, research should collect more numerical data 

which would allow more advanced statistical calculations. Moreover, the vast majority of respondents are 

located in Europe which narrow the socpe of the research to the European context mainly. The discrepancy 

in the number of respondents in each group is reflected in the source of contact used in this research; 

therefore the limitation of this research is only one database as accessible as a source of contacts, composing 

primarily of the first and second group of respondents.  

In regards to the case study analysis with the embedded questionnaire, the chosen single case study may be 

seen as a limitation; however the core rationale behind this choice was a uniqueness of this case study as it 

shows the extreme values of the studied phenomenon.  Moreover, it is necessary to admit that the researcher 

was part of the FRESH14 organising committee, thus have some control over the observed case study. 

However, the researcher responsibilities in the FRESH14 organising committees did not involve the 

conference innovations. During the conference, researcher tasks were affiliated with performing her job 

responsibilities interrupted the participant observation a few times. However, since all the sessions were 

recorded, the researcher could watch all conference sessions again, while conducting the analysis. In regards 

to the FRESH14 survey, the 46% response rate might be regarded as representative of the population, 

however the higher number would be of advantage. The survey design should have included more numerical 

data which would permit more advanced statistics estimations.  

As emphasized already, the low response rate of the primary survey does not allow for statistical 

interference. Therefore, large scale research would be recommended as a next step in investigating the 

phenomenon so that the tested conclusions can be drawn from the results. Moreover, research should include 

the equal number of respondents from all continents which would allow to conclude about the geographical 

differences in the meeting industry’s innovations. 

Ideally research should use all commonly accepted definitions of creative industries as a theoretical base for 

the analysis. With this time-consuming approach, the strength of the connection between the meeting 

industry and creative industries could be measured depending on the accepted definition. As an outcome of 
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such a meticulous study, the discrepancy in the meeting industry - creative industries relationship may be 

revealed.  

Recommendation for the further qualitative study would be to choose multiple case studies representing 

average meetings rather than extreme. It would be helpful to look at the annual meetings of the longitudinal 

perspective, in order to investigate changes over the precise period of time. 

Finally, research on whether the meeting industry should be included in the creative industries 

classification(s) should be undertaken. Data collected in this research are very suggestive, however they 

should be further tested in regards to all creative industries classifications. Such an exhaustive study should 

be then presented to the various public bodies, creating the creative industries classification. Once the 

meeting industry would officially become a part of the creative industries classifications, its economic 

significance will be mesured and published in a form of diverse statistical reports. Consequently, the 

researcher hope that more attention will be given to the meeting industry, and its potential, on the academic 

level. 
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Appendix 1 – general survey 

 

 
 

 

I'm glad to see you here! 

 

Thank you for contributing to academic research around the creativity of the Meeting Industry.  

This survey is a part of Master Thesis Research at Copenhagen Business School. 

 

The survey is ANONYMOUS; it's important you answers all questions - it should take you less 5 MINUTES. 

 

Thank you 

Dominika Fudala 
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Appendix 2 – FRESH14 participant survey 
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Appendix 3 – FRESH14 programme 
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Appendix 4 – pictures of FRESH14 innovations 

 

 

 

 

 

 

 

 

Brain scanner wore by the participant  

  

 

 

 

 

 

 

 

 

FRESH14 hybrid segment 

 

 

 

 

 

 

 

 

 

Google glasses and throwable soft microphone 
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Hybrid Angel & Entertainment by prof. Philips 

 

 

 

 

 

 

 

 

 

Artists painting wall report from FRESH14 

 

 

 

 

 

 

 

 

 

Capturing content & backstage tour presenting builders 
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Different session formats 

 

 

 

 

 

 

 

 

Lego blocks as facilitation tool 

 

 

 

 

 

 

 

 

 

 

Capturing conference content 
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FRESH14 set 


