
HEADQUARTERS 11

Caucasus, crossing Romania, Bulgaria and 

Turkey. The Via Pontica tells us about the 

meeting among sea cultures – Greeks, Vikings, 

Venetians, Genoese, with the land cultures of 

the Skits, Thracians, Daces, Goths, Bulgarians, 

Slavs and Romans. 

The Western Trans-Balkan Road crosses South 

East Europe in a north-south direction. For 

ages, this corridor has united the territories on 

both sides of the Balkans – the Balkan range, 

passing through Romania, Bulgaria and Greece. 

Thus, the Trans-Balkan Road connects Western 

and Central Europe with the Aegean and the 

Mediterranean seas, consecutively crossing the 

Danube Road, the Diagonal Road, the Sofi a-

Ohrid Road and the Via Egnatia. 

Via Egnatia is an ancient road, built around 146 

BC, during the Roman Empire, to facilitate the 

communication between Rome and Constantino-

ple (present Istanbul), between East and West. 

The corridor connects the Adriatic coast with 

the Black and the Aegean Sea, passing through 

Albania, FYR of Macedonia, Greece and Turkey. 

Very important for the Meditereanean 

Countries is the Route of the Olive Tree. 

Following an initiative of the Greek Tourism 

Organization in 2003 and the Messinia House 

of Commerce, it was adopted by Unesco in 

2003 and, on 13 May in Delphi, the Coun-

cil of Europe gave it the certifi cation of a 

Major Cultural Route of Europe. Through its 

geographic and historic extent, the olive tree 

has not only marked the landscape, but also 

the daily life of Mediterranean civilisations; 

it is associated with their rites and religious 

traditions, and has infl uenced their habits 

and techniques. A mythical and sacred tree 

for the three monotheist religions (through 

its product, olive oil), a material and spiritual 

reference for the whole of the Mediterrane-

an, a universal symbol of peace and reconcili-

ation, the olive tree represents a wide variety 

of living natural and cultural landscapes. 

Apart from all these European routes, other 

local or bilateral initiatives to establish a 

common tourist product are very impor-

tant for the collaboration of the regions 

concerned in tourism development. Such, 

for example, are the initiative of the Golden 

Triangle - Greece Turkey Bulgaria, or the 

Rhodopes Project - Greece Bulgaria to 

develop a joint tourist product under the title 

Rhodopes-Homeland of Orpheus, or the Bal-

kan Cuisine Project and festivals in Komotini 

and so on. 

In addition to the above, there exist a 

number of tourism activities and initiatives 

promoting common actions encouraging 

ecotourism and sustainable tourism develop-

ment. 

On 23th May 2003 in Athens, the South 

Eastern Countries signed an a Memorandum 

of Understanding in the fi eld of tourism with 

particular emphasis on the study of all the 

possibilities of establishing common tourist 

products based on common history and 

other cultural resources, and established a 

Forum, which will discuss and elaborate pro-

posals for the development of the coopera-

tion of South Eastern European Countries in 

the fi eld of tourism. 

Bulgaria and Romania’s joining the Euro-

pean Union will facilitate all these efforts 

and initiatives to work together, to exchange 

experiences, and to realise a multilevel 

cultural tourist product for all the regions 

concerned.
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The well-established Meetings and Conven-

tions industry in Europe continues its strong 

pace in 2007 with all indicators showing 

an increase in numbers and profi ts. Europe 

leads the way in the meetings industry and 

convention tourism with Western Europe 

having the biggest share of the pie but with a 

fast growing Eastern Europe making a strong 

impression. 

Traditional European meetings destinations 

such as Germany, France, Spain, United King-

dom and Austria remain at the top during 

2007, but the strong infrastructure develop-

ment which is well underway in the Eastern 

Countries such as Poland - and especially in 

Russia - promises to raise competitiveness in 

the near future. 

Demand for meetings in Europe surged during 

2006, marking it a very good year for the 

industry not only in numbers but also in the 

high profi le of meetings. Industry leaders sug-

gest that the segment will continue its upward 

course with 2007 predictions showing positive 

results. MICHAEL VERIKIOS
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However, with recent statistics from travel 

management companies pointing to higher 

hotel, air and car rental prices and tighter 

availability, clients are still likely to be some-

what risk averse and to book late. 

TRENDS: 
In 2006, the economy played a signifi cant 

role in the industry impacting meetings and 

events in 2007 as planners and suppliers not-

ed the negative impact of increasing travel 

costs and the high prices of oil and gas. 

In 2007 fears of terrorism were further con-

cerns for meeting planners - topping the list 

in MPI’s FutureWatch 2007: A Comparative 

Outlook on the Global Business of Meetings.

Top trends impacting the global industry are:

1.  Impact of terrorism and war on business 

and travel 

2.  Cost of oil and gas, particularly the impact 

on travel costs 

3.  General price infl ation 

4. Current or impending economic downturn 

or recession 

5.  Current or impending economic upturn or  

improvement 

6. Changes or advances in technology 

7.  Increasing globalisation 

TOP MARKETS WITHIN EUROPE: 
In 2007 Germany has defended its top posi-

tion in Europe once again. With 334 meet-

ings, Germany came in number one for the 

third time running and number two world-

wide after the USA, according to the new 

International Association Meetings Market 

2006 survey of the International Congress & 

Convention Association (ICCA). 

Germany’s good and constant position in this 

dynamic environment shows that we are do-

ing the right thing and succeeding with our 

strategy, commented Lutz P. Vogt, director of 

the GCB German Convention Bureau e.V.. 

Spain, last year’s number three, has dropped 

to number fi ve in the new ranking. 

Within Europe, United Kingdom came in the 

second place with 279 meetings followed by 

France (269), Spain (266), Italy (209), Austria 

(204) and the Netherlands (187). 

In the city rankings, Vienna once more came 

in the fi rst position with 147 meetings fol-

lowed by Paris (130), Barcelona (103), Berlin 

(91), Budapest (86), Prague (82), Copenha-

gen (69) and Lisbon (69). 

FOCUS ON EUROPE 
European planners’ behaviour is becoming 

more Europe-focused. In 2006 Europeans 

planned to hold 71% of their meetings in 

Europe with 81% planned for 2007, while 

North America and Asia fall in demand. In 

2006, European meeting planners planned to 

hold 13% of their meetings in North America 

and 3% in Asia while in 2007 this percentage 

is even lower with 8% for North America and 

3% in Asia. 

Furthermore US planners estimated 5% 

of 2006 meetings in Europe while in 2007 

they predicted 3%; only 1% was predicted by 

Canada. 

The good news come from Canada as the 

Canadian meeting planners expected to hold 

2% of their 2006 meetings in Europe while 

in 2007 the percentage is increasing and 

reaching a 5%.* 

WHERE DO EUROPEAN PLAN-
NERS PLAN TO HOLD THEIR 
MEETINGS? 

City hotels top the list with 28%, followed 

by conference and university centres (20%) 

and convention centres (17%), resort hotels 

(13%), restaurants, country clubs and unique 

venues (9%) and airport and suburban 

hotels (5%). 

Conference centers and universities showed 

an increase compared to 2006 while city ho-

tels which remain in the fi rst place dropped 

from last year (32%).* 

*  Source: MPI’s FutureWatch 2007: A Comparative 

Outlook on the Global Business of Meetings 

EMERGING MARKETS: 
Even though Western Europe is a very strong 

market in the meetings industry and conven-

tion tourism, the Eastern European countries 

are rising in popularity with the Czech Re-

public, Hungary and Poland building a strong 

meetings infrastructure followed by the 

Baltic and Balkan countries. The most impor-

tant of them all, as experts indicate, is Russia 

with great potential ahead but it will still take 

some years to create the right infrastructure 

basis in order to be on the same level of 

competitiveness with Western Europe. 

GREENER INDUSTRY: 
Carbon emissions and other environment 

related issues are high on the agenda. Larger 

industry associations actively promote cor-

porate responsibility and greener solutions. 

The European Union’s Emissions Trading 

Scheme helps promote the idea to industry 

conferences. 

EXHIBITIONS: 
MICE Exhibitions within Europe play an 

important role for the industry, illustrated by 

an increased number of buyers and visitors 

at the most recent IMEX. 

IMEX Chairman Ray Bloom considers this growth to 

be a direct result of last year’s strategic decision to 

expand the show’s long-haul hosted buyer pro-

gramme, with a particular emphasis on the US market. 

Paul Kennedy, Group Exhibitions Director RTE 

expressed his expectations for EIBTM 2007 by saying 

‘We are building on the record attendance at EIBTM 

2006 and already a large number of returning 

exhibitors have not only re-confi rmed early but 

are also increasing their stand space for this year’s 

event.’




