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RESEARCH OVERVIEW & OBJECTIVES

This report presents findings of a study of the meetings industry—specifically meeting planners’ 

assessment of the current state of the industry, feelings about the benefits and challenges anticipated to 

be brought forth in the future (particularly related to the COVID-19 crisis), the ideal functions and 

leadership of the CVB in the meeting planning process, how they want to be communicated and 

marketed to, and what messaging and advertising are most impactful right now . This research was 

conducted by Destination Analysts, Inc., with input from the agencies Digital Edge and Miles Partnership.  

The core objectives of this research are summarized below. 

• Develop a deeper understanding of the value CVBs can provide meeting planners (across event 

types and sizes) based on current circumstances and anticipated changes in the industry

• Examine metrics meeting planners use to evaluate and report the success of their meetings and 

events

• Explore existing challenges in the industry and how the industry may evolve

• Benchmark the perceived performance of the CVB industry as a service provider to meeting planners 

• Identify recommendations for how the CVB and meeting planner best work together towards the 

ultimate success of the destination and the event.

• Identify most effective marketing and advertising tactics and channels

• Provide participating CVBs a benchmark of their meetings destination brand performance
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METHODOLOGY

THE CVB & THE FUTURE OF THE MEETINGS INDUSTRY STUDY 2021

To address the objectives of this research an online survey of meeting planners was 

conducted. An invitation to take this survey was sent via email to Destination 

Analysts’ meeting planner panel, Digital Edge’s list of meeting planner contacts and 

to meeting planner clients and prospects from participating CVBs. This allowed for 

the sample ultimately collected to be representative of a full spectrum of meeting 

and event planners, including corporate, association, and third-party planners, as 

well as those who plan for city-wides and those solely focused on self-contained 

meetings. Survey respondents were screened for meeting planner responsibilities 

and destination decision influence.  Those meeting planners who completed the 

survey were provided a $10 Amazon.com e-gift card for their participation. In 

total, 528 completed surveys were collected. 

Findings from the survey were then explored in greater depth with a series of 

interviews of 20 meeting planners. Again, a wide range of meeting planners were 

included in these interviews in order to maximize included perspectives. These 

interviews were conducted via online video conference, moderated by Destination 

Analysts staff.
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EXECUTIVE SUMMARY
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While three-quarters of these planners do source international destinations, only 40.7 percent say they are likely or certain to source meetings destinations 

outside of the U.S. in the next 3 years.

EXECUTIVE SUMMARY
Meeting Planner Profile

The 528 meeting planners surveyed for this research represent a full spectrum of meeting 

and event planners with experience in a variety of industries, including corporate (42.0%), 

national association (43.9%), international association (21.6%), state/regional association 

(22.7%), third-party planners (18.4%) and SMERF planners (34.3%), including those who 

regularly plan meetings and events for social, military, educational, religious and fraternal 

organizations as well as government, non-profit, sports, ethnic/multicultural and reunions.

These meeting planners plan events that range in size from 1-100  to over 2,000 room nights 

on peak. Over half (54.7%) plan citywide events at least once every 2-3 years—including 

31.6 percent who plans a citywide convention/event at least once per year. Meanwhile, 45.3 

percent of those surveyed only plan self-contained programs.
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Anticipated Changes to the Meetings Industry

Meeting planners anticipate significant changes to the meetings industry in the 

next 3 years that will have a drastic impact on their bottom line. Most notably, 

a large majority feels that attendance figures for live events will decrease as 

will the volume of live events held and attendee pickup for the room block. 

Additionally, 84.1 percent feels that the number of virtual/hybrid programs 

will increase which means less revenue and increased costs.

Question: Thinking about the future of the meetings industry, in the next 3 years, how do you 

expect the following factors related to the meetings industry to change (if at all)?

EXECUTIVE SUMMARY

Decrease 

Significantly/ 

Somewhat

Increase 

Significantly/ 

Somewhat

Attendance figures at live meetings 81.3% 8.3%

The number/volume of live meetings 

held
76.9% 5.9%

Attendee pickup of the room block 73.9% 5.7%

Client/meetings budget 62.7% 8.0%

Airlift 51.1% 9.3%

Meeting planners' ability to negotiate 

with hotels
18.6% 58.1%

Service provided by Convention & 

Visitors Bureaus
10.8% 43.9%

Incentives offered by destinations to 

hold your meeting there
10.4% 67.6%

"Hot Dates"/Value dates programs 

offered by cities/destinations
7.6% 61.9%

The number/volume of virtual/hybrid 

meetings held
6.8% 84.1%

“Financially, hybrid events are not profitable. You essentially have to plan two 

separate events. There are also additional costs like the virtual platform, 

cameras and other technology for live streaming.”

There is also an expectation that CVBs will increase the number of services, 

incentives and “hot dates” programs offered to attract meetings business to their 

destinations in the next 3 years.
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Anticipated Changes to the Meetings Industry

There are also strong indicators that meeting planners are in a more 

powerful position in terms of their ability to negotiate with hotels this 

year compared to pre-pandemic times. 58.1% of planners now feel 

that their ability to negotiate with hotels will increase somewhat or 

significantly in the next three years (last year only 28.2% felt this 

way while 35.5% had expected their negotiating power to get 

worse).

Question: Thinking about the future of the meetings industry, in the next 3 years, how do you expect the following 

factors related to the meetings industry to change (if at all)?

EXECUTIVE SUMMARY
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Anticipated Changes to the Meetings Industry

When asked if they expect the types of destinations they select for meetings will 

change over the next year, 36.2 percent said yes, and a similar proportion (35.4%) 

were unsure. 

Of those who anticipate destination selection changes, the most common changes 

cited were a shift towards safety, more space, outdoor venues and accessibility by 

car. Planners will be looking for destinations “that have COVID under control or better 

market how they have it under control.” They also anticipate their clients wanting larger 

rooms such as convention centers or hotel ballrooms for smaller groups to allow for 

social distancing. Paired with feelings that airlift will decrease in the next three years, 

planners are also shifting towards destinations that are accessible by car for their 

attendees.

EXECUTIVE SUMMARY

“Destinations that have COVID under control or that better 

market how they have it under control will lead the charge.  

Corporate Risk Management teams are driving this decision, 

so for smaller, less "corporate" type organizations, they'll 

have more flexibility, but any fortune 1000 will need to drive 

towards COVID safe destinations.”

“Clients will lean more towards hotels with more outside 

space, possibly heading to resorts vs downtown properties.”

36.2%
Expect the destinations they 

source for meetings with 

change in the next year
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MEETING PLANNER PROFILES

This section of the report summarizes the key professional 

characteristics of the meeting planners in this study
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MEETINGS DURING THE PANDEMIC

This section of the report details meetings (live, virtual and hybrid) 

that have taken place since the start of the pandemic.
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LOOKING AHEAD

This section of the report examines how meeting planners’ feel 

about the future of the meetings industry and the potential changes 

ahead—both positive and negative
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THE SHARED ECONOMY

This section of the report examines the current state of the shared 

economy in the meetings industry and its likely impact in the future
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THE MEETING PLANNER & THE CVB

This section of the report examines the current state of the 

relationship between CVBs and meeting planners and explores 

ways this partnership can be strengthened in the future



14

MARKETING TO MEETING PLANNERS

This section of the report details meeting planners’ desires and needs 

for destination advertising from CVBs
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THE FUTURE OF CONVENTION TRAVEL: 

THE ATTENDEE PERSEPCTIVE

This section of the report examines feelings around group meetings from the 

perspective of meeting attendees. This data was collected from Destination 

Analysts’ Coronavirus Traveler Sentiment Index Study fielded December 11-

13, 2020.


