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Resumé 
Det overordnede formål med projektet har været at identificere konferencedeltageres 
efterspørgselsmønstre i relation til turismeaktiviteter generelt og specifikt på destination Aalborg. 
På den basis diskuteres lokale strategier ift. konferenceturisme og problematiske aspekter heri 
identificeres. 

En væsentlig grund til at beskæftige sig med erhvervsturisme, er det økonomiske potentiale dette 
forretningsområde besidder. Udover konferencedeltagere omfatter erhvervsturismen personer, der 
deltager i møder, udstillinger og belønningsrejser samt individuelle forretningsrejsende, og samlet 
set er disse yderst attraktive for dansk turisme af mindst tre årsager: Deres døgnforbrug er op til tre 
gange så højt som ferieturisters; De kommer typisk på andre tidspunkter af året end flertallet af 
ferieturisterne (primært forår og efterår), hvorved de udvider sæsonen for turismeerhvervet; Og de 
har ofte en noget anden national sammensætning end ferieturister, hvorved nye målgrupper gøres 
opmærksom på steder som potentielle feriedestinationer. 

På trods af erhvervsturismens, herunder konferenceturismens, position som et vigtigt 
forretningsområde for turismeindustrien både nationalt og internationalt, så er området forholdsvist 
uudforsket. De undersøgelser, der er blevet foretaget, er i overvejende grad udført af industrien selv, 
og de har primært fokuseret på konference- og mødeplanlæggere og deres valg af destination, 
konferencefaciliteter og hotel. Således er slutbrugeren, dvs. konferencedeltageren, og dennes 
efterspørgselsmønstre, motivation og opfattelse af konferencedestinationer stort set et overset 
område i turismeforskningen.  

På basis af et antal analyser fra Danmarks Turistråd tegnes en profil af erhvervsturismens, herunder 
konferenceturismens, betydning og karakter i Danmark, hvilket påviser, at erhvervsturismen 
bidrager betydeligt til det danske turisterhvervs indtjening. Det står imidlertid også klart, at det 
eksisterende datagrundlag er begrænset og mangelfuldt. Dernæst diskuteres 
erhvervsturismestrategier på nationalt, regionalt og lokalt plan i Danmark, hvilket afslører visse 
uoverensstemmelser, og ikke mindst begrænsninger særligt i erhvervsturismestrategierne på 
destination Aalborg. 

Projektet søger endvidere at koble konferenceturisme og kulturturisme, idet kulturorienterede 
produkter er centrale for denne type turister. Med afsæt i en teoretisk diskussion fremgår det 
således, at den forståelse af kulturturisme, som er fremherskende i det valgte case-område, er 
mangelfuld, hvilket kan have alvorlige konsekvenser for arbejdet med konferenceturisme. 

En spørgeskemaundersøgelse af deltagerne på fire internationale, akademiske konferencer i Aalborg 
blev foretaget i perioden august/september 2001. Spørgeskemaet blev uddelt til 1210 
konferencedeltagere, og af disse blev 73 returneret – en lav svarprocent på 6%, som havde 
forskellige uforudsigelige årsager. Dette samt det faktum at kun én type konferencer, akademiske, 
blev undersøgt, gør, at undersøgelsen kan betragtes som et eksplorativt studium af én type 
konferenceturisters efterspørgsel med en bestemt erhvervsmæssig profil. Ikke desto mindre viser 
der sig nogle interessante mønstre i materialet, som er værd at hæfte sig ved. 

Undersøgelsens resultater kan skitseres i følgende hovedpunkter i relation til turismeaktiviteter 
generelt og specifikt på destination Aalborg:  

Generelt: 

• konferencer bliver ofte kombineret med turismemæssige oplevelser – ferie- og 
erhvervskonteksten spiller således sammen 
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• formålet med deltagelse i ekskursioner tilrettelagt af konferencearrangøren er primært at få 
turismemæssige oplevelser fremfor at networke 

• respondenterne foretrækker selvorganiserede ekskursioner fremfor ekskursioner tilrettelagt af 
konferencearrangøren, hvilket indikerer, at akademiske konferencedeltagere i høj grad er 
individuelt orienterede 

• et element af kulturel læring er centralt for de fortrukne turismemæssige oplevelser, både i 
relation til den historiske og nutidige kultur, finkultur såvel som populærkultur, kulturelle 
produkter udstillet på museer såvel som kulturelle processer oplevet på gader og stræder 

• at forlænge konferencer med enkelte fridage er noget hovedparten af respondenterne har gjort på 
et tidspunkt i deres karriere, primært på konferencer i udlandet men også i deres hjemland 

• konferencer influerer på senere valg af feriedestination blandt flertallet af respondenterne, 
primært når konferencen finder sted i udlandet 

 
Aalborg specifikt: 

• Aalborg, som et sted for turismemæssige oplevelser, er ikke veletableret i konferencedeltagernes 
bevidsthed 

• på negativ siden karakteriseres Aalborg som værende for lille, at stedet har for få 
oplevelsesmuligheder, ikke er unikt for folk, der kommer fra nærmarkederne, er for dyrt og at 
vejret er for dårligt 

• på positiv siden nævnes, at Aalborg er et fredeligt sted med en venlig befolkning, men derudover 
påpeges primært aspekter, som relaterer sig til den omkringliggende natur eller Danmark som 
helhed 

• et lavere antal respondenter planlægger selv-organiserede udflugter på deres ophold i Aalborg 
sammenlignet med deres generelle adfærd ifm. konferencer 

• færre respondenter planlægger at forlænge konferencen med en kortferie eller at vælge Aalborg 
som senere feriedestination sammenlignet med deres generelle adfærd 

 
Undersøgelsen giver således grund til eftertanke ikke kun på lokalt men også på nationalt plan. Den 
kan derforuden fungere som afsæt til yderligere undersøgelser, af både kvantitativ og kvalitativ 
karakter, til at komme nærmere en afdækning af konferenceturisters turismerelaterede efterspørgsel. 
Det synes således oplagt at bruge denne undersøgelse i forbindelse med de markedsanalyser, som 
arbejdsgruppen bag den nationale MICE alliance har påpeget er uundværlige for at etablere et solidt 
vidensgrundlag for det fremtidige arbejde med dette forretningsområde. 
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1. Introduction 

1.1 Background 
In autumn 1998 Tourism Research Unit at Aalborg University received EU-funding for a three-year 
tourism programme termed: “Long-term strategic tourism planning in a regional and international 
perspective”. One central topic of this programme, which materialises in two separate projects, 
concerns cultural tourism in Northern Jutland, Denmark and focuses on target groups interested in 
the cultural characteristics of places. Being one of the projects on this topic, the present study deals 
with the tourism related demand patterns of conference tourists. Given the fact that conferences 
primarily take place in urban areas, the tourism related activities of conference participants may be 
assumed to be primarily of a cultural nature, and the project thus includes a discussion of what type 
of cultural experiences conference participants seek out and whether they qualify for the term 
cultural tourists at all.  

Cultural tourism is often perceived as synonymous with heritage tourism which places historical 
products in focus. But as Richards (1996) points out, cultural tourism is not limited to prehistoric 
artefacts but includes artefacts of the present-day culture as well as the cultural processes (i.e. ways 
of life) of people of a given area. The market seems increasingly to be interested in the so-called 
authentic experiences of places which includes the non-staged ways of life of the locals (Poon 
1993), just as high cultural products (e.g. arts, theatre, ballet, opera) are not given higher priority 
than low cultural products (e.g. popular music, entertainment, sports), but are often combined and 
appreciated for the different experiences they offer. 

Also in the context of Northern Jutland, it seems sensible to operate with a nuanced conception of 
cultural tourism, primarily because of these market trends but also because the supply of unique and 
spectacular cultural attractions in the traditional sense of the word (museums, monuments, historical 
buildings and various art forms) is fairly limited in Northern Jutland. In this light it seems sensible 
that the low cultural products as well as the mentality and ways of life of the locals are turned into 
attractions of the area. 

Turning to conference tourists1 more specifically, it appears that they are, together with other types 
of business tourists, a highly attractive segment. Hence figures from the Danish hotel industry show 
that business tourists account for 53% of all hotel stays, which corresponds to a yearly turnover of 
6.9 billion Danish kroner, compared to holiday tourists who represent 41% of all hotel stays and 
only a yearly turnover of 2.9 billion Danish kroner (Danmarks Turistråd, 1998a). This comparison 
also points to the fact that the daily expenditure of business tourists is considerably higher than that 
of holiday tourists – up to three times as high (Nordhagen, 2000). 

Two additional characteristics add to the attractiveness of business tourists: They typically come at 
different times of the year than the majority of holiday tourists (often spring and autumn) thereby 
extending the season for the tourism trade; and they often reach beyond the geographical spread of 
holiday tourists thereby making new target groups aware of places as potential holiday destinations. 

That business tourism is a significant market for the Danish tourism trade also appears from the fact 
that it is on the agenda of both national, regional and local actors these years. Hence the Danish 
Tourist Board has issued a national strategy for business tourism for the period 2000-2003 
(Danmarks Turistråd 2000) which among other things states that meetings and conferences with up 
to 500 participants is the strength of Danish business tourism and should be the future focus area of 
                                                 
1 Some confusion exists as to what is the appropriate name to bestow on larger-scale meetings of a formal character. In 
Great Britain the term conference is used, in the USA convention is preferred, and in continental Europe congress is 
most often used (Swarbrooke & Horner, 2001). In this project, conference will be the term used and to avoid conceptual 
confusion a definition of this term is suggested in chapter 2.2. 
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all business tourism activities. In the national strategy for Danish tourism (Erhvervsministeriet 
2001a), the importance of business tourism is further stressed by the fact that it is identified as one 
of the three main business areas of Danish tourism. Though change of government in the autumn 
2001 meant that the national strategy was replaced by a less ambitious action plan (Økonomi- & 
Erhvervsministeriet 2002), business tourism is still considered a key business area for Danish 
tourism in relation to which a network-based alliance should be established. 

Of particular interest to the present project are the initiatives taking place in the context of Northern 
Jutland, and here it appears from the current strategy plan of the regional tourism development 
agency, Midt-Nord Tourism2, that business tourists will be a central segment in future (Midt-Nord 
Turisme, 2000). Despite this position allocated to business tourism, it also appears that the regional 
tourism development agency takes very few concrete actions towards this segment – instead they 
place the responsibility for the development of business tourism on a local destination, the city of 
Aalborg, which is the place that attracts the clear majority of business tourists in the region. In view 
of this fact, the empirical focus of the present study will be on destination Aalborg, which is the 
biggest conference city outside the capital in Denmark (Aalborg Turist & Kongres Bureau, 2000a). 
Various marketing and product development initiatives have been launched in recent years in 
Aalborg in relation to business tourism (Aalborg Turist & Kongres Bureau, 1997a, 1998), just as 
the strategy plan of Aalborg Tourist & Congress Bureau contains strategies as well as concrete 
actions towards this segment. These various documents will be scrutinised further in the present 
project to give a clear picture of destination Aalborg’s work with business tourism. 

Though strategies are being developed towards the business tourism segment, it also appears that 
few analyses have been undertaken of this segment – they are practically absent on a regional and 
local level (Northern Jutland and Aalborg respectively), and on a national level the focus is mainly 
on professional conference and meeting planners and the factors influencing their choice of 
destination, conference venue and hotel. The few analyses existing of the end-consumer focus 
mainly on wishes in relation to hotel standard, conference facilities, conference planning and 
service and show but a passing interest in conference participants’ tourism related demand for the 
more enjoyable moments of a conference (Danmarks Turistråd 1995, 1998b, 1999 in 
Erhvervsministeriet 2001). 

The same tendencies appear when looking at scholarly works on business tourism: firstly, business 
tourism, and for the purpose of this project conference tourism, has been subject to very limited 
research by the academic community (Swarbrooke & Horner 2001, Uriely & Reichel 2000, 
Oppermann 1996); secondly, the main part of this limited research concerns conference and 
meeting planners and not the demand patterns of the end-consumer (e.g. Weber 2001, Oppermann 
1996); and thirdly, the status of tourism related activities for conference participants is practically 
neglected among scholars. 

Based on the fact that the Danish Tourist Board identifies conference tourists as the main target 
group for the business tourism area in Denmark and the fact that in the context of Northern Jutland, 
and specifically the city of Aalborg, conference tourism is a very significant area, the present 
project places its empirical focus on this type of business tourists. But in contrast to the majority of 
the Danish Tourist Board’s analyses as well as the sporadic academic work on business tourism, 
this project takes its point of departure in the demand patterns of the conference participant, more 
specifically his tourism related wishes in connection with a conference. Such knowledge, combined 
with insight into conference participants’ demand of facilities and services, is useful both to tourism 
                                                 
2 The regional tourism development agency, Midt-Nord Tourism, covers the central and northern part of Jutland – the 
counties of Viborg and Northern Jutland respectively – and is the organisation in charge of the strategic development of 
tourism in the area. 
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destinations and conference organisers, as it facilitates a tailoring of the whole “conference 
package” and accompanying information activities to the wishes and needs of the end-consumer. 

1.2 Purpose 
Based primarily on an empirical study, the purpose of this project is hence to generate knowledge of 
the demand patterns of conference participants in relation to tourism activities in general and 
specifically on destination Aalborg.  

The general discussion of tourism related activities in a conference context takes its point of 
departure in the subsequent model: 

Figure 1: The business & holiday contexts of conferences 

 

Duration of Conference 

Business  Context Holiday Context 
Conference Activities 

Self - arranged Activities 

Presentations 
Social  ActivitiesFood 

Coffee  Breaks Hotel  Stay 

Tourism Activities

Visiting Friends / Family 

Relaxation 

Choice of Later Holiday  Destination Extension of Conference  

 
A conference typically consists of the following elements: the primary activity which is 
presentations related to a given profession or research area, and a number of secondary activities 
like: food, coffee breaks, hotel stays and social activities. Included in the latter are tourism related 
activities, and all depending on how the individual conference participant perceives and participates 
in these activities, he will either approach a holiday context or stay within a business context. 

If he participates in the tourism related activities with the wish of experiencing the place that he 
visits, then the behavioural patterns of a holiday context will become part of the business context. If 
the conference participant, on the other hand, only takes part in such activities to create and 
strengthen professional contacts, then he stays within a business context. The dotted line between 
the social activities of the business context and the holiday context illustrates that participation in 
the former does not necessarily lead to a touristic “identity”. A discussion of the purpose of 
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participation in organised excursions will hence be central to determine whether conference 
attendees qualify for the term tourists3. 

The mentioned activities are all characterised by being planned by the conference organiser, but 
apart from these, the conference participant may also involve himself in a number of self-arranged 
activities, which may include the attractions and activities of the conference destination. And in 
relation to such activities the conference participant approaches a holiday context.  

Other types of interplay between a business and a holiday context may occur. A conference may 
materialise into a short break in continuation of the conference, possibly undertaken together with 
an accompanying partner. This may occur regardless of whether the conference participant has 
involved himself in touristic activities during the conference or has stayed within the business 
context for the whole duration of the conference. A conference may also function as a catalyst for 
later choice of the given place as holiday destination, likewise regardless of whether the conference 
participant has been involved in tourism activities or has remained within the business context for 
the entire conference. The reason why these particular lines are dotted is, however, that it is difficult 
to determine a one-to-one relationship between cause and effect in consumer choice situations, i.e. 
whether a conference undertaken at a given place is the sole or just main reason why a later holiday 
is placed here. 

In both cases the business activity entails tourism related spin-offs, which can be very profitable for 
the tourism industry.  

The discussions outlined above will conclude in deliberations on whether it is possible to divide 
conference tourists into different types. To identify different conference tourist types, attention is 
directed at the nature of the activities chosen and whether a typology of conference tourists can be 
established on that basis. In other words, are conference participants nature tourists or culture 
tourists of some kind or another, or are they into tourism activities for pure diversion and fun? As 
stated earlier, given the urban surroundings of the majority of conferences, most tourism activities 
are presumably of a cultural nature particularly the self-arranged activities of the individual 
conference participant. 

The way in which tourism activities are undertaken is also considered as a possible basis for a 
typology, in other words to what degree is the tourism activities of the conference tourist 
controlled/limited by the offers of the organisers, and to what degree is the conference tourist 
adventurous - seeking out his own experiences. The project also differentiates between conference 
tourists originating from geographically close markets (including the domestic market) and far-
away markets and considers whether wishes in relation to tourism activities are dependent on 
geographical proximity or remoteness. In this connection it is also discussed whether conferences to 
a higher degree are catalyst for choice of foreign than domestic places as later holiday destinations. 

In relation to the local focus, the project seeks to illuminate whether destination Aalborg has the 
potential to fulfil the tourism related demand of conference participants, which necessitates scrutiny 
of strategies towards conference tourists developed by the destination in view of the empirical 
survey carried out among conference participants. 

The two main objectives of the research project can be summarised as follows: 

                                                 
3 Some difficulties can, however, be envisaged in categorising activities as tourism related or not. For instance, are you 
a tourist if you take a swim in the pool of the hotel between conference sessions? Hence in some cases this 
categorisation process will be a matter of interpretation both on part of the respondent and on part of the researcher. 
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• to illuminate the role tourism related activities play for conference participants with the purpose 
of identifying different demand patterns and consequently setting up a tentative typology of 
conference participants 

• to discuss the possibilities of destination Aalborg to fulfil the tourism related demands of 
conference participants and point to possible problematic aspects of strategies towards this 
business tourism segment  

1.3 Methodological Approach & Empirical Data 
Given the practical orientation of the project, the theoretical discussions of business tourism and 
cultural tourism respectively mainly serve the purpose of illuminating the strong and weak sides of 
strategies towards conference tourists implemented in Northern Jutland as well as to serve as an 
explanatory framework to the findings of the empirical study of conference participants.  

The project is based on an interplay between inductive and deductive work processes (Andersen 
1990, Maaløe 1996). As I intend to arrive at a new understanding of conference tourism and the 
demand patterns involved in this, given the limited theoretical groundwork existing within this 
field, the study clearly has an inductive bend. On the other hand, readings on business tourism and 
cultural tourism have been undertaken simultaneously with the data generation process, which has 
influenced the questions posed to the “real world”, but I have striven towards having 
presuppositions that are open to empirical realities and hence adjustable to what the data material 
shows. 

The empirical work forming the basis of the paper consists of a quantitative questionnaire survey 
carried out among the participants of four international, academic conferences in the city of 
Aalborg, Denmark in the period August – September 2001. 

The questionnaire was handed out to 1210 conference participants and of these 73 were returned. 
There may be various explanations to the low return rate of 6.03%, but one of the more salient ones 
is that one of the major conferences, with 400 participants, took place at the same time as the terror 
bombing in the United States. This meant that the social programme was cancelled thereby leaving 
the questionnaire somewhat irrelevant as it contained questions in relation to the social programme 
of the specific conference, and in general it may have meant that the participants lost interest in 
participating in research concerning pleasurable activities. 

Due to the low response rate and the fact that only one type of conferences – academic – were 
covered, the questionnaire survey can be characterised as an explorative study of the touristic 
demand patterns of conference tourists with a specific professional profile. The obvious 
disadvantage of this is that researching only one occupational group, generalisations about 
conference participants can not be made - it may be that this group has demand patterns which 
differ from those of other occupational groups. An advantage of focusing on one occupational 
group is, on the other hand, that more knowledge of this particular group is obtained. The fact that 
academics are frequent conference participants entails the extra asset that they constitute an 
attractive market, which is worthwhile gaining insight into.  

An interview has also been undertaken with Aalborg Tourist & Congress Bureau, the purpose of 
which has been to arrive at a more detailed understanding of strategies and activities carried out in 
relation to the business area of conference tourism. The information and viewpoints gained from the 
interview with the conference manager and the development consultant at Aalborg Tourist & 
Congress Bureau are combined with various analyses (Aalborg Turist & Kongres Bureau, 1997a, 
1997b, 1998), a strategy plan (Aalborg Turist & Kongres Bureau, 2000a) and an annual account 
(Aalborg Turist og Kongres Bureau, 2000b) they have published within recent years, and taken 
together they form a picture of the way in which conference tourism is dealt with on destination 
Aalborg. 
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The project period of the present project has been five months and it was carried out primarily from 
May to November 2001 (excluding July). The limited time frame meant that additional empirical 
studies could not be included in the project, ideal as it would have been4. 

1.4 Structure of paper  
The paper consists of five chapters: an introductory and methodological chapter which has just been 
outlined (chapter 1); a chapter on business tourism as it is discussed in theory and dealt with in 
practise in a Danish context (chapter 2); a chapter on cultural tourism and its relevance for business 
tourism (chapter 3); an empirical analysis of conference participants’ demand patterns in relation to 
tourism activities and reflections on its consequences for local tourism actors (chapter 4); and 
finally a conclusion summing up the main findings of the project (chapter 5). 

In a few more details, chapter 2 gives a brief overview of global trends within business tourism, 
before attention is turned to the limited scholarly theorising done within this area. An attempt is 
here made at defining business tourism with a special view to conference tourism. With point of 
departure in these theoretical reflections, focus is directed at the way in which the national, regional 
and local levels of Danish tourism work with business tourism and the importance they ascribe to 
this business area. Particularly the local level, the destination of Aalborg, is scrutinised given the 
empirical focus of the project, and consideration is given to whether their work with business 
tourism is in tune with especially the national strategies on this area or whether they pursue their 
own separate strategies. 

Chapter 3 looks at cultural tourism and the types of products and experiences it may generate, 
which ostensibly form a significant part of the demand of business and conference tourists. The 
theoretical discussion on cultural tourism serves the purpose of determining the way in which the 
chosen regional and local tourism actors in Northern Jutland deal with cultural tourism, and points 
to potential fallacies in this understanding also in view of the business/conference tourist segment. 

Chapter 4 constitutes the empirical survey of academic conference participants and their demand 
patterns in relation to tourism activities. Opening with methodological considerations in relation to 
the data generation process, the chapter moves on to the empirical findings which show a number of 
interesting tentative patterns in the demand of this particular group of conference participants. The 
empirical findings are subsequently related to the regional and particularly local strategies on 
conference tourism, and problematic aspects of these strategies are identified on this basis. 

The project concludes with chapter 5 which recapitulates the main theoretical and empirical 
findings of the project, gives suggestions to the local work on conference tourism and points to 
future qualitative and quantitative studies which ought to be undertaken within the area of tourism 
related demand patterns of conference tourists.  

                                                 
4 For further details on the survey methodology see chapter 4.1. 
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2. Business Tourism in Theory and Practice 
Despite its position as a significant market for the tourism industry in most parts of the world, 
business tourism, and for the purpose of this project, conference tourism, has been subject to very 
limited research by scholars (Swarbrooke & Horner, 2001, Uriely & Reichel 2000). The research 
conducted has mainly been carried out by the industry and they have tended to focus on conference 
and meeting planners and the importance they ascribe to attributes influencing their choice of 
destination or hotel (Oppermann, 1996). Likewise in a Danish context, the Danish Tourist Board 
has mainly focused on the demand patterns of the professional conference and meeting planners 
(Danmarks Turistråd, 1998a, 1997, 1996, 1994). 

Consequently, little is known about conference attendees’ demand patterns, motivation and 
perception of conference destinations, in other words:  

“... more interest should focus on the conference participants and non-participants since they are the 
ultimate customer both associations and conference destinations are competing for” (Oppermann, 
1996, p.181).  

                                                

As already stated, this is what this project aims to do in its empirical analysis. Prior to this the 
present chapter will look at some of the limited theoretical reflections done on business tourism, 
including conference tourism, and seek to arrive at definitions of both of these concepts. Then focus 
is directed at business tourism demand in Denmark and a sketchy profile of business tourists to 
Denmark is drawn on the basis of analyses carried out by the Danish Tourist Board. Attention is 
subsequently directed at the strategies that different Danish tourism actors hold in relation to 
business tourism – particularly the local level of destination Aalborg is of interest here, as this is the 
empirical centre of the project, and interest will focus on whether their strategies are in tune with 
especially national strategies on business tourism. Before all this a few global trends on business 
tourism will, however, be outlined to illustrate the significance of this business area on a larger 
scale. 

2.1 Global Business Tourism Trends in Brief 
Estimations of the global business travel market show that in 1995 it amounted to a value of 398 
billion US$. Of this amount, 47% was generated by European business travellers and 30% by North 
American business travellers (WEFA/WITC 1998, in Swarbrooke & Horner 2001). Furthermore, 
MICE tourists5 constitute one of the fastest growing segments not only of the business travel market 
but of the total tourism market on a global scale (Weber, 2001). 

In relation to international meetings and conferences, the International Convention and Congress 
Association estimates that in 1999 56% of these took place in Europe, 15% in Asia, 11% in North 
America, 10% in Australasia/Pacific, 6% in Central/South America and 2% in Africa (Spiller & 
Ladkin 2000, in Swarbrooke & Horner 2001). Other studies show that in average a participant at a 
conference spends 1287 US$ (Edelstein & Benini 1994, in Oppermann 1996) including conference 
fee, travel and accommodation expenses, food and beverages, and other expenses involved in a 
conference stay. The most popular destinations for international conferences in the 1990s appear to 
have been: 

• Europe: Barcelona, Dublin, Copenhagen, Vienna, Budapest, Paris, Stockholm, Amsterdam 
• North America: San Francisco, Atlanta, Washington, New York, Orlando, Vancouver 
• South America: Rio de Janeiro 
• Asia: Hong Kong, Seoul, Singapore, Beijing, Manila, Kuala Lumpur 

 
5 The acronym MICE stands for the following types of business tourism: meetings, incentives, conferences and 
exhibitions. 
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• Australasia: Melbourne, Sydney 
• Africa: no destination in the top seventy in 1996 (Rogers 1998, in Swarbrooke & Horner, 2001) 
 
Clearly, it is the capitals and major cities in various countries that are high in demand as conference 
destinations. 

From the above it appears that Europe is a major actor in global business travel both when it comes 
to demand and supply, and it is furthermore estimated that the European business travel market will 
grow by 3.7% annually provided that the European economy continues its positive development in 
years to come (O’Brien 1998, in Swarbrooke & Horner 2001). 

Westwood et al. (2000) list a number of factors which will contribute to the long-term growth of 
business travel in future: the still increasing globalisation of markets; the growth of multinationals 
with branches world-wide; strategies of diversification on overseas markets due to increased 
competition in domestic markets; the growth of global communication via information technology, 
in particular the internet, which they estimate will increase personal visits to develop business 
relations; and finally, emergent economies (e.g. various Asian and Eastern European economies) 
which will constitute new business opportunities. 

Swarbrooke & Horner (2001) likewise point to these emergent economies, but focus on the business 
tourists they will generate in future. In addition to these, they mention a number of other growing 
business tourist segments: female business travellers who may have different demand patterns than 
their male counterparts – in fact Westwood et al. (2000) hold that businesswomen are the fastest 
growing segment of the travel industry; people participating in incentive trips have likewise 
increased on a global scale; and finally the number of frequent as well as long-haul business 
travellers has also escalated within recent years. 

Having sketched out an image of business tourism as being escalating significantly these years, it is 
worth bearing in mind that “the fortunes of this industry follow very closely the fortunes of the 
economy as a whole” (Davidson, 1994 p.18), meaning that recession, political upheaval and 
conflicts influence the extent to which and perhaps particularly the ways in which people undertake 
business activities. As an illustration of this, Davidson (1994) mentions the years of recession of the 
early 1990s when the business tourism industry witnessed a consistent pressure from their 
customers to reduce travel costs concomitantly with the volume of business travel increased. The 
recent terror crisis and accompanying economic insecurity have likewise influenced both the 
holiday and business tourism market, and only the future will tell what consequences this will have 
for the tourism industry. 

2.2 Definitions and a Few Theoretical Reflections 
Several definitions on tourism choose to lump leisure and business tourism together, as in this much 
quoted definition by WTO: “[Tourism is] The activities of persons travelling to and staying in 
places outside their usual environment for not more than one consecutive year for leisure, business 
and other purposes (in Cooper et al. 1998, p.8). Focus is clearly on time and space related 
requirements, and the definition says nothing about the activities of persons travelling, let alone the 
activities of business tourists. Hence little insight into the nature of business tourism and the 
interplay between work and tourism related activities is acquired on the basis of such standard 
tourism definitions. 

Few scholarly works have, in fact, been written on business tourism - one explanation to this may 
be that the tourist role is traditionally defined in opposition to and separate from the work-oriented 
every-day life of the individual (e.g. Urry 1990, Graburn 1989). Uriely & Reichel (2000), however, 
point to the growing literature on postmodern tourism that highlights the increasing breakdown in 
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the separation of occupational activities and the consumption of leisure, which has to some degree 
changed the scholarly discourse on work and tourism. This does not mean that business tourism is a 
phenomenon that emerged with postmodernism – as will be seen below Swarbrooke & Horner 
(2001) trace business tourism as far back as the great empires of Egypt, Persia, Greece and Rome – 
but the area has so far just not been favoured by tourism researchers due to this traditional (mis-) 
conception. 

One of the few existing definitions on business tourism reads: 

“Business tourism is concerned with people travelling for purposes which are related to their work. As 
such, it represents one of the oldest forms of tourism, man having travelled for this purpose of trade 
since very early times (Davidson 1994 p.1). 

Despite it being very broad, the definition points to two important aspects of business tourism: its 
historical traces and its purpose. In relation to the former business tourism may be said to have 
emerged with the development from purely subsistence to more trade-based economies as travelling 
to other places to buy and sell goods also meant that some kind of experience of these places was 
obtained. Swarbrooke & Horner (2001) identify the Egyptian, Persian, Greek and Roman empires, 
the medieval trade fairs, the Silk Route and the industrial age as the major historical developments 
which have influenced business tourism up until modern times (1950s onwards), when the world 
witnessed a true explosion of business tourism. This was instigated by, among other things, 
economic growth in developed countries and consequently increased world trade, which has been 
furthered by international free trade associations, the rise of transnational corporations and the 
development of means of transportation (particularly air planes). 

In relation to the purpose of business tourism, which Davidson’s definition also mentions, it makes 
sense to contrast business tourism with holiday tourism. A fundamental, and obvious, difference 
between these two forms of tourism is that a holiday is initiated on the basis of an attraction to a 
given place and its sites6, whereas a business tourist primarily travels to participate in for instance a 
business meeting, a conference or an exhibition. What experiences places have to offer is hence 
secondary to the business related activity. This is not to say that the place where the given business 
activity takes place, in the case of this project conference destination, is irrelevant to the business 
tourist – it is likely that certain conference destinations are more attractive than others due to the 
touristic image and offers they can boast. Furthermore, research has indicated (Danmarks Turistråd, 
1995) that business travels can function as catalyst for later choice of holiday destination which also 
points to an interplay between the two types of tourism.  

Well in line with these arguments is Uriely & Reichel’s (2000) discussion of typologies on working 
tourists, which illustrates that the interplay between work and tourism activities differs depending 
on the meaning the individual ascribes to his work and tourism activities respectively. Professional 
working tourists - the category dealt with in this project - view their touristic activities as a by-
product of their business trip whereby the work activities are in focus. Opposed to this type the 
long-term budget working tourists perceive work undertaken during a prolonged holiday around the 
world as a means to continue their holidays. Finally, the working holiday tourists view work as an 
integral part of their touristic experience, e.g. voluntary work undertaken in a third world country, 
whereby this type of tourist becomes the only one which rates work and holiday activities at an 
equal level. 

                                                 
6 It should be mentioned that depending on what type of tourist a person is, choice of tourism destination may be 
influenced by pull factors, as described above, or push factors which refer to the tourist primarily wishing to get away 
from the routines and obligations of everyday life. 
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Looking at other aspects than the purpose of travelling, a simple illustration by Davidson (1994) 
sums up salient ways in which holiday and business tourism differ in relation to payment, 
destination choice, season for travelling, lead time, who travels and type of destination is visited:  

Figure 2: Leisure tourism versus business tourism 

 Leisure tourism Business tourism but...... 

Who pays? The tourist The traveller’s employer 
or association 

Self-employed business 
travellers are paying for 
their own trips 

Who decides on the 
destination? 

The tourist The organiser of the 
meeting/incentive 
trip/conference/ 
exhibitions 

Organisers will often 
take into account 
delegates’ wishes 

When do trips take 
place? 

During classic holiday 
periods & at weekends 

All year round, Monday 
to Friday 

July & August are 
avoided for major events

Lead time? (period of 
time between booking 
and going on the trip) 

Holidays usually booked 
a few months in 
advance; short breaks, a 
few days 

Some business trips 
must be made at very 
short notice 
 

Major conferences are 
booked many years in 
advance 

Who travels? Anyone with the 
necessary spare time & 
money 

Those whose work 
requires them to travel, 
or members of 
associations 

Not all business trips 
involve managers on 
white-collar duties 

What kinds of 
destination are used? 

All kinds: coastal, city, 
mountain & countryside 
locations 

Largely centred on  
cities in industrialised 
countries 

Incentive destinations 
are much the same as for 
up-market holidays 

Source: Davidson (1994) p.4. 

In relation to conferences, it should, however, be pointed out that even though the organiser decides 
on the destination for a given conference, the end-consumer will most often have a say in whether 
he wants to participate in that conference or not. And this decision may not only be based on 
business-related considerations but also his impression of and degree of attraction to the city / 
country in which the conference is held, as argued above. This is also an argument Swarbrooke & 
Horner (2001) voice later on in their book (p.64). Moreover, it seems to be a growing trend these 
years that conferences are not limited to weekdays but include Saturdays, possibly Sundays, often 
because cheaper airline fares can be obtained during a weekend. 

Having demarcated business tourism from holiday tourism, attention will now be turned to a 
differentiation between different types of business tourism. Blicher-Hansen (1997) suggests a 
division of business tourists into individual business travellers and MICE-tourists. For the 
individual business traveller the choice of destination is solely based on business related purposes, 
and as head of business tourism for the Danish Tourist Board, Blicher-Hansen identifies this target 
group as uninteresting as: “it is not a target group that neither local nor national tourism 
organisations can do anything to increase” (ibid. p.24 – own translation, at). That Danish tourism 
organisations can not do very much to increase the number of individual business travellers seems 
plausible, but the Danish tourism trade can very well do an effort to “lure” individual business 
travellers out of their hotel rooms and experience the place they are at in the spare time between 
meetings and negotiations. 
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The other, and according to the Danish Tourist Board, more attractive business tourist is the one 
who attends conferences, meetings, study trips, exhibitions and incentive trips, as it is possible to 
work on the companies and specialised organisations which plan such activities so that an 
increasing number of these are placed in Denmark. The necessary facilities, including food and 
accommodation, to carry out the business related activities, as well as tourism related products for 
the more enjoyable parts of the business event, can be sold to this target group. 

As stated earlier, this project also centres on MICE-tourists, more specifically conference tourists, 
as these are clearly easier to target than individual business tourists. However, focus is here on end-
consumers rather than the organisations and companies buying the conferences, as research into 
these is clearly neglected. 

With this focus in mind, it is necessary to consider how a conference, or meeting which is the term 
Davidson uses, can be understood: 

“an organised event which brings people together to discuss a topic of shared interest. The purpose of 
the meeting may be commercial or non-commercial; the meeting may be attended by half a dozen 
people or by many hundreds; it may last from a few hours to a week. But the essential characteristic 
which makes a meeting qualify as part of the business tourism market is that it engages some of the 
services of the tourism industry, and this usually means being held away from the premises of the 
company or organisation running it (Davidson 1994, p.21). 

The way in which Davidson distinguishes between a meeting and a conference, is only to say that 
the latter is of a more formal nature than the former (ibid. p.25), though I would add the size of the 
gathering also influences whether it is called a meeting or a conference. 

Clearly conferences can not be defined by the nature of the topic of the conference, its number of 
participants - though small gatherings would tend to be called meetings and larger ones conferences 
there is no definite number that demarcates one from the other - or the duration of the event. What 
seems to define a conference is the fact that its participants are tied together by a shared interest in a 
given topic. Hence in relation to professional interests conference participants will have something 
in common, which is an obvious characteristic for the tourism industry to make use of when they 
offer their products to this target group, i.e. that the topic of a given conference also characterises 
the organised excursions as well as the individually-based tours that are put on offer. 

That conferences should make use of some of the services of the tourism trade to qualify for the 
term business tourism seems off-hand quite logical, but only if the term services also includes non-
institutionalised, non-entrance fee dependent activities which for instance walks around a city 
enjoying its life and atmosphere represent.  

The above discussion has mainly sought to define business tourism, subsequently conference 
tourism, by what it is not, which gives an adequate picture of the way in which this kind of tourism 
is conceptualised among scholars. And this may, in fact, be one of the reasons why the existing 
understanding of business tourism is fairly superficial. A point made by Rojek & Urry (1997) in 
relation to tourism in general sustains this reflection in relation to business tourism: “One 
significant reason for the problematic status of tourism [here: business tourism] is that its meaning 
stems from its “other”, from the other terms with which it is contrasted…Its meaning constantly 
slides as its “other” changes” (p.1). This highlights the necessity of more fundamental 
conceptualisation of business tourism – a task that, with point of departure in an empirical study, 
the present project aims to contribute to. 

2.3 Profile of Business Tourism Demand in Denmark 
To get a picture of the business tourism market in Denmark, a summary of various analyses will be 
made here. Due to the focus of the present paper only characteristics of MICE tourists, and 
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occasionally individual business tourists, to Denmark will be accounted for. Analyses of meeting 
planners will not be looked at, though they constitute the majority of the available analyses, as they 
are not of interest here. As the following section will show, certain discrepancies, even 
contradictions, exist in the available analyses on business tourism, which, of course, makes it 
difficult to draw a clear profile of this business area. 

First of all, to establish an impression of the size of business tourism in Denmark and to estimate 
the proportional significance this business area holds in Northern Jutland and Aalborg, this section 
will open with a few figures based on the TØBBE-analysis7 (1999, in Erhvervsministeriet, 2001b). 

Figure 3: Turnover of business tourism 1996-1999 (million Danish kroner) 

Mio. kroner 1996 1997 1998 1999 

Hotel – MICE 3863 3883 4098 4329 

Hotel – Business 3035 3031 3256 3476 
Source: Danmarks Turistråd, TØBBE, in Erhvervsministeriet (2001b). 

As it appears, in 1999 business tourism in Denmark amounted to 7.805 billion Danish kroner 
measured in turnover from hotel stays, with MICE tourism accounting for 853 million more than 
individual business tourism. Measured in occupation (full time) and value added, business tourism 
shows the following figures: 

Figure 4: Occupation and value added generated by business tourism in 1999 

Mio. kroner / full time 
occupation MICE Business 

Value added (mio.  
Kroner) 2400 2007 

Occupation (full time) 7187 5883 

Source: Danmarks Turistråd, TØBBE, in Erhvervsministeriet (2001b). 

It is, furthermore, pointed out that business tourism accounts for 18.5% of the total occupation that 
tourism creates in Denmark and 16.2% of the value added that tourism generates. 

A regional distribution shows that the county of Copenhagen places itself in a clear leading position 
with a turnover of 2.842 billion Danish kroner on business tourism, the county of Aarhus comes in 
second with 822 million Danish kroner, closely followed by the county of Northern Jutland with 
820 million Danish kroner (ibid.). In the case of Copenhagen the distribution between MICE and 
individual business tourism is fairly equal, whereas in the cases of Aarhus and Northern Jutland the 
turnovers are clearly higher on MICE than individual business tourism. 

Measured in overnight stays, the various MICE categories show the following distribution 
(Danmarks Turistråd, 2002 p.8): 

• Courses / seminars   59% 
• Company meetings & incentives  13% 
• National congresses / conferences 11% 
• Professional study trips   8 % 

                                                 
7 The acronym TØBBE stands for the economic and occupational importance of tourism and constitutes a large-scale 
analysis carried out on a regular basis on these aspects of Danish tourism by the Danish Tourist Board. 
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• International congresses   6.5% 
• Trade fairs / exhibitions   2.5% 
 
Courses and seminars are clearly the most important business area of the various types of MICE 
tourism, whereas the focus of this project, national and international conferences/congresses, have a 
secondary though by no means negligent position. 

2.3.1 National and Sociodemographic Characteristics of Business Tourists to Denmark 
The prime nationalities constituting the business tourism market in Denmark appear in a 1999 
analysis to be: Denmark, Germany, Sweden, Norway, the United States and Holland (1999, in 
Erhvervsministeriet, 2001b) – markets, which apart from the United States, correspond with the 
prime markets for holiday tourism. Of these Danish business tourists constitute the majority 
followed by other geographically close markets (ibid.). When consulting an analysis from 1998 of 
foreign meeting/conference planners (Danmarks Turistråd, 1998a), correspondence appears to exist 
between the markets for business tourism in general (individual and MICE tourism) and for MICE 
tourism only, in that Sweden and Norway are ranked as the major foreign markets for MICE 
tourism followed, with a much lower market share, by Finland, the Benelux countries, USA and 
Great Britain. Denmark, however, has a very low market share on the German market in this 
analysis (ibid. p.33). With these considerations in mind, it is fair to question the conclusion of an 
analysis from 1995 (Danish Tourist Board, 1995)8 which points out that: 

“apart from Swedes (which is by far the most frequently represented nation) the MIC tourists are 
completely different in relation to nationality than holiday guests. This means that Denmark, Danes 
and Danish product owners get hold of an audience that they otherwise would not get into contact 
with” (ibid. p.5 – own translation, at). 

That this analysis only deals with foreign MIC tourists to Denmark explains why the Danish market 
is not considered, but in relation to the composition of foreign markets it is hard to believe that three 
to four years span between the three mentioned analyses can explain a change in prime foreign 
markets. Hence a rather unclear picture emerges of the market situation for Danish business 
tourism, and need clearly exists for more research into the area9. 

In relation to daily expenditure, American and German MICE-tourists spend the highest amount of 
money – both above 2000 Danish kroner per day (the other markets range from approximately 
1200-1800 Danish kroner).  

The length of stay of a typical MICE tourist is 3-4 days (1999 in Erhvervsministeriet, 2001b, 
Danish Tourist Board 1998b10 & 1995), but 33% stay in Denmark for five or more days (Danmarks 
Turistråd, 1995). Hence the 1995 analysis concludes that “there is a clear tendency that MIC 
tourists in Denmark stay at least one day more than the congress/arrangement lasts” (ibid., p.5 – 
own translation, at). This average length of stay results in a total expenditure of approximately 9700 
Danish kroner, including the part that the conference organiser pays, and of these approximately 
3900 Danish kroner is paid by MIC tourists or more likely his company/organisation11. The latter 

                                                 
8 The MIC-analysis from 1995 is based on 1085 questionnaires distributed among foreign MIC-tourists in Denmark 
with the primary purpose of identifying the amount of money spent by these. Secondarily the purpose is to identify the 
activities MIC tourists engage in and their level of satisfaction in relation to these (Danish Tourist Board, 1995). 
9 This conclusion has also been reached by a work group constituted in autumn 2002 to work out a coordinated strategy 
for Danish business tourism (www.danskturisme.dk/web/alliance). See also section 2.4.1. 
10 This analysis from 1998 focuses on Denmark as destination for holiday as well as business tourists and its purpose is 
to give overall insight into these two markets, e.g. reasons for choosing Denmark and how Denmark and its tourism 
products are evaluated. Primary attention is, however, given to holiday tourists in this analysis. 
11 It materialises in the 1998-analysis that for a clear majority (86%) of MICE tourists their company pays for the entire 
travel/stay (Danish Tourist Board, 1998b). 
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amount includes hotel stay and other expenses during the stay but excludes all travel expenses to 
and from the country (ibid. p.6).  

The average age of an individual business tourist is 49,7 years and for a MICE tourists 56,6 years 
(1999 in Erhvervsministeriet 2001b, Danmarks Turistråd 1998b) – the latter, however, conflicts 
with the average age of MIC tourists identified in the 1995 MIC-analysis (Danish Tourist Board, 
1995), in which it is established to be 30-55 years of age. A span of four years and the fact that 
event tourists are left out can not explain this clear discrepancy in age profile.  

In approximately 90% of the cases individual business tourists as well as MICE tourists travel alone 
(1999 in Erhvervsministeriet 2001b, Danmarks Turistråd 1998b), though it is pointed out in the 
1995 analysis (Danmarks Turistråd, 1995) that the older MIC tourists tend to bring along a 
companion and stay on longer in Denmark than the attended activity lasts. 

Finally, 64% of MICE tourists to Denmark have previous experiences with Denmark as a business 
destination within the last five years (Danmarks Turistråd, 1998b), which apart from demonstrating 
a fair proportion of repeat visitors among MICE tourists also points in the direction of quite a high 
degree of familiarity with Denmark.  

2.3.2 Purpose and Demand in Relation to Business Trips 
From the 1998-analysis it appears that the purpose of almost half (49%) of all MICE tourists’ trips 
to Denmark is to attend a course, though of these Danish MICE tourists constitute a majority 
(Danmarks Turistråd, 1998b). Furthermore, 19% participate in company meetings, 16% participate 
in conferences, 8% attend trade fairs or exhibitions, 7% are on technical visits and finally 2% are 
here on incentive trips (ibid.)12. Hence conference participants constitute a significant segment of 
the total MICE tourist market, though is clearly exceeded by smaller scale company meetings and 
particularly courses. 

In the 1999-analysis it is stated that business tourists do not engage in many activities apart from the 
primary business related activities of their stay in Denmark (1999, in Erhvervsministeriet 2001b), 
which stands in contrast to the conclusions of the 1995-analysis that say that 50% of all MIC guests 
engage in activities other than those planned by the conference organiser – typically one-day 
excursions, short holidays or weekends, company visits or visiting friends or family. In other words 
“MIC guests are not unfamiliar with engaging in activities on their own when visiting Denmark” 
(Danmarks Turistråd, 1995 p. 6 – own translation, at). That these findings are not in accordance 
with those of the 1999-analysis may partly be explained by two factors: firstly, the 1995-analysis 
only includes MIC tourists and not individual business tourists that may be taken to be more 
focussed on their business related activities; secondly, the 1995-analysis excludes Danish MIC-
tourist who may be less likely to engage in “extra-curricular activities” in their home country. But 
these points notwithstanding, it seems paradoxical that two analyses conducted within 4-year span 
can generate quite opposing conclusions on this point, and this clearly highlights the need for more 
research on this area. 

Looking at the expenditure of MIC-tourists, the 1995-analysis draws the following picture:  

“If the part paid by the organiser is excluded, a third of the expenditure is spend on restaurants, a bit 
more than a fourth on hotels, almost a fourth on shopping, almost 10% on transportation and culture 
and some minor parts on other factors” (ibid. p.26 – own translation, at).  

More precisely 3% of the total expenditure lies within cultural activities. Offhand this is a very 
modest figure, but it should be kept in mind that this only includes the measurable cultural 
                                                 
12 This finding is only based on those MICE tourists that use hotels and inns as accommodation during their stay in 
Denmark. This must, however, be considered to be the clear majority of all MICE tourists. 

TRUprogress© 18
 



activities, by means of entrance fee, and not those cultural activities that are for free. It could, 
furthermore, be discussed whether visits to restaurants and shopping should be considered a cultural 
experience of the place visited – in some cases it will be when local dishes are sought out and 
shopping activities focus on local products. This the statistical material says nothing about. 
Furthermore, the shorter the total stay, the greater part of the total budget is used on food, shopping 
and transportation and consequently less on cultural and other activities. Hence in the 1998-analysis 
the respondents are asked to rate different activities on a 5-point scale from very often to never, and 
here it appears that shopping again comes out on top as something the MICE tourists on average do 
often, and sightseeing/excursion in the area as well as visiting cultural events/historical attractions 
is on average done seldom (Danmarks Turistråd, 1998b). Hence this data seems to confirm that 
MICE tourists are not very keen on experiencing the place visited. All in all this information on 
activities is interesting in relation to the present project.  

Business tourists generally express satisfaction with Denmark as a destination, though they tend to 
be less satisfied than holiday tourists (1999, in Erhvervsministeriet, 2001b). Denmark gets a 
positive score in relation to language abilities, safety, cultural attractions, hotel standard and 
conference and meeting facilities, and a negative score primarily in relation to general price level 
(ibid.). In the 1995-analysis the same general conclusion is reached – a business arrangement in 
Denmark is overall a satisfying experience, though the price level does inflict upon the positive 
evaluation. Looking at the individual variables analysed, not a totally identical picture with the 
1999-analysis materialises, though:  

Figure 5: Evaluation of Denmark and arrangements 

Evaluations - five point scale

4,47 4,46 4,34 4,28 4,17 4,15 4,15 4,14 4,12 4,07 4,06 3,92

0

1

2

3

4

5

Dan
es

 as
 pe

op
le

Den
mark

 as
 co

un
try

Arriv
al/

rec
ep

tio
n

Sigh
tse

ein
g/t

rav
el

Serv
ice

 at
 th

e a
rra

ng
em

en
t

The
 ar

ran
ge

men
t a

ll in
 al

l

Mee
tin

g r
oo

ms

Arra
ng

ed
 m

ea
ls

Othe
r m

ea
ls

Serv
ice

 at
 th

e h
ote

l

Surr
ou

nd
ing

s/a
rch

ite
ctu

re

The
 ho

tel
 al

l in
 al

l

 

Source: Danmarks Turist Råd 1995 p. 29 (own translation, at) 
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It is clearly the Danes and Denmark as a country, whatever that encompass, reception and 
sightseeing that are given the highest scores, whereas hotel standard is much further down the list. 
In relation to the high scoring variables, these may again be explained by the fact that the 1995-
analysis only includes foreign MIC-tourists, as Danish MIC-tourists would probably be less likely 
to mention their fellow countrymen as an attraction. 

Though Danes may be rated highly for the service they provide, including their language abilities, 
and Denmark for being a safe and infra-structurally well-equipped society, the above findings also 
indicate that MICE tourists have an interest in getting insight into the Danish way of living and 
organising their society, which points in the direction of a different interest in culture than what can 
be measured by means of entrance fees paid at cultural attractions. This point will also be returned 
to in the analysis. 

The high level of satisfaction may, furthermore, help explain why two thirds of the respondents in 
the 1995-analysis say that it is likely that they will spend a holiday in Denmark in future (Danmarks 
Turistråd, 1995). In relation to such statements it should of course be considered that people have a 
tendency of answering such questions favourably, due to the fact that such a likelihood exists for 
most people. In other words, such findings may not be taken as a clear indicator of future demand, 
and scepticism should hence be voiced against the conclusion of the analysis that reads: “…there is 
also a very good chance to see the guests [MIC-tourists] in connection with a holiday stay and an 
accompanying possibility of consumption” (ibid. p.33 – own translation, at). The fact that more than 
half of the respondents have spend a holiday in Denmark may, however, mean that these are used to 
thinking of Denmark as a holiday destination, something that a business activity in Denmark may 
not result in, and this may increase the validity of this statement. 

In sum, it materialises that MICE tourists are a highly attractive segment due to high total and 
personal expenditure and that they come at a different time of the year and thereby contribute to 
season expansion. That they have a different national composition than other tourists is not a 
conclusion that can be made on basis of the above discussion, though it is clear that markets like the 
US and Great Britain, which are marginal in a holiday tourism context, have a better established 
position in relation to MICE tourism. The 1995-analysis also concludes that business tourists want 
to experience different things than holiday tourists, but what in fact they want to experience is not 
specified in any of the analyses discussed above, apart from shopping and eating out. Whether there 
is an interest in high culture as well as the everyday culture of people, which at least one of the 
analyses indicates, is something the empirical study of this project will seek to shed light on. 

2.4 Business Tourism Strategies in Denmark at Different Organisational Levels 
Attention will now be turned to the way in which the national, regional and local levels of Danish 
tourism deal with business tourism and the importance they ascribe to this market. On the national 
level focus will be directed at the most recent national tourism account, the national tourism 
strategy and the action plan for Danish tourism, as well as the strategy plan for MICE tourism. The 
regional level of interest to this project is Central and Northern Jutland and hence the work of its 
regional tourism development agency, Midt-Nord Tourism, will be looked into. The local level is 
constituted by the city of Aalborg and the work of Aalborg Tourist & Congress Bureau in relation 
to business tourism will form the main focus of this section as it is here the empirical centre of the 
project lies. 

2.4.1 The National Level  
In October 2000 the Danish government issued a new national tourism account in which three 
overall goals for the development of tourism in Denmark are stated: increased productivity, 
innovation particularly of products, and development of Denmark as a sustainable tourism 
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destination (Erhvervsministeriet, 2000a pp.3-4). These goals are to be met by focusing on five 
areas: a new national strategy for Danish tourism which co-ordinates the efforts of its various 
private and public actors within three business areas: coastal tourism, business tourism and city 
tourism; knowledge and competence development particularly in view of the comparatively low 
educational level within the tourism trade; product innovation based on strategic alliances between 
various public and private actors; co-ordinated branding and hence marketing of Denmark as a 
tourism destination; quality in public regulation so that laws and regulations do not counteract the 
interests of the tourism trade (ibid.). 

As it appears, business tourism is one of the three business areas identified as that which a new co-
ordinated national strategy should focus on, which allocates a prime position to business tourism. 
The overall goals of increased productivity, innovation of products and sustainability issues hence 
obviously apply to the business tourism sector and should be goals that the actors within this sector 
work towards. Apart from signalling that business tourism is considered a business area in its own 
right, the national tourism account does not, however, offer any suggestions to how the all-
encompassing business areas of coastal, city and business tourism should be prioritised and dealt 
with – this is what the national tourism strategy was intended to do. 

The national strategy for Danish tourism, which was issued in autumn 2001, was meant to 
constitute the government’s strategy for tourism development until 2010 (Erhvervsministeriet, 
2001a). The change of government that took place in November 2002, however, meant that the 
national strategy was never implemented, but replaced by a far less ambitious, and far less detailed, 
action plan (Økonomi & Erhvervsministeriet, 2002). A few details on the national strategy will, 
nonetheless, be presented here, partly because this was a salient document on Danish tourism at the 
time when research for the present paper was conducted and the major parts written, partly because 
traces from the national strategy are detectable in the action plan presently in force. 

In the national strategy on Danish tourism focus is directed at three key areas which together should 
place the tourist at the centre of events as well as result in a healthy and sustainable tourism trade. 
These three key areas are: branding, internet and media coverage; education and professionalisation 
of the tourism trade; product innovation and co-operation (Erhvervsministeriet, 2001a). Though 
mention is made of social and environmental sustainability at the beginning of the strategy plan, it, 
however, materialises that the market oriented goals are given prime attention when looking at the 
more detailed descriptions of the three key areas of branding, education and product innovation. 
The three business areas: coastal, city and business tourism, identified as central to Danish tourism 
in the national tourism account, are here expanded to several more and it is suggested that separate 
consortia are established in relation to these. The philosophy behind these consortia is that “in 
order to place the tourist at the centre, it is necessary to coordinate the efforts of all the parties 
which affect the tourist’s total experience of Denmark. And in this respect it is natural to focus on 
large groups of tourists who basically have the same demands” (ibid. p.10 - own translation, at). 
Hence these consortia are to lead to a higher degree of co-ordinated effort among public and private 
actors towards specific markets. As an example of a co-ordinated initiative in relation to business 
tourism, a common effort is suggested in relation to attracting conferences to Denmark (ibid. p.13) 
by marketing Denmark towards international organisations in major European cities in general and 
Danish members of these international organisations in particular. Presently, the conference bureaus 
in Denmark work independently, as will be seen in relation to a later presentation of Aalborg 
Tourist & Congress Bureau, and the national strategy indicates that marketing and product 
development resources are consequently used inefficiently. 

The national action plan (Økonomi & Erhvervsministeriet, 2002) replacing the national strategy, is 
not, as the title of the document indicates, informed by detailed strategic thinking on Danish tourism 
but concentrates on a few concrete actions that are to be taken in relation to Danish tourism in 
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future. Focus seems still, however, to be on the same key areas, though somewhat different terms 
are employed, namely: market and product development, branding/marketing13 and development of 
competence. And the business areas in focus remain coastal, city and business tourism, though with 
the addition of a fourth business area: active holidays. All thoughts on sustainability are deleted 
from the present action plan. Instead of consortia, the action plan uses the term business-oriented 
alliances which are to consist of both private and public actors within each of the four business 
areas. Though a change in terminology has taken place, the idea of network-based cooperation 
across the public-private divide appears to remain intact. And it is under the auspices of these 
alliances that product and market development, branding and competence development are to take 
place. To support the work of the alliances, research projects are to be carried out resting on 
cooperation between the tourism trade and research institutions.  

Presently, four work groups have been established relating to each of the four business areas, which 
eventually are to develop into actual alliances, and within the work group on MICE tourism14 
discussions have centred on the need for more valid data on this business area (ibid.)15. One might 
think that lack of market information would be a major obstacle against strategy formulation, but 
this has not been the case. Hence the work group has come up with a strategy and action plan for 
Danish MICE tourism for the period 2003-2006, the essence of which will be accounted for below. 

The vision of the MICE alliance is that: 

“Denmark should be – and should be known to be – the best meeting country in Europe: An oasis in 
the endless desert of meetings, conferences, congresses and professional study trips; a place where the 
facilities and atmosphere create a basis for a different kind of meeting, for inspiring, effective and 
informal arrangements” (Danmarks Turistråd, 2002 p.11, own translation - at). 

In becoming the best meeting venue in Europe, Denmark is obviously going to make use of the 
values inherent in the national branding strategy – marketing the country as an fruitful oasis (as 
opposed to the barren deserts characterising other venues) where creativity can flourish in an 
informal atmosphere16. Hence a similar identity is to be created for Denmark in relation to both 
leisure and business tourism, thereby increasing the likelihood of synergy between the two types of 
tourism. 

Congresses, company meetings, incentives and professional study trips are given priority, and the 
subsequent table illustrates what markets and target groups are in focus in relation to the four types 
of business tourism: 

                                                 
13 The Danish Tourist Board created a branding concept in year 2000 coined ”Branding Danmark”. This has been 
implemented at the national level and the intention is that regional and local tourism destinations as well as the tourism 
trade should subsequently join the campaign so that Danish tourism actors at different levels will be speaking with one 
voice and thereby reinforce a common image (Seerup 1999). It appears to be the intention of the national action plan 
that the work on the branding process is continued and implemented on all levels of Danish tourism.  
14 As the alliance on business tourism exclusively deals with the MICE segments, individual business travellers are 
clearly not a market that will be given attention in years to come. The 1997 statement from the Danish Tourist Board’s 
manager of business tourism, Blicher-Hansen (1997) – that this target group is uninteresting as it can not be increased 
through promotional measures (cf. 2.2) – obviously still rules. 
15 This research paper has also pointed to lacks in the available data material on business tourism. 
16 Cosiness-unpretentious, design-talented, oasis-free are the three sets of values of the national branding strategy 
(Danmarks Turistråd, 2000b). 
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Figure 6: Strategic focus for Danish MICE tourism 

 Congresses Meetings/ 
Incentives, Nordic 

countries 

Meetings/Incentives 
Other markets 

Professional 
study trips 

Primary 
Markets 

Denmark, London, 
Brussels, Geneva, 
Washington DC etc. 

Denmark, Norway & 
Sweden 

UK, USA & 
Germany 

Japan, China, UK & 
USA 

Secondary  Finland Switzerland, Italy, 
France & Belgium 
(Brussels) 

Sweden, Norway 
Germany, Eastern & 
Southern Europe 

Target  
Groups 

Danish members of 
international 
associations. 
Secretariats of 
international 
associations 

Agents 
Professional meeting 
planners 
Decision makers 

Agents 
Professional meeting 
planners 
Decision makers 

Agents 
Trade organisations 
Firms 
Public sector 

Source: Danmarks Turistråd, 2002 p.4. (own translation – at). 

The overall aim for all four focus areas is, not surprisingly, an increase in number of overnight stays 
as well as in turnover, and the means to this end is to develop a unique concept for meetings, to 
develop a brand for the Danish meeting product, to co-ordinate activities among the alliance 
partners and to develop a new analytical tool for business tourism (ibid. pp.11-12). 

Three types of actors are to participate in the MICE alliance: existing business tourism networks 
which are regionally delimited (among these Top of the Continents which includes destination 
Aalborg); hotel chains and conference centre co-operations which cross regional boarders; and the 
Danish Tourist Board. To accommodate regional and individual corporate interests, it is pointed out 
that alongside the national strategy the existing regional networks as well as hotel chains / 
conference centres will have the possibility to retain their separate strategies (ibid. p.12). 

On the national level of Danish tourism, new strategies are obviously coming into being these years, 
which will most likely have an effect on how the area of business tourism, including conference 
tourism, develops. Though the picture is presently somewhat muddled due to the change of 
government and subsequent change of strategic planning, the tendencies point in the direction of a 
demand policy where product innovation and branding are in focus supported by network-based 
alliances among public and private stakeholders. And as the strategic alliance on business tourism 
has identified a clear lack of valid data on business tourists, the present study becomes even more 
relevant. 

2.4.2 The Regional Level – Central & Northern Jutland  
In the strategy and action plan 2001-2003 for the tourism region of Central and Northern Jutland, 
Midt-Nord Tourism, it is stated that business tourists are one of the segments that the region intends 
to focus on in future. This is partly due to the availability of necessary facilities (hotels, meeting and 
conference facilities etc.), partly to the availability of a number of experiences which is seen as the 
necessary “spice” of business arrangements (Midt-Nord Turisme, 2000a). The importance of such 
“extra curricula activities” is estimated with reference to the decreasing distinction between leisure 
and business, which according to Midt-Nord Tourism should mean that more and more business 
tourists want to combine a conference, meeting or exhibition with tourism related activities. This 
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line of reasoning is resonant with, among others, Uriely & Reichel’s (2000) and Poon’s (1993) 
estimation of future tourism trends, as they point in the direction of a breakdown in the separation 
of occupational and leisurely activities. 

The total turnover generated by this segment via their hotel stays in the central and northern part of 
Jutland is 1.1 billion Danish kroner, of which the county of Viborg accounts for 246 million Danish 
kroner, the county of Northern Jutland outside the main city, Aalborg, accounts for 558 million 
Danish kroner and the city of Aalborg for 297 million Danish Kroner of the total turnover (Midt-
Nord Turisme, 2000b). In relation to the focus of this project, it is interesting to note that 
conferences, meetings and exhibitions are estimated to amount to 20% of this turnover in the county 
of Viborg, 30% of the turnover in the county of Northern Jutland (excluding Aalborg) and 40% of 
the turnover in Aalborg. The total turnover generated by conferences, meetings and exhibitions in 
all three areas is estimated to 335 million Danish kroner (ibid.)17. 

Presumably as a consequence of these calculations, the city of Aalborg is identified as the focus 
area for the development of business tourism in the region, and the local tourism organisation: 
Aalborg Tourist & Congress Bureau, therefore becomes the main actor responsible for business 
tourism in the region18. Other destinations in the central and northern part of Denmark, however, 
also offer support for arrangement of conferences, most notably Skagen, which has established a 
privately funded conference and congress secretariat in 2001 (Skagen Konference- og 
Kongressekretariat, 2001). The aim is to attract smaller conferences and meetings with a maximum 
of 500 participants and the conference product is to be marketed both towards domestic and foreign 
markets. The viability of this initiative is, however, yet to be seen. In view of the geographical size 
of the two areas (the county of Viborg and the county of Northern Jutland) and hence spread of 
MICE activities within these, it seems sensible to focus resources on the city of Aalborg. 
Furthermore, the conference network “Top of the Continent” is open to actors within the whole 
region, thereby opening a door to MICE actors outside Aalborg. 

Despite handing over the leadership on business tourism to Aalborg Tourist & Congress Bureau, the 
regional tourism organisation wishes to contribute to the continued development of the “experience 
element” of business tourism in the area: contribute to the tourism network “Top of the Continent” 
which is to market the area towards EU-institutions19; and to contribute to sales promotion towards 
conference organisers in Denmark, Norway and Sweden (ibid.). 

In the SWOT-analysis included in the strategy and action plan, the directly relevant factors in view 
of business tourism are limited to two: good conference facilities and places of higher education in 
Aalborg are pointed out as assets in relation to attracting conference tourism, and hence become a 
strength of the region (ibid. p.33). A weakness is, on the other hand, that mainly Aalborg is 
attractive to business tourists, which makes a regional effort difficult (ibid. p.34). This point may 
help to explain why so comparatively little effort is put into developing specific strategies and 
                                                 
17 It is not made clear in the document from what year these figures are taken, but given the fact that the strategy and 
action plan is issued in May 2000, one should presume that the figures used are from 1999. If this is the case, 
discrepencies exist between the 1999 figures stated in relation to the Central and Northern Jutland region in the national 
strategy (Erhvervsministeriet, 2001b) and those stated in Midt-Nord Tourism’s own document. Most notably in relation 
the total turnover of MICE-tourism in the Midt-Nord area which the national strategy states to be 594 million Danish 
kroner and the regional tourism organisation identifies as 335 million Danish kroner. 
18 In Midt-Nord Tourism’s strategy & action plan repeated mention is made of the conference network ”Conferences 
Central & Northern Jutland”, consisting of hotels, tour operators, Aalborg Tourist & Congress Bureau and Aalborg 
Congress & Culture Centre, which was intended to be the operational part in charge of product development and 
marketing of business tourism in the region. After a comparatively short time of existence, the conference network, 
however, dissolved as the participants were dissatisfied with the outcome of the network. Several of the participants are 
now members of ”Top of the continent” and according to the congress manager at Aalborg Tourist & Congress Bureau, 
this organisation builds on the work of the former conference network (Interview, June 2001). 
19 For further details see below. 
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actions for this area20 – as mainly one local destination within the region would seem to benefit 
from resources put into developing business tourism, the regional tourism development agency 
cannot defend politically to place this segment high on the agenda. On the other hand, as business 
tourism constitutes the fifth largest segment in the region, out of 11 identified segments, when it 
comes to generated turnover (ibid. p.29), it puts Midt-Nord Tourism in somewhat of a dilemma, as 
it is a segment that can not be totally overlooked. 

2.4.3 The Local Level – Destination Aalborg  
Turning to the local level – destination Aalborg - which is of primary interest to this project, it 
materialises that Aalborg holds the leading position as conference city in Denmark outside the 
capital (Aalborg Turist & Kongres Bureau, 2000b, p.2). In year 2000 the estimated number of 
conferences held in Aalborg amounted to 52 with a total of 15.767 participants, of whom a bit more 
than one third were foreigners (ibid. p.17). This generated 28.008 nights spent in hotels (ibid.) and 
an estimated turn-over of 68 million Danish kroner (ibid. p.8). An increase of six conferences is 
detectable from 1999 to 200021 – what is more remarkable is, however, the significant rise in foreign 
visitors which is mainly due to one conference: the Europartenariat22. Aalborg Tourist & Congress 
Bureau establishes the number of 52 conferences, partly on the basis of the conferences they have 
been involved in, partly on the basis of feedback from the three largest hotels in the city concerning 
their conference activities. Apart from contacting these hotels, no effort is undertaken to identify the 
total number of conferences held in the city, which means that no definite picture exists of the 
number of conference guests, the nights they spend in hotel as well as the turnover they generate. 
Also in relation to the focus of this project – the tourism related demand patterns of conference 
participants – this is problematic, as a significant part of the market is unaccounted for. 
Furthermore, the fact that a limit is set at 50 participants means that knowledge of small-scale 
seminars/meetings and conferences does not exist. This may also explain why a discrepancy exists 
between the figures published by Midt-Nord Tourism in relation to turn-over on conferences, 
meeting and exhibitions in Aalborg (cf. 2.4.2) - 119 million Danish kroner – and the 68 million 
estimated by Aalborg Tourist & Congress Bureau, unless, of course, the exhibition activities in 
Alborg are of a significant volume. 

Competitors and markets  
The largest conference destination in Denmark is, not surprisingly, Copenhagen where 118 
international conferences were held in year 2000 generating 138757 hotel nights (Wonderful 
Copenhagen, 2001). This makes Copenhagen the sixth most popular city for international 
conferences in the world (ibid.). Wonderful Copenhagen undertakes its conference activities in co-
operation with Malmö, Sweden under the auspices of the network Meetingplace Wonderful 
Copenhagen-Malmö as well as with BestCities.net which is a co-operation between the conference 
bureaus in Edinburgh, Boston, Vancouver and Melbourne (ibid.). This co-operation primarily 
concentrates its working efforts on international associations with Danish members in a prominent 
position due to the fact that without insider recommendation it is hard to attract a conference. 
Associations placed in Great Britain and Brussels are given priority. Due to the prominence of bio-
technological and medico industries in the Copenhagen area, focus has so far been on these specific 
trades, but in future the fast growing IT-business will also be given increased attention (ibid.). 
Medium sized conferences with 300-2500 participants are identified as the most attractive type of 
                                                 
20 In all fairness it should be mentioned that the overall aims of Midt-Nord Tourism, which encompass general aims, 
product aims, marketing aims and competence development aims (ibid. pp.40-42), in most cases are relevant also in 
relation to business tourism. 
21 Over a five-year period the number of conferences have more than doubled and the number of nights spent in Aalborg 
in connection conferences have increased from 15.939 to 28.008 (ibid.). 
22 The Europartenariat is an EU-subsidised biannual event where business people from all over the world meet to 
establish new business links and nourish new markets (Nordhagen, 2000). The event attracted approximately 5000 
visitors to Aalborg (Aalborg Turist & Kongres Bureau, 2000b). 
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conferences due to the capacity of the city’s production system (hotels, restaurant, conference 
centres etc.), but due to the prestige and publicity associated with large-scale congresses, Wonderful 
Copenhagen aims to attract one or two conferences with more than 4000 participants each year 
(ibid.). 

The conference manager at Aalborg Tourist & Congress Bureau holds that due to its strong image 
and infra-structural advantage, the capital is impossible to compete with (Interview, June 2001). 
Undoubtedly, marketing Aalborg as a conference destination demands substantial economic 
resources and ingenuity, but on the other hand a peripheral conference destination may have certain 
advantages like: being more affordable, being a place that is different from the traditional capital 
destination, and perhaps offering different types of tourism experiences. Furthermore, the types of 
conferences each place aims at attracting are not identical neither in content nor size, which opens 
up the possibility for Aalborg to cultivate their existing target groups further. Just to give in to the 
capital is not a very progressive strategy to pursue. 

Other competitors to Aalborg in relation to conference tourism are the cities of Aarhus, Odense and 
Herning and the area: Vejle, Skanderborg, Silkeborg, but so far Aalborg has managed to keep these 
competitors at arm’s length (Aalborg Turist & Kongres Bureau, 2000a). This the conference 
manager explains by means of a well-functioning conference centre, a significant hotel capacity 
centrally placed in the city and well-functioning cooperation between the various actors involved 
(Interview, June 2001). Competitor analyses in relation to this business area are not, however, 
undertaken. 

Naturally Aalborg also encounters competition from conference destinations abroad, but no specific 
foreign competitors are identified neither in the strategy plan nor in the interview, which suggests 
that Aalborg Tourist & Congress Bureau does not take active measures against these competitors 
either. 

Trade unions, business organisations and political organisations have traditionally been the main 
Danish actors who place their conferences in Aalborg, but during recent years the medical sector 
and Aalborg University have contributed significantly to the increase of particularly international 
conferences in Aalborg. Among foreign actors who place their activities in Aalborg, Norwegian and 
Swedish companies hold a prime position, and their activities are mainly company meetings rather 
than larger-scale conferences (Interview, June 2001). The domestic market by far exceeds the 
foreign market with respect to conference/meeting organisers, which is well in line with the trends 
on a national scale (cf. 2.3.1). 

Structured market research is not undertaken, knowledge of conference/meeting organisers is 
acquired through informal talks with these when Aalborg Tourist & Congress Bureau attends trade 
fairs and promotion tours as well as with conference organisers who have become customers. 
Practically no formal knowledge of the end-consumers exists, apart from a single pilot survey 
undertaken in 1997 (Aalborg Turist & Kongres Bureau, 1997b), which was to give an initial 
understanding of the satisfaction of conference participants primarily with the hotel and conference 
facilities. The overall conclusions of this analysis are that a high degree of satisfaction exists with 
the service and facilities of the conference venue, whereas the hotel standard and service receive a 
much lower score. The entertainment offers of the city are primarily evaluated as satisfactory, 
though what entertainment offers entail is not specified. Shopping possibilities receive a very mixed 
score. The focus of the analysis is clearly on the conference facilities, service and organisation and 
not on the more tourism related activities that the conference participant can engage in, though the 
questionnaire does include a question on whether the respondent intends to return as a tourist, to 
which 25% answer yes, 62% answer maybe, and 9% no (ibid., p.4). In any case positive or semi-
positive (maybe) answers to such a question can not be taken as a clear indication of future demand, 
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they only show that Aalborg may enter into the respondent’s total consideration set of future 
holiday destinations. 

The interview with the conference manager and the development consultant left the impression that 
the findings of the pilot survey had not been used to any significant extent and had not been 
followed by any larger scale surveys. 

Strategies and actions in relation to conference tourism 
Aalborg Tourist & Congress Bureau estimates the strengths of the conference product to be good 
conference facilities, good hotels, a geographically delimited city centre, an airport close to the city 
centre and that the area is capable of offering exciting experiences suitable for social arrangements 
(Aalborg Turist & Kongres Bureau, 2000a, p.19). These strengths have been determined on basis of 
the afore-mentioned informal talks with conference organisers (potential and actual customers) and 
the tourist organisation’s own understanding of the product (Interview, June 2001). 

The weaknesses in relation to the conference product are, on the other hand, the increased 
competition, the peripheral placement of Aalborg and Northern Jutland, which becomes an 
advantage of other more centrally placed destinations, and a stagnating Danish market (Aalborg 
Turist & Kongres Bureau, 2000a, p.19). Later in the strategy and action plan mention is made of the 
general growth in the global knowledge economy and global trade which will benefit business 
tourism in general, but also that the possibility of online video conferences/meetings that the 
internet offers, may become a threat to conference tourism in general (ibid. p.25). There is nothing 
in the strategy plan and the interview that suggests that research has been done into these areas and 
the importance they may hold for Aalborg as a conference destination. In fact, looking at the 
literature, disagreement exists on whether new information technology will influence business 
travel activities in a negative direction in future or whether the need for personal contact will grow 
as the network of contacts increases (Westwood et al 2000, Swarbrooke & Horner 2001). 

In view of the current situation, Aalborg Tourist & Congress Bureau has the following goal for 
business tourism in the period 2001-2004: “to maintain and expand Aalborg’s position as 
Denmark’s congress city for national and international congresses and conferences and expand 
Aalborg’s offers in relation to business study tours” (Aalborg Turist & Kongres Bureau p.20 – own 
translation, at). Growth in number of guests is the overall goal for both holiday and business 
tourism as the bureau estimates that there are no environmental barriers to growth in Aalborg 
(ibid.). In more concrete terms the way in which business tourism should be strengthened appears 
from these sub-goals:  

“Aalborg should in particular be competitive in relation to capacity and facilities, partly in relation to 
the complete “conference package” the city offers, including the softer values like for instance social 
excursions” (ibid. p.23 – own translation, at).  

This graduation into primary and secondary goals indicates that Aalborg Tourist & Congress 
Bureau views the capacity of hotels and conference facilities as well as the actual services that these 
offer to be of primary importance to conference planners and attendees, and the “softer values” – 
the touristic experiences – to be of secondary importance. This seems to be well in line with most 
analyses carried out at the national level, i.e. the Danish Tourist Board, as they mainly focus on 
these practicalities. 

On the other hand, it should be pointed out that Aalborg Tourist & Congress Bureau stresses that 
good facilities and professional services are something that competing destinations are also capable 
of offering, which means that these become necessary prerequisites for any conference destination. 
Therefore, one’s real competitive advantage lies in a good “experience product” and different (i.e. 
extraordinary) conference venues (ibid. p.32) – in other words it may be that which tips the scale in 
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favour of a given destination both for the professional organisers and the end-consumer (Interview, 
June 2001).  

The “experience product” in a business tourism context is understood as something which the 
holiday tourist can not experience on his own by for instance visiting a given attraction – it is an 
event specially created for the given group of business tourists (ibid.). The marketing material 
“Tales from the top of the continent” (Aalborg Turist & Kongres Bureau, 2000c) offers various 
examples of this: trying out the games of the Nordic gods (throwing axes and ripsawing); being 
attacked by resurrected robbers when dining in a forest; taking part in adventure sports on or at the 
shores of the sea; listening to classical music or historical tales while dining in an old manor house. 
The understanding of the “experience product” conveyed here is clearly based on institutionalised 
and arranged events – the conference manager does not consider the impression and feel of places 
generated by more non-formalised activities possibly carried out on an individual basis (cf. 2.2). 

The examples mentioned above, furthermore, illustrate that both pure entertainment and 
experiences with a cultural / historical content are offered, and in relation to this distinction the 
conference manager notes that the demand for entertainment by far exceeds that for cultural 
learning – his estimation is respectively 70% entertainment products and 30% cultural products 
(Interview, June 2001). His explanation to this is that as conference tourists do plenty of brain work 
during the main time spent at a conference destination, they need activities in their time off which 
do not challenge the brain excessively. Related to the discussion on cultural tourism (cf. 3.1), this 
would mean that diversion rather than cultural learning is that which conference tourists seek out. 
Whether this understanding of end-consumer demand corresponds with the actual wishes of 
conference participants will also be illuminated in the empirical analysis (cf. 4.2.3).  

It was, furthermore, suggested in section 2.2 that professional interests, which are that which 
participants at a given conference have in common, may inform the excursions put on offer by the 
tourism trade. An interplay between professional interests and place related interests is not, 
however, something that materialises from the conceptualisation of the “experience product” 
suggested by the conference manager at destination Aalborg. 

To maintain and develop business tourism in Aalborg, two marketing and product development 
projects have been carried out within recent years, subsidies by EU regional development funds (jf. 
Aalborg Turist & Kongres Bureau (1997a), Aalborg Turist & Kongres Bureau (1998)). These 
projects have both had a highly practical purpose resulting in activities like: direct mail campaigns 
to travel agencies and professional conference organisers; participation in international workshops 
and trade fairs on business tourism; membership of international congress organisations; promotion 
activities in international business magazines; development of sales material and internet page; 
participation in various country campaigns organised by the Danish Tourist Board; and 
establishment of a corps of ambassadors23. On the basis of these activities the most definite 
conclusion reached is that the market potential of Northern Jutland / Aalborg in relation to business 
tourism is largest on the geographically and culturally close markets, that is Sweden, Norway and 
partly England and Germany24, due to difficulties in penetrating new and culturally different 
markets (Aalborg Turist & Kongres Bureau, 1998 p. 8). It is not, however, clear from the two 
project descriptions whether research of the various markets approached have been undertaken prior 
to concrete marketing measures being taken towards them. If this is not the case, it may help 
explain why marketing activities have not been effective on the markets which are culturally 
different from Denmark. 

                                                 
23 This will be commented on in further details below. 
24 As the focus of these projects is promotion of Northern Jutland / Aalborg abroad, the domestic market is not included. 
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As mentioned above, a corps of ambassadors was established in 1997 and consists of approximately 
150 local citizens who, due to their work, have the possibility to attract conferences to Aalborg. 
After only a few years of existence, the corps is already estimated to have become a success as its 
members have been involved in the placement of several conferences in Aalborg (Aalborg Turist & 
Kongres Bureau, 2000a) – the congress manager calculates roughly that 25 of corps members have 
attracted conferences to the city (Interview, June 2001). The value of a corps of ambassadors is 
believed to be particularly high within this field, as good word-of-mouth can be a decisive factor in 
placing a conference at a given destination (ibid.).  

In addition to these initiatives, Aalborg Tourist & Congres Bureau together with Aalborg Congress 
and Culture Centre and the tourist trade in general launched the project “Top of the Continent” in 
year 2000, which is intended to market Aalborg and Northern Jutland as a conference destination 
towards the EU Commission, the various EU institutions and international organisations in 
Brussels. For this purpose a person has been employed at the EU office of the city of Aalborg in 
Brussels (Aalborg Turist & Kongres Bureau, 2000a). A similar initiative has been taken in London 
where a sales person has been employed co-financed by the Danish Tourist Board. As this is still a 
fairly new initiative, no concrete results have materialised yet – the first task is to establish 
Denmark and Aalborg/Northern Jutland on the mental maps of EU institutions and other 
international organisations as a conference destination, which in itself is a laborious effort 
(Interview, June 2001). Hence acting through networks, which is also detectable on part of 
Wonderful Copenhagen, is a way of operating that Aalborg Tourist & Congress Bureau is starting 
to make use of, and hence the idea of operating through a national alliance on business tourism may 
be quite palatable to them25. 

Local Strategies in View of National Tourism Planning 
Looking at the activities of Aalborg Tourist & Congress Bureau in view of national tourism 
planning, the overall market oriented goals for Danish tourism only inform the work of Aalborg 
Tourist & Congress Bureau in relation to conference tourism to a limited extent. This conclusion is 
first and foremost based on the fact that no structured research is conducted neither of the market 
(conference buyers/organisers and conference participants) nor of competitors. Concrete product 
development and market communication activities seem primarily to be based on gut feelings and 
scattered information gathering about the market. 

Without going into a detailed text analysis of the promotional brochures issued in relation to 
conference tourism, the national goals concerning branding and whether they are pursued in relation 
to conference tourism at destination Aalborg will be considered next26. Clearly, “Tales from the top 
of the continent” (Aalborg Turist & Kongres Bureau, 2000c) aims only at presenting the activities 
and excursions available at the destination, whereas “Aalborg – the convention city of Denmark” 
(Aalborg Turist & Kongres Bureau, 2000d) includes both facts on practicalities (accessibility, 
accommodation and conference facilities) as well as excursions. Though it is puzzling that the 
brochures are not coordinated, so that each covers its separate area, or are integrated into one all-
encompassing brochure, this does not exclude the employment of the national branding strategy in 
any of the two brochures. 

In relation to “Tales from the top of the continent”, it appears that the presentation form of story 
telling, which the branding manual from the Danish Tourist Board recommends (Danmarks 
Turistråd, 2000b), is employed to some extent. Descriptions of the atmosphere of places – sounds, 
smells and sights – are included, but small stories about the people, the buildings and other sites of 
particular places are practically absent from the material. The three sets of branding values 
recommended by the Danish Tourist Board: cosiness – unpretentious, design – talented, oasis – 
                                                 
25 See below for further discussion on networking. 
26 To limit the discussion, I will exclude any reflections on the internet and media coverage in general. 
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free, are harder to spot in the material – there is no overall brand identity that binds the depiction of 
Aalborg and its surrounding area together, rather the brochure is a hotchpotch of experiences and 
activities that point in many different directions.  

When looking at the other brochure “Aalborg – the convention city of Denmark”, it does not seem 
to live up to the national branding strategy neither in form nor content: it starts out and ends up with 
comprehensive descriptions on how to get here, conference facilities and hotels -all conveyed in a 
very self-appraising tone, and in the middle section on activities and excursions, where the 
presentation form of story telling would seem easier to employ, the tone of voice is again primarily 
factual and self-appraising. Also the excursions included point in a number of directions which does 
not bestow a clear identity on the place. 

Development of competence within the tourism trade, another goal of the national action plan, is 
not an area that the present project will look into, though relevant as it is in relation to management 
of conference tourism at destination Aalborg. In other words, the project has not analysed whether 
for instance the lack of formalised knowledge of the market and competitors is due lack of 
competence or lack of economic means to carry out such research. 

Finally, product development through network co-operation seems to be a mode of operation that 
Aalborg Tourist & Congress Bureau is starting to apply through the network “Top of the 
Continent”. Presently, the main purpose of the network is described to be pooling of resources for 
common marketing efforts (Aalborg Turist & Kongres Bureau, 2000a), but elements of product 
development also materialise in the campaign brochure “Tales from top of the continent”. 

That Aalborg Tourist & Congres Bureau makes use of networking in relation to conference tourism, 
is resonant with a recent research report on innovation tendencies in Danish tourism (Jensen et al., 
2001). This report concludes that Danish tourist bureaus generally are geared towards networking 
due to fact that the raison d’etre of their work hinges on co-operation with the local tourism trade as 
well as regional and national tourism organisations. Hence they are used to seeing the benefits of 
developing initiatives in unison with others. The research report also states that Danish tourist 
bureaus tend to be company oriented as opposed to being oriented towards the surrounding world – 
in the case of Aalborg Tourist & Congress Bureau one indication of this is the fact that resources 
are not allocated to structured market analyses and consequently that strengths and weaknesses are 
determined mainly on basis of the bureau’s own understanding of their position in the world. 
Finally, Danish tourist bureaus are characterised as relatively progressive in their conduct (ibid.) 
meaning that innovation is seen as a relatively positive strategy to pursue. Whether the work of 
Aalborg Tourist & Congress Bureau in relation to conference tourism can be characterised as 
innovative would, however, demand a much more thorough study, of e.g. management strategies, 
organisation, attitude to technology and education of employees, than this research project is 
capable of delivering. The main thing that should be noted once again is the innovative tendencies 
in relation to product development under the auspices of the “Top of the Continent” network. And 
as Aalborg Tourist & Congress Bureau is part of the working group behind the national MICE 
alliance, operating through networks, also on a national level, is likely to be part of the bureau’s 
activities in future. 

All in all it appears that the destination of Aalborg holds a significant position on the conference 
market in Denmark, however, the way in which they operate on the market seems mainly based on 
scattered information gathering, gut feeling and a trial-and-error approach. This means that the 
destination has not established a clear and differentiated identity for itself neither in view of 
competitor nor in relation to the types of conferences they wish to attract. Operating through 
networks – something that Aalborg Tourist & Congress Bureau recently has engaged in – may, 
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however, turn out to be a significant contributing factor to a more professional and strategically 
based way of dealing with the conference market in future. 

2.5 Concluding Remarks 
Taking its point of departure in a theoretical discussion of business tourism, the present chapter has 
demonstrated that the scholarly thinking within this area is neither of an impressive magnitude nor 
standard. Need clearly exists of more detailed thinking on business tourism, not least the touristic 
aspects of this area. Hence the theoretical discussions here have only to a limited extent been used 
for shedding light on the practical efforts of Danish tourism actors in relation to business and 
particularly conference tourism.  

These points notwithstanding, the analysis of the practical measures taken in relation to this 
business area has generated at least three salient findings: firstly, a trial-and-error approach to 
conference tourism on part of the chosen local actor resulting in ill-defined strategies towards this 
business area; secondly, a regional actor that, despite its strategic expertise, has chosen to hand over 
all responsibility concerning a significant market to a local actor, most likely due to the political 
problems involved in focusing on this market; and thirdly, discrepancies between the national and 
local deliberations on business tourism, including conference tourism, which may mean that the 
ideas of a coordinated national strategy for Danish business tourism will be hard to operationalise. 

Hence a number of problems appear to exist in relation to the practical work on business and 
conference tourism within the local area in focus here – problems that the remaining parts of this 
project will not solve - but hopefully the empirical analysis will demonstrate the necessity of 
knowing one’s market as well as provide useful insight that can be used for future strategic efforts 
on part of Aalborg Tourist & Congress Bureau. 
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3. Cultural Tourism – A Central Activity of Business Tourists  
As it appears from the previous chapter, the national, as well as the chosen regional and the local 
level of Danish tourism highlight the experience element as central to business tourism – that extra 
spice that makes conferences particularly attractive to attend. Some kind of cultural content is 
believed to be central to this experience of places, but no structured research exists of this 
experience element – what it may contain and how important it is to business tourists. Aalborg 
Tourist & Congress Bureau believes that business tourists understand cultural experiences as 
entertainment but this is based on scattered information from conference organisers and not studies 
of the end-consumer.  

With point of departure in a theoretical discussion of cultural tourism27, the primary purpose of this 
chapter is to arrive at an understanding of how this type of tourism is dealt with in practise in 
Northern Jutland, primarily on a regional level as Midt-Nord Tourism has a clearly formulated 
understanding of cultural tourism, which the local actor, Aalborg Tourist & Congress Bureau, has 
not. This analysis is undertaken to identify the consequenses this understanding of cultural tourism 
may have for conference tourism. 

3.1 Cultural tourism in theory and practise 
During the last decade cultural tourism has become a highly debated type of tourism particularly 
among practitioners. One reason for its popularity is that cultural tourism is perceived as a way of 
countering mass tourism (Richards 1996): as the cultural tourist generally belongs to the higher 
strata of society and consequently has a considerable daily expenditure, the need for attracting 
masses of tourists decreases. Another reason why cultural tourism is elevated these years may be 
that local, regional and national authorities as well as tourism actors have fallen for the high profile 
that cultural institutions and events allegedly bestow on places, thereby making the increase in 
museums, galleries, theatres and cultural events that most of Europe has witnessed in recent years 
supply led rather than demand driven (Richards, 2001). 

These points notwithstanding, cultural tourism is not a new phenomenon – tourists have always 
been attracted to the cultural legacies of places: from the Romans, over the medieval pilgrims, to 
the 17th century Grand Tourists – a phenomenon which during the 18th and 19th centuries spread 
from the aristocracy to the middle classes (Richards, 1996). It was not until the advent of domestic 
tourism in the inter-war years – to a large extent a consequence of paid holidays - and particularly 
the 1960ies’ mass tourism that tourism activities came to center on rest and relaxation rather than 
cultural insight and enlightenment. In the 1980ies onwards the market for sun, sea and sand started 
to saturate and demand for less crowded destinations often with cultural offers increased. Also the 
surge in urban short break holidays has meant that cultural activities have regained a strong position 
on the tourism scene.  

Richards (1996) argues that in the same way as tourism develops from being an elite pursuit to 
something basically everyone has the possibility to pursue, so cultural consumption goes through a 
phase of democratization – cultural experiences are now something the majority of Europeans gain 
access to, not least due to the increasing educational and income level of the middle classes. Hence 

                                                 
27 As will become apparent to the reader, the theoretical parts of this chapter builds heavily on the works of Greg 
Richards (1996, 2001), who is one of the leading theorists within this area. As the theoretical deliberations primarily 
serve the purpose of shedding light on the way in which cultural tourism is dealt with in practise in Northern Jutland, 
the limited number of theoretical sources is less critical. 
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the consumption of culture in general has increased, but the type of culture consumed then and now 
differs, just as future trends point in new directions for cultural tourism (cf. 3.1.1). 

The first attempt to define cultural tourism will be to differentiate it from other related concepts, 
most notably the concept of heritage tourism. These theoretical deliberations illustrate that the two 
concepts differ, however, when practitioners, e.g. the regional tourism development agency for 
Central and Northern Jutland (Midt-Nord Turisme 2000c), talk about culture as a commodity, the 
two concepts are often used interchangeably. After this the discussion looks at two general 
approaches to cultural tourism: the sites and monument approach and the conceptual approach – the 
former of which clearly characterises the way cultural tourism is dealt with in practise in Northern 
Jutland. 

3.1.1 Theoretical understanding of cultural tourism 
In a model suggested by Richards (2001) a number of differences between heritage and cultural 
tourism materialise: 

Figure 7: Characteristics of heritage tourism, cultural tourism and creative tourism 

Form of tourism Primary time focus Primary cultural 
focus 

Primary form of 
consumption 

Heritage Tourism 

 

Past High & folk culture Products 

Cultural Tourism 

 

Past & present High & popular 
culture 

Products & processes 

Creative Tourism 

 

Past, present &  

Future 

High, popular & mass 
culture 

Experiences 

Source: Richards (2001) p.65. 

Whereas heritage tourism is past oriented, cultural tourism also includes products and processes of 
the present. As discussed by Poria et al. (2001), a common definition of heritage tourism is to view 
it as ”…a subgroup of tourism based on the historic attributes of a site or attraction” (ibid. p.1047) 
as it manifests itself in for instance historic buildings, art works or monuments. Cultural tourism, on 
the other hand, does not only encompass cultural artifacts from the past, but also artifacts of the 
present day and the ways in which people live together within a given area (Therkelsen et al. 2000) 
– the latter relates to what Richards terms processes.  

Richards’ (2001) main point in relation to this model is that not only two but three types of 
culturally motivated tourism exist side by side: heritage tourism which focuses on the cultural relics 
of the past; cultural tourism which includes both the cultural products and processes of the present 
and the past; and a new trend, termed creative tourism, which is a demand for active involvement in 
the experience of people and places. This type of tourism will be dealt with later in this section. 

Attention is now turned to two different approaches to the concept of culture tourism: the sites and 
monument approach and the conceptual approach, which Richards (1996) argues characterises the 
debate on this area. These two approaches are closely linked up with fundamentally different ways 
of viewing culture and tourism respectively. 
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The sites and monument approach basically has a technical understanding of tourism focusing on 
how tourism can be measured in relation to volume and value. Based on time and spaces measures, 
the subsequent definition of tourism gives a clear understanding of who can be counted as tourists 
and who not:  

“... [a tourist is] someone who moves away from home on a temporary or short-term basis for at least 
24 hours, whether travelling in his or her own country (domestic tourism) or going to another country 
(international tourism)” (in Law, 1994 p.4).  

Furthermore, among the advocates of the sites and monument approach to cultural tourism, culture 
is seen as products – the cultural expression forms of a group of people particularly those of high 
culture (the works of famous artists, historical sites, performing arts) and to a lesser extent low 
culture – the works of ordinary people or commercial actors. This is an understanding of culture 
that can be related to early anthropology, but which still can be found among business scholars 
today, which only focuses on the isolated behaviour of people, and neither seeks explanations to 
why people behave as they do nor to how and why they combine various behavioural patterns 
(Søderberg 1993). Given this understanding of culture, the sites and monument approach 
concentrates on describing the types of attractions visited by cultural tourists (Richards 1996), and 
thus facilitates quantitative research on cultural tourism – counting visitors to cultural attractions – 
which is well in line with the volume and value oriented understanding of tourism. Being restricted 
to analyses of specific sites, this approach neither provides insight into the combination of various 
activities of cultural tourists, nor does it deal with motivational structures, i.e. why tourists visit 
given attractions. 

As opposed to the product focus of the sites and monument approach, the conceptual approach to 
cultural tourism basically understands tourism as the motives and meanings tourists attach to their 
holiday experiences (Richards 1996). A parallel dispute is found within heritage tourism, that is 
whether heritage tourism should be understood as site attributes (i.e. supply factors) or as tourists’ 
motivations and perceptions (i.e. demand factors) (Poria et al. 2001). The argument in favour of the 
latter can very well be transferred to the area of cultural tourism: A demand oriented understanding 
of cultural tourism allows for differentiation between different types of cultural tourists according to 
motivation factors and makes practitioners aware of the needs of different types of cultural tourists. 
This does not, however, mean that the cultural resources a place possesses should be totally 
changed in the face of demand – this would both ruin the local culture and eventually the tourist 
experience - it rather means that cultural tourism offers should be conceived in an interplay between 
supply and demand.  

Turning to the understanding of culture proposed by the advocates of the conceptual approach to 
cultural tourism, it appears that culture is seen as the processes which influence the production of 
cultural artifacts, that is the norms, values and meaning production which have a fundamental 
bearing on the products people produce and the way they organise their society and lives. This 
understanding of culture has its roots in present-day anthropology and goes beyond the cultural 
manifestations and hence focuses on the way we understand ourselves and the world and how that 
influences our behaviour (Søderberg 1993). As a consequence of this understanding of culture and 
tourism respectively, cultural tourism is defined as ”all aspects of travel, whereby travellers learn 
about the history and heritage of others or about their contemporary ways of life or thought” 
(McIntosh & Goeldner 1986 in Richards 1996 p.22). In this learning process both the products and 
processes of other cultures play a central role and both those of present-day and historical time, and 
focus has clearly shifted towards the tourists and what they gain from the experience. The 
disintegration of a distinction between high and low culture detectable within the present 
postmodern age (Urry 1990, Poon 1993) also informs the conceptual approach to cultural tourism 
”so the scope of cultural tourism expands to include elements which previously would not have 
been considered cultural (such as popular music, modern design or match museums)” (Richards 
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1996 p.26). Hence the conceptual approach takes into account the societal context within which 
cultural tourism takes place. 

Furthermore, based on various empirical studies, Richards holds that ”a ’learning element’ is the 
central distinguishing feature of cultural tourism” (ibid. p.24) in that tourists with cultural interests 
identify learning as a central motive for their activities. Hence cultural tourism has a clear affinity 
with the Grand Tours of previous centuries, as mentioned earlier in this chapter, but whereas these 
Bildungsreisen entailed a learning process both about the Other and the Self, Richards does not 
mention the self-learning process of cultural tourism. This is surprising also in view of literature on 
heritage tourism, the historical cousin of cultural tourism, in which it is held that ”the main 
motivation for visiting the site is based on the place’s heritage characteristics according to the 
tourists’ perception of their own heritage” (Poria et al. 2001, p.1048). Hence the interplay between 
the ”Other” and the ”Self” is stressed – that the culture of other places is understood in the light of 
one’s own culture and is used for throwing light on one’s own cultural background. This appears to 
be a serious lack in Richards’ work on cultural tourism – a lack he, however, seems to make up for 
in his later work (2001), in which he discusses the concept of creative tourism. 

Creative tourism is clearly inspired by the widely discussed concept of the experience economy 
(e.g. Mossberg 2001, Jensen 1999, Pine & Gilmore 1998), in that it involves the active participation 
of the tourist in the consumption process, not just his sight but all his senses, and the development 
of his personal potentials. Hence both self-discovery and discovery of the world is involved 
(Richards, 2001). Moreover, Mossberg (2001) holds that experiences are characterised by entailing 
an element of surprise, something extra apart from what the customer expects, which leads to a 
“Wow-reaction”. Examples of tourism products shaped in accordance with the experience economy 
are activities such as cooking, drawing, music and other courses on specific topics that allow for the 
creative involvement of the tourist. Also the increase in interactive displays in museums and other 
tourism attractions exemplify that learning through doing is gaining ground. Both examples, 
however, raises the question whether this is really creativity or a kind of staged creativity set up by 
the tourism trade. Pertinent as this discussion may be, it will not be developed further here. 

The learning motive also facilitates a distinction between different types of cultural tourists – for 
instance the casual visitors to cultural sites, who have no distinct learning motive, the culturally 
motivated tourists with a clear intention to learn but in a traditional, passive way, and the culturally 
motivated tourists who wish to learn through active involvement. But also the types of cultural 
activities undertaken by the tourist can form the basis of a typology. Towards this discussion 
attention will turn later (cf. 3.2), presently efforts will be made to determine what understanding of 
cultural tourism informs the work of the regional tourism organisation of Northern Jutland. 

3.1.2 Practitioners’ understanding of cultural tourism 
Having the most clearly formulated understanding of culture tourism in the area of Northern 
Jutland, the regional tourism development agency, Midt-Nord Tourism, will be the main 
representative of tourism practitioners analysed here. As it materialised from the interview with 
Aalborg Tourist & Congress Bureau, they mainly lean on the strategies of the regional tourism 
organisation in relation to this tourism area (Interview, June 2001), and so the deliberations of Midt-
Nord Tourism on cultural tourism may be taken to represent the local actor as well. 

In an analysis of cultural tourism in Central and Northern Jutland (Midt-Nord Turisme, 2000c & 
2000d), cultural tourism is defined as ”a form of tourism in connection with which the tourist 
travels to see and experience cultural events, sites and attractions” (Midt-Nord Turisme 2000c, 
p.10 – own translation, at). Though the term cultural events points to a diversity of cultural 
activities of both a historical and contemporary nature, of a high culture or popular culture content, 
the analysis delimits itself to attractions that are permanent, man-made, demand an entrance fee and 
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are directed at an audience (minimum 2000 visitors a year). In concrete terms this means museums, 
buildings, parks, castles and manor houses with the above-mentioned number of visitors (ibid.). 

Four actors are identified as those who create the cultural tourism product: cultural institutions 
(museums being the only representative of these identified), the tourism trade, the public 
administration (national, county and municipality based) and Midt-Nord Tourism, and it is 
emphasised that without cooperation between these four actors no cultural product will come into 
being (Midt-Nord Turisme 2000d, pp.17-18). Other cultural institutions like those of the performing 
arts (music of various sorts, theatre and ballet) and amusement parks are not explicitly considered, 
and the local population as producers of culture is totally disregarded, which likewise bears witness 
to a limited understanding of cultural tourism.  

Relating this understanding of cultural tourism to the theoretical discussion above, it appears that 
this bears a striking resemblance to the term heritage tourism as focus is directed predominantly at 
historic attributes of sites and attractions. Furthermore, Midt-Nord Tourism seems to have a sites 
and monument approach to cultural tourism, which both their understanding of tourism and culture 
bear witness to. Tourism is seen as a commercial industry consisting of various suppliers, products 
and marketing activities (Midt-Nord Turisme 2000c, p.13) and within this framework cultural 
tourism is identified as the domain of museums. Culture is hence seen as products which can be 
displayed at museums, particularly those of a high culture nature and to a lesser extent the cultural 
expression forms of ordinary people. Historical museums of course also seek to explain the cultural 
processes which lay behind the tangible artifacts of a given period in time, but the tourist does not 
encounter a living culture at museums which he can become part of, and seldom a contemporary 
culture that tells him something about the lives, norms and values of present-day people.  

With point of departure in these understandings of tourism and culture, it becomes easy to measure 
the volume and value of cultural tourists’ consumption, and this is also what Midt-Nord Tourism 
primarily does in their cultural tourism analysis. 

On the basis of this analysis, Midt-Nord Tourism establishes in their strategy and action plan that 
core-cultural tourists are one of the primary segments which they intend to work on in future (Midt-
Nord Turisme, 2000b). But even though they state that they plan to develop new cultural themes 
(ibid, p.42), these seem restricted to various historical products put on museum, and coordinated 
into coherent themes through a network of museums (themes like “In the footsteps of Vikings in 
Central and Northern Jutland” and “The life of the Middle Ages in Central and Northern Jutland”, 
ibid. p.11). Hence their heritage oriented, sites and monument approach is also evident in the 
strategic planning for future cultural tourism in Central and Northern Jutland. 

It is, of course, fully legitimate to focus on museum based tourism, but consciousness should exist 
of the fact that this is the only type of cultural tourism that their analysis can say anything about, 
and Midt-Nord Tourism should not pretend to be accounting for the far more comprehensive area of 
cultural tourism. And clearly other studies testify to the fact that cultural tourists have a much more 
diversified cultural demand pattern than that which the analysis of Midt-Nord Tourism 
encompasses (Richards 1996 & 2001, Poon 1993). Also in the light of the Danish Tourist Board’s 
work with a global brand for Denmark as a tourism destination, Midt-Nord Tourism’s historical and 
high culture approach to cultural tourism is problematic, as the national branding strategy, which is 
intended for use by all actors in Danish tourism (cf. 4.2), very much focuses on the values and 
lifestyle of Danes (see also Therkelsen et al, 2000). As it will appear from the analysis of 
conference participants, this understanding of cultural tourism is likewise problematic, as a much 
more nuanced understanding of cultural experiences are detectable among this type of business 
tourists. 
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Turning to the local actor of interest to this project, Aalborg Tourist & Congress Bureau, it appears 
that though they do not have a formulated strategy on cultural tourism, their strategy and action plan 
(Aalborg Turist & Kongres Bureau, 2000a) leaves an impression of the way in which cultural 
tourism is perceived. One of the eight focus areas that Aalborg Tourist & Congress Bureau intends 
to work on in future is cultural tourism and in relation to this is stated:  

“Purpose: to work for improving the cultural environment of the city, particularly the living city 
environment, and to maintain/develop activities, products and arrangements etc. which can attract 
more tourists to the city at different times of the year” (ibid. p.23, own translation – at). 

Though it is difficult to know what is meant by a living city environment, it hints at something more 
than culture put on display in museums, most likely performing arts of different kinds and possibly 
the cultural processes materialising when people meet in cafés, restaurants, shops and in the streets. 
More concrete in nature is a short description of the cultural offers related to city breaks and culture 
events (ibid. pp.28-29), which the city intends to develop and promote in future. Here mention is 
made of cultural products of the past as well as the present, cultural products put on museums as 
well as cultural processes encountered on cafés, in restaurants and in connection with events like 
tall-ship racing (Cutty Sark) and Christmas markets. Hence compared to the understanding of 
cultural tourism of the regional tourism organisation, the strategy and action plan of Aalborg 
Tourist & Congress Bureau indicates a more nuanced approach to this business area. But they 
clearly lack to formulate a more operational strategy in relation to cultural tourism, which can direct 
their future efforts, and benefit their work both in relation to holiday and business tourism. 

3.2 Types of cultural tourists and its relevance in a business tourism context 
Attention will now be turned to a discussion of different types of cultural tourists as this will give a 
more nuanced picture of the importance that cultural activities play in comparison with other 
tourism activities, of different demand patterns as well as reasons for choosing cultural experiences. 
This will continually be related to a business tourism context to find out which typologies are 
relevant in this context. 

A simple, but nonetheless central, differentiation between cultural tourists is suggested by Richards 
(1996), as he distinguishes between general cultural tourists and specific cultural tourists (p.31). 
General cultural tourists seek out a number of different experiences during a holiday and among 
these cultural attractions and activities, whereas specific cultural tourists only go for cultural 
activities either of one specific nature or a combination of different kinds, in both cases with the 
purpose of gaining a more profound knowledge of the culture of the place. Hence cultural 
experiences are the decisive factor for visiting a given place for specific cultural tourists, as opposed 
to general cultural tourists who are driven by a more diversified set of interests. A major European 
survey of 26 sites in 9 countries has, furthermore, shown that only 9% of all respondents are 
specific cultural tourists (ibid. p.35), which makes Richards conclude that: ”Culture can, however, 
be far more important as a general, or secondary motive for tourism” (ibid. p.39). Apart from 
confirming what other pieces of research have established: that cultural tourists have an above 
average education, have a high level of total tourism consumption and go more on short breaks than 
tourists in general, a highly interesting finding of the European survey is that: ”high levels of 
cultural consumption at home are likely to be reflected in high levels of cultural consumption on 
holiday” (ibid. p.37). If people with considerable cultural capital, i.e. knowledge of and insight into 
arts and culture, are the ones who predominantly seek out these types of experiences when on 
holiday, a serious question mark is put to the widespread belief that tourism is characterised by a 
search for that which is extraordinary (e.g. Urry 1990, MacCannell 1973). This point on cultural 
tourists is worth considering in relation to the empirical analysis of this project, which focuses on 
academic conference tourists, as these may have a comparatively high level of cultural capital 
which may influence their tourism related demand patterns in connection with conferences. 
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A parallel differentiation between general and specific cultural tourists also materialises in the 
cultural tourism analysis for Central and Northern Jutland (Midt-Nord Turisme, 2000c & 2000d). 
The specific or rather core cultural tourists, as they term them, ”come because of the cultural offers 
and use them very often. Culture thus becomes a decisive parameter when a holiday destination is 
chosen” (Midt-Nord Turisme, 2000c p.52, own translation - at). The general or occasional cultural 
tourists, the latter being the expression Midt-Nord Tourism uses, ”come because of the nature, the 
beaches etc. just like the ordinary holiday tourist. The occasional cultural tourist often uses the 
cultural offer on the destination. Culture is thus not a parameter when destination choice is made” 
(ibid., own translation - at). According to this analysis, 10% of all tourists to Central and Northern 
Jutland are core cultural tourists and 18% are occasional cultural tourists, which illustrates the 
strength of the nature-based product, particularly the seas and the fjords, of the region. It should be 
noted, that in the light of the European survey mentioned above, it is somewhat surprising that a 
tourism destination whose core products are nature based attracts 10% solely culturally motivated 
tourists, whereas analyses carried out on various cultural institutions in Europe show a slightly 
lower number of core cultural tourists (9%). Though a closer look at the methodology used in the 
respective surveys is necessary, uncertainty about the validity of the Midt-Nord analysis 
materialises on basis of the present scrutiny.  

Relating this discussion on cultural tourists types to the context of conference tourism, it is clear 
that it is not relevant to talk about core or specific cultural tourists in relation to conference 
participants as their prime motive for visiting a place will be professional interests and not cultural 
tourism interests. Hence within this simple typology, conference participants can only fall into the 
general or occasional cultural tourism category, provided they seek out cultural activities to a 
considerable degree in their spare time between conference sessions. So obviously this discussion 
does not bring us much closer a useful typology for differentiating between different kinds of 
culturally interested conference participants. 

A different kind of typology which is more relevant in relation to conference participants, is one 
based on the dichotomy: networker versus tourist, as touched upon at the outset of the project (cf. 
1.2). Thus the first task to be undertaken is to establish whether conference participants qualify for 
the term tourists, which will be established on the basis of the degree to which they take part in 
organised and self-arranged excursions and the purpose of their participation. If excursions only 
function as the informal setting in which networking activities can be undertaken, then the term 
tourist does not characterise the conference participant – an element of interest in the visited place 
must be detectable for this term to fit the conference participant – and hence the term networker fits 
the conference attendee. If conference attendees do not participate in excursions at all, they 
naturally fall outside the dichotomy altogether. 

Having established that we are in fact dealing with tourists here, the next step will be to determine 
what kinds of tourists. Though it is possible that conference participants have nature-based interests, 
the present discussion will only consider various types of cultural tourists. In line with the 
discussion above (cf. 3.1.1), it is possible to imagine conference tourists interested solely in the 
heritage of places or solely in the contemporary culture of places and its people, and even 
conference participants who seek out specific aspects of the historical or contemporary culture - 
possibly in line with their professional background (like architects interested in the urban planning 
and architecture of the place visited or medical doctors interested in the local health sector). Or it 
may be that conference participants will have a diversified interest in cultural artifacts and processes 
of both a historical and contemporary nature in order to get a more general impression of a given 
place. 

Another possible typology could be based on the degree of seriousness involved in the touristic 
pursuits. The learning element of cultural tourism may be taken very seriously resulting in a school-
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like approach to the acquisition of insight into visited places, or in line with the idea of edutainment, 
a mix of motivations may direct the touristic pursuits of the conference participant. Richards (2001) 
points out that in his European study, tourists predominantly wanted both to learn and relax when 
visiting for instance a museum, which supports the edutainment approach. The purely fun-seeking 
type of tourist is not included in this typology as it is questionable whether he qualifies for the term 
cultural tourist. Though visits to cafés, bars and amusement parks or splashing around the pool of 
the hotel may leave an impression of the place visited, it is unlikely that cultural learning is a 
motivating factor for this type of tourist. 

Finally, it is possible that a typology should not take its point of departure in the types of cultural 
experiences sought or the motivation informing the touristic pursuits. It may be that the way in 
which tourism activities are undertaken forms the best basis for a typology of conference tourists. 
As suggested in the introduction (cf. 1.2), the touristic activities of the conference participant may 
be limited to attending the excursions of the conference organiser which leaves him in a fairly 
passive role letting the conference organiser depict the given place for him. Or the conference 
participant may be more interested in seeking out information about the place on his own and going 
off on his own on self-arranged excursions, thereby forming his own idea of the place to a higher 
degree. In between these two poles there may, of course, be conference participants that combines 
self-arranged and organised excursions to get the best of both worlds, so to speak. 

Related to this discussion is also whether the experience patterns of the conference tourist are in 
line with those of creative tourism (cf. 3.1.1) seeking out active involvement and stimulation of all 
senses, or whether a more traditional, passive way of listening, reading and looking at attractions is 
undertaken. 

Other types of cultural tourists of relevance to business tourism could undoubtedly be imagined, but 
the above list provides a substantial basis for the subsequent discussion of demand patterns of 
conference participants. 

3.3 Final Remarks 
Based on a discussion of different approaches to cultural tourism, the present chapter has argued 
that this type of tourism is best understood from the perspective of the consumer, centering on the 
motives and meanings tourists attach to their holiday experiences. Cultural tourism is, furthermore, 
characterised by being a learning process in which both past and present-day products as well as 
processes representing the given culture are taken in. Also an element of self-learning is involved in 
cultural tourism – that insight into one’s own cultural and personal background is gained in the 
encounter with other cultures.  

The theoretical discussion has subsequently been used for shedding light on some of the limitations 
of the understanding of cultural tourism that the regional tourism development agency, Midt-Nord 
Tourism, employs. Having a supply oriented, heritage centered idea of cultural tourism, Midt-Nord 
Tourism both overlooks that which tourists may gain from cultural experiences and the multitude of 
aspects that may be involved in cultural tourism – something that can also have serious 
consequences for the region’s work with business tourism. 
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4. An Analysis of Touristic Demand Patterns of Conference Participants 
and its Consequences for Local Strategies 
The paper now turns to its empirical part which seeks to shed light on the demand patterns of 
conference participants in relation to tourism activities. In other words, demand in relation to 
conference facilities and service, hotel standard and similar practicalities, as well as the content and 
quality of conferences are left out of consideration, and focus is directed at the enjoyable aspects of 
a conference. In this respect the study is explorative in nature as very few pieces of research are 
known to have been conducted within this area. 

The chapter opens with methodological considerations in relation to the data generation process and 
presents the types of conferences and respondents surveyed, the questionnaire structure and content, 
the analytical method applied as well as a discussion on the strong and weak points of the 
undertaken survey. 

With these considerations in mind, attention is turned to the findings of the questionnaire survey 
which focus on the interplay between conference and tourism activities leading to a tentative 
typology of conference tourists. Focus is then directed at the potential of destination Aalborg in 
view of the empirical study, and this discussion concludes in critical comments on their strategies 
and actions towards conference tourism. The chapter concludes in a sum-up of the main findings. 

4.1 Methodology in Relation to Data Collection 
The empirical analysis is based on questionnaires distributed to four international conferences held 
in Aalborg, Denmark in August and September 2001. The four conferences are all academic 
conferences organised by various departments at Aalborg University, which of course have certain 
implications for the generalisability of the data (cf. 4.1.3). The questionnaire was distributed to 
1210 conference participants and 73 questionnaires were returned, which constitutes a return rate of 
6,03 %28. The low return rate may have a number of reasons which will be discussed in 4.1.3. 

Given the number of and similar type of conferences approached as well as the return rate achieved, 
the data of this survey only gives an indication of the touristic demand patterns of a particular type 
of conference participants, and need exists for more large-scale quantitative as well as in-depth 
qualitative studies in future (cf. 4.4). 

4.1.1 Selection of Conferences and Respondent Profile 
As the present project both has a general purpose – identifying demand patterns in relation to 
tourism activities of conferences – as well as a geographically specific focus – finding out how the 
city of Aalborg is rated in view of such activities, a choice has been made solely of conferences 
taking place in Aalborg. Still the data relating to the general purpose of the project does not have 
any local bend and can very well be used for saying something about the tourism related activities 
of conference tourists on a more overall basis. 

Due to the limited time frame of the project (May to November 2001), two months – August and 
September 2001 – were chosen as the data collection period. These months were chosen due to the 
fact that most conferences are held in Aalborg (as well as in many other places) in spring and 
autumn (Aalborg Turist & Kongres Bureau 1998, p.9).  

                                                 
28 Given the low return rate, primarily number of respondents is stated in the text as percentage figures may give a 
distorted picture of the findings - in other words, few respondents constitute a fairly high percentage rate which may 
result in certain findings being blown out of proportion. 
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International conferences were chosen, as opposed to conferences with only domestic residents 
participating, due to the fact, that this would facilitate a discussion of whether demand patterns 
differ according to the respondent being of domestic or foreign descent. In hindsight it would have 
been a good idea to include one or two domestic conferences as well, as all of the international 
conferences turned out to be of an academic nature. Furthermore, the spread of foreign and 
domestic respondents turned out to be unequal: 63 foreign respondents and 5 domestic respondents 
(5 blank), which render considerations in this direction difficult.  

Conferences were identified on the basis of those Aalborg Tourist & Congress Bureau were 
involved in and on the basis of searching activity calendars of Aalborg University. Other 
international conferences may have been held by other actors within this period but information was 
not available on these. A choice was made of all of the international conferences Aalborg Tourist & 
Congress Bureau as well as Aalborg University appeared to be involved in that period29. 

The following conferences were chosen: “Strategic Manufacturing Conference” (26-29 August 
2001) which was concerned with the topic of manufacturing; “Multicultural Citizenship and 
Integration of Ethnic Minorities” (29-30 August 2001) concerned with immigration; “Eurospeech 
2001” concerned with speech communication and technology (3-7 September 2001), and “WPMC 
‘01” (9-12 September) on wireless communication30. 

The respondents of the questionnaire survey all have an academic background in that they all hold 
university degrees, and as the four conferences were all aimed at academics, the respondents must 
be taken to work within universities or other research institutions for the most part. It can not be 
ruled out, however, that a limited number of people from other professions with a special interest in 
the given conference theme have attended the conferences, and thereby answered the questionnaire. 
No question of the respondents’ profession was asked, as it is often difficult to decipher the titles of 
people of different national backgrounds. 

The conferences were organised by different departments of Aalborg University – humanity, social 
science as well as natural science departments, but as no detectable differences in relation to the 
researched area emerged on the basis of what kind of academic profile or interest the respondents 
have, no need exists for differentiating between respondents on this basis. Given the fact that the 
number of respondents from three out of four conferences was very limited, it would also be 
unfounded to form any conclusions in that direction31. 

The fact that only academic conferences were included has certain advantages and disadvantages. 
One disadvantage is that researching only one occupational group, generalisations about conference 
participants can not be made - it may be that this group has demand patterns which differ from 
those of other groups. As the analysis will show (cf. 4.2), demands in relation to touristic activities 
differ to some degree from those identified in the Danish Tourist Board’s 1999-analysis (in 
Erhvervsministeriet, 2001b). An advantage of focusing on one occupational group is, on the other 
hand, that more in-depth knowledge of this group is attained. The fact that researchers are frequent 
conference participants entails the extra asset that they constitute an attractive market, which is 
worthwhile gaining insight into.  

                                                 
29 It should be mentioned that one additional international conference was held in early August, which was not, 
however, included in the material due to shortage of time. 
30 The questionnaire was included in the conference material handed out to each participant at the conference 
registration desk. The conference participants were encouraged to hand in the completed questionnaire upon departure. 
31 The number of respondents from each conference was: “Strategic Manufacturing Conference” – 16 respondents (80 
questionnaires distributed); ”Multicultural Citizenship and Integration of Ethnic Minorities” – 8 respondents (130 
questionnaires distributed); ”Eurospeech 2001” – 43 respondents (600 questionnaires distributed); ”WPMC ’01” – 6 
respondents (400 questionnaires distributed). 
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Given the high level of education of the respondents, it seems safe to say that they belong to the 
higher social strata of society, though this does not imply that they necessarily belong to the highest 
income brackets of their respective countries. No questions were asked of the income level of the 
respondents, as experience shows that to some people this is too private a matter to disclose in a 
questionnaire. 

Both male and female respondents are represented in the data material, though with a clear majority 
of male respondents: 59 respondents are male and 14 respondents are female. This may be a 
reflection of more men than women being occupied within universities and research institutions on 
an international scale. The data point to no clear differences according to gender, but the unequal 
distribution of respondents in relation to this characteristic makes it impossible to conclude whether 
it is a general fact that men and women engage in similar “extracurricular activities” in connection 
with conferences. 

The distribution of respondents according to age is divided into four categories: 18-25 years – 4 
respondents; 25-40 years – 32 respondents; 40-55 years – 30 respondents; 55 years and above – 7 
respondents. That most respondents fall within the categories: 25-40 years and 40-55 years, is not 
surprising given the facts: firstly, that they are the widest age brackets both ranging over 15 years. 
Though retirement age differs in different countries, most people in the Western world would seem 
to retire before they turn 70. It is, furthermore, likely that conference activities decrease in the last 
years of one’s academic career as the pressure for positioning oneself on the academic scene wears 
out. Secondly, most researchers establish a career comparatively late in life in view of most other 
professions, due to the fact that a 3-year Ph.D.-period, in most cases, has to be added to a Masters 
degree. Though Ph.D.-students also attend conferences they would tend to do it to a lesser extent 
than more permanently employed researchers, as they are still learning to produce and write 
academic material. 

Age is a characteristic according to which certain patterns in the data materialise, which will be 
further elaborated on below (cf. 4.2). 

As discussed earlier, geographical background is considered to be an interesting criterion along 
which to differentiate between the respondents, as one aim is to find out whether conference 
participants of domestic and foreign descent respectively have different interests in relation to 
touristic experiences. As stated above, the highly unequal spread between domestic and foreign 
conference participants (5 and 63 respectively) unfortunately provides no background for 
conclusions in relation to this aspect. What can be done on the basis of the present material is to 
identify whether the answers differ according to the respondents originating from markets 
respectively close to or far from Denmark. A division of respondents into near and far-away 
markets results in fairly substantial numbers in both categories: 20 respondents from near markets 
(Denmark, Germany, Norway, Sweden and Holland); and 48 respondents from far-away markets 
(Australia, Austria, China, Spain, France, India, Ireland, Italy, Japan, Malaysia, Poland, Portugal, 
Finland, Slovakia, United Kingdom, USA, Venezuela). Interesting patterns in demand materialise 
on the basis of this differentiation, which will be discussed in 4.2. 

Whether the respondent is a frequent conference attendee or not is also considered to have a 
possible effect on his/her tourism related demand patterns. The respondents are placed within four 
categories in relation to this aspects: 0-1 yearly conference – 10 respondents, 1-3 yearly conferences 
– 49 respondents, 3-5 yearly conferences – 12 respondents, 5 or more yearly conferences – 2 
respondents. Clearly 1-3 conferences a year is the most common number of conferences attended by 
researchers.  

The final criteria used for characterising the respondents relates to the geographical focus of the 
project on the city of Aalborg. The respondents are asked whether they have been to Aalborg before 
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either on conference, business, holiday, visiting friends/family or for other reasons. This question is 
included to find out whether people with experiences with the city from other contexts are more or 
less likely to engage in touristic activities here in connection with a conference. Of the 73 
respondents, 27 respondents have prior experiences with Aalborg, whereas 46 respondents have no 
prior experience. Also this characteristic shows some interesting patterns which will be analysed 
further below (cf. 4.2). 

4.1.2 Questionnaire Structure, Content and Analysis 
Apart from the background information used for establishing the profiles of the respondents, which 
is obtained through the first questions, the questionnaire covers the following areas:  

• Whether the destination of the conference influences choice of conference 
• Information search 
• Participation in organised excursions 
• Involvement in self-organised excursions 
• Extension of conferences with days off 
• Conferences as catalyst for later choice of holiday destinations 
 
In addition, the questionnaire includes questions both on the respondent’s behaviour in general and 
his behaviour in relation to the specific conference he is attending while answering the 
questionnaire. This is done, partly to put the general answers into perspective – answers in general 
may be more extreme than answers in relation to a concrete activity - partly because the study also 
evaluates the touristic potentials of a specific locality - the city of Aalborg (cf. Appendix A).  

The majority of the questions are formulated as closed-end yes/no or multiple choice questions, but 
a few open-ended formulations are also included in relation to questions like: types of information 
sought, the purpose of participating in organised excursions and what types of experiences sought 
out at short breaks. Hence the questionnaire contains a few qualitative elements, though they do not 
result in much detailed information. 

A serious shortcoming of multiple choice questions used in quantitative surveys is that the various 
suggested answers may be subject to different interpretations, i.e. when the questionnaire contains a 
list of tourism activities like: city tours, nature tours, museums/galleries, concert/theatre, 
monuments/historical places, company visits, sport events, entertainment, restaurants and shopping 
(cf. questions 10, 12, 14 and 16, Appendix A), there is no saying that the respondents ascribe the 
same meaning to these words as the researcher does. It may be that tour is associated only with 
guided tours and not tours undertaken at an individual and self-organised basis; it may be that 
entertainment contains the meaning of fun and games to some respondents whereas others see it as 
including elements of historical and cultural learning; and it may be that shopping for some 
respondents is done out of utilitarian necessity (bringing home gifts to wife/husband and children is 
an expected gesture) whereas others go out shopping to experience local craftsmanship and design 
and bring home specimens of this. Hence different interpretations of multiple-choice questions 
constitute a potential source of error that should be considered in relation to the data. 

In processing the data use has been made of Access and Excel applications to gain an overview of 
the data and make for instance cross-tabulations more easily available. The data has subsequently 
been divided into analytical themes in accordance with the model on business and holiday contexts 
of conferences suggested in chapter 1.2, and this discussion ends up in a suggestion to a typology 
on conference tourists. In relation to the second purpose of the project, the data pertaining to 
destination Aalborg is then scrutinised, and limitations to the actions on conference tourism on part 
of destination Aalborg are identified in view of the empirical data. 
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4.1.3 The Strengths and Weaknesses of the Questionnaire Survey  
An important question to ask in relation to any piece of empirical research undertaken is whether it 
fulfils the purpose it is intended to fulfil. In this specific case it was deemed necessary to gain a 
general overview of the area before more in-depth data could be collected, as existing analyses had 
only paid scant attention to the area of tourism related demand of conference participants. It, 
however, turned out that matters of interpretation, as discussed above, may have inflicted upon the 
responses to a number of questions, just as the central question concerning purpose in relation to 
participation in organised activities resulted in limited information, possibly because the question 
needed clarification. Also in relation to type of tourism activities undertaken, it was difficult to 
establish whether it was in fact cultural tourism as cultural learning that was in demand, in that 
questions in relation to such matters are difficult to formulate simply and unambiguously. 

So in some respects a questionnaire was not the ideal data generation method to make use of. 

Though generalisable data is the result of questionnaire surveys per se, the present study does not 
give a representative picture of conference participants’ tourism related demand patterns. Not even 
if we narrow down the scope to academic conference tourists, who are the only ones the present 
survey covers, is it possible to say that a representative picture emerges. The low response rate of 
6.03% (73 respondents) only makes it possible to talk about an explorative study of academic 
conference participants. It should also be considered that the individuals choosing to answer the 
questionnaire may have a particular interest in the study and therefore not qualify as typical 
academic conference participant, if such individuals exist. However, given the fact that, to this 
author’s knowledge, no studies have been undertaken before with this specific purpose, makes an 
explorative study worthwhile, just as the data contains some interesting patterns worth paying 
attention to. 

There may be different explanations to the low return rate of 6,03%, but one of the more salient 
ones is that one of the major conferences, with 400 participants, took place at the same time as the 
terror bombing in the United States. This meant that the social programme was cancelled thereby 
leaving the questionnaire somewhat irrelevant as it also contained questions in relation to the social 
programme of the specific conference. And in general it may have meant that the participants lost 
interest in participating in research concerning pleasurable activities. One of the other conferences 
did not include any excursions either, which may likewise have made the questionnaire seem 
irrelevant and may have dissuaded some potential respondents from answering the questionnaire. 

Turning to another central methodological concept reliability, it is possible to interpret this as being 
explicit in one’s descriptions of observational procedures (Kirk & Miller 1986). This basically means 
openness about all the details in the research process: detailed descriptions and documentation of all 
aspects of the study - theory, data, data collection methods and methods of analysis.  

Another means of ensuring reliable data is to pre-test the questionnaire before the actual research starts 
(Silverman, 1993). Prior to the present study, three pre-tests of the questionnaire were carried out with 
the purpose of finding out whether the data collection “instrument” was appropriately designed to meet 
the goals of the study. The pre-tests helped to identify unproductive and confusing questions and 
identify new, relevant questions to be asked. 

A valid data collection and interpretation process is the third area that should be dealt with here and 
refers to the trustworthiness of the respondents’ utterances, the quality of the research instrument and 
the interpretation32. Heed should be paid to a number of features both on part of the researcher and the 

                                                 
32 Inspired by Kvale (1996) – though he deals only with qualitative interviewing, many of his thoughts on methodology 
can very well be transferred to quantitative research. 
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respondent as this will enable the researcher partly to consider these in the construction of the research 
instrument, partly to use these as explanatory variables in the analytical phase of the study.  

On part of the researcher, leading questions and ambiguous wording are often pointed out as serious 
fallacies, and in relation to this study particularly the latter may turn out to be a problem, as the 
multiple choice questions included may be interpreted in different ways than intended by the researcher 
(cf. 4.1.2). No possibility, however, exists for checking up on the interpretation of the respondents in 
self-completed questionnaires. 

Of the five different categories of biases Enderud (1986) deals with on the part of the respondent - 
misunderstandings, forgetfulness, defence reactions, misguided helpfulness and prestige bias - 
prestige bias, in particular, is relevant to consider in relation to this study. As will appear from the 
analysis, a certain amount of prestige may be associated with displaying cultural interest as well as 
being adventurously inclined, as opposed to going on guided excursions, among academic 
conference participants, due to their educational and professional background. Whether such 
answers give a trustworthy picture of the actions of these respondents should, however, be 
questioned. 

4.2 Results of Questionnaire Survey 
Given the focus of the project on conference tourists in general and the limited number of returned 
questionnaires, the main part of the subsequent analysis will be based on total replies to each 
question. As mentioned above, certain sub-divisions in the data material according to features like 
geographical background and age will, however, be made as these provide some interesting 
patterns. 

4.2.1 Conferences and tourism – separate or interrelated activities 
The first topic to be addressed is whether conference participants view business related activities 
like a conference as something which is separate from or can be combined with tourism activities. 

In relation to excursions arranged by conference organisers, answers are dispersed in the following 
manner: 

Figure 8: Participation in organised excursions 

Do you generally participate in excursions that the conference organisers have arranged? 

Always Often Seldom Never 

5 25 35 8 

 
65 out of 73 respondents hold that they participate in organised excursions, though with widely 
varying frequency. It is worth paying attention to the fact that 35 respondents state that they seldom 
participate in organised excursions, as it will appear later they tend to prefer individually organised 
excursions. 

As suggested earlier (cf. 1.2), participation in such excursions may be undertaken with different 
purposes – basically, either to establish or strengthen business contacts and thereby stay within a 
business context or to experience the place visited and thereby approach a holiday context. Hence 
the respondents were asked with what purpose they participate in arranged excursions. Out of the 41 
respondents answering this open-ended question, a clear majority of 32 put down answers relating 
to a holiday context: “getting to know new things”, “to understand Denmark better”, 
“sightseeing”, “entertainment”, “fun” were some of the answers given. 7 respondents indicated 
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that they had a mixed purpose with their participation in excursions – both seeing something of the 
local area and establishing contacts with other conference participants. Hence two of the answers 
read: “to see the country, to talk to colleagues”, “socialise and learn about the place”. Only 2 
respondents state that they have purely business related intentions behind their excursion activities – 
“networking” and “to make contacts with other participants in the conference”. Whereas various 
sources of error may influence these answers, like unwillingness to disclose real intentions given 
the tourism related purpose of the survey, or unawareness of the real purposes behind one’s actions, 
it appears that the conference participants surveyed have a tourism related agenda alongside a 
business agenda when going on conferences, though this is not to say that the two are prioritised 
equally.  

This point is even more clearly established when looking at the question concerning self-arranged 
excursions: 

Figure 9: Self-arranged excursions undertaken 

Do you go on excursions on your own when attending a conference? 

Always Often Seldom Never 

10 43 19 1 

 
Compared to the question on excursions arranged by conference organiser, the first and second 
ranking of seldom and often is reversed in relation to self-arranged excursions. Whether the high 
figure in relation to often can be explained by the fact that we are here dealing with an academic 
group of conference participants, is difficult to say, but it is possible that prestige is associated with 
being adventurous on your own when visiting a new place, or at least leaving the impression that 
you are just that. Hence some respondents may be paying lips service to a certain way of conduct. 
Taking the data on face value, it appears that academic conference participants are highly tourism 
minded in the spare time between conference sessions, and this confirms the Danish Tourist 
Board’s 1995 MIC-analysis, in which it is stated that 50% of all MIC-guests engage in activities 
other than those planned by the conference organiser.  

Three additional questions indicate the position of tourism in connection with conferences. Firstly, 
the question on the influence of the place of the conference on choice of participation shows the 
following pattern: 

Figure 10: Country’s / city’s influence on participation in conference 

May the country/city where a conference is held influence whether you choose to participate? 

To a high degree To some degree To a limited degree Not at all 

5 37 28 3 

 
The city/country in which the conference is held clearly influences whether the conference 
attendees choose to participate – in 42 cases to a high or to some degree. Other factors apart from 
tourism related interests, like geographical distance, travel and accommodation expenses, safety 
matters, friends/family living there, may of course have a bearing on how the respondents answer 
this question, but the answers can still be taken as one, among several, indications that the offers of 
the given country or city play a role in conference choice. 
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The second and third question to be mentioned in this connection are those concerning search for 
information in relation to the place where the conference is held – particularly the open-ended 
question, where the respondent is asked to specify what type of information is sought, hints at the 
role tourism activities play in connection with conferences: 

Figure 11: Information search in connection with a conference 

In connection with a conference do you seek information about the country/city in which it is 
held? 

To a high degree To some degree To a limited degree Not at all 

13 39 20 1 

 
All respondents, apart from one, state that they seek out information about the place of the 
conference – most of the respondents to a substantial degree (39). When looking at what types of 
information sought, it appears that of the 55 respondents answering this question, 27 seek out 
tourism related information (attractions, historical background, culture, events), 20 respondents 
look for both tourism information and information concerning practicalities (accommodation, 
transportation, weather, safety, currency), and 8 respondents search only for practical information. 
At many conferences the organisers provide much of the necessary information on practical matters, 
hence the answers to this question concerning personal information search may make the 
respondents appear proportionally more interested in the attractions and activities of a place than 
they in fact are. This does not, however, alter the fact that the majority of the respondents seek out 
information on places which is unnecessary for participation in a conference but highly relevant if 
you want to be a tourist at the given place. 

All in all it appears that the majority of the conference participants conceive of conferences and 
tourism as interrelated activities – in other words that they participate in organised and/or self-
arranged excursions and that the purpose of these activities is to get an idea of the place visited. The 
final question related to this topic is also the final question of the questionnaire, in which the 
respondent is asked to state how he understands a conference: 

Figure 12: Understanding of conferences 

Do you understand a conference as:  

Work Holiday A combination of work & holiday 

40 0 32 

 
As the question is somewhat controversial – the respondents are using their employers’ time and 
money on attending a conference so how can they defend characterising a conference as a holiday - 
it is not surprising that most respondents answer work and no respondents answer holiday. What is 
interesting, though, is the fact that 32 respondents perceive a conference to a be a combination of 
work & holiday which shows that the lines between work and spare time are becoming blurred, like 
argued by Uriely & Reichel (2000) and Poon (1993).  

Hence academic conference participants appear to be a potential market for tourism practitioners to 
work on, though as mentioned earlier (cf. 4.1.2) answers to questions on behaviour in general may 
lead to more extreme results than what reflects “reality”. Hence a more accurate reflection of 
people’s behavioural patterns should perhaps rather be sought in-between their understanding of 
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their general behaviour and their behaviour relating to a specific event (i.e. the conference they are 
attending when answering the questionnaire). 

4.2.2 Further tourism effects of conference tourists’ demand 
Having established the interrelatedness of business and holiday contexts in this study of academic 
conference participants, attention is now turned towards the wider tourism effects that conference 
participation may have. In other words, are conferences extended with days off and do they serve as 
catalyst for later holiday destination choices.  

In relation to extension of conferences with days off, the following answers emerge: 

Figure 13: Extension of conferences with days off 

Do you ever extend a conference with a couple of days off to be a tourist there? 

Always Often Seldom Never 

1 35 30 7 

 
A majority of the respondents has at some stage in their professional career extended a conference 
with days off, though the extent to which they have done and do so varies a lot. It is, however, 
important to bear in mind that answers to this question may be influenced by the fact that many 
airlines offer a special price if the customer returns home during a weekend – a couple of 
respondents in fact mention this as the reason why they have extended this particular conference. 

Though the present data shows a tendency that many conference participants stay on after an 
arrangement has ended, 37 respondents state that they seldom or never engage in such activities. 
Hence the present data cannot confirm the optimistic conclusion of the Danish Tourist Board’s 
MIC-analysis (1995): that MIC-tourists in Denmark stay at least one more day than the arrangement 
lasts (cf. 2.3.1).  

Whether the place of the conference may influence extension is illustrated in the next question: 

Figure 14: Extension of conferences in own or foreign countries  

If so [you do extend a conference with a couple of days off], is that when the conference is held 
in: 

Your own country A foreign country Both in own & foreign countries 

1 30 31 

 
Foreign countries are most attractive as places in which to spend a couple of days off in connection 
with a conference, however, the data shows that also one’s own country may become the object of a 
short break in continuation of a conference. 

Another interesting feature disclosed in the questionnaire is to what extent friends and family are 
brought along on conferences to take part in a short break: 
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Figure 15: Extension of conferences together with friends / family 

If a given conference is extended with days off, will it be together with friends/family who are not 
participating in the conference? 

Always Often Seldom Never 

2 16 37 16 

 
Clearly, most of the respondents seldom or never include friends or family on short breaks in 
connection with conferences. This may be for several reasons: that they have no close family 
(spouse/partner/children) or relevant friends to bring along; that their partner/friends do not want to 
be holidaying on their own while the respondent attends the conference; that they prefer to spend a 
few leisurely days on their own; or that 1-2 days off are forced upon them due to the price offers of 
airlines. Furthermore, there is a clear correlation between stating that a conference is seldom 
extended with days off (30 respondents) and stating that extension is seldom (17 respondents) or 
never (7 respondents) done with friends or family. Apart from the reasons given above, another 
explanation to the answers of this group could be that they do not give so much priority to tourism 
activities in connection with conferences that they want to spend extra money on travel and living 
expenses for companions. 

On the other hand, in relation to those respondents answering that they often extend a conference 
with days off, the same type of correlation is not evident: Out of the 35 respondents only 12 say that 
they often (10) or always (2) bring along friends or family for the short break, whereas 23 
respondents state that they seldom (20) or never (3) bring along friends or family. Hence the 
explanation that the degree to which tourism activities are given priority is reflected in whether 
friends/family are brought along is not sustained. 

There is not any evidence in the present data material that the older conference participants bring 
along companions and extend conferences with days off to a larger extent than younger conference 
participants, which the Danish Tourist Board’s MIC-analysis (1995) points to. 

The ultimate tourism effect that a conference can have, is that it leads to later choice of the given 
place as a holiday destination. Answers to such a question should not, however, be taken as a clear 
picture of cause and effect – often people are not aware of the factors that have lead to holiday 
choices (like in consumer decision making in general), and often it is a combination of factors that 
influence the final choice. But the subsequent data indicate whether conferences play a role in 
holiday choice for academic conference participants: 

Figure 16: Conference as catalyst for choice of holiday destination  

How often has a conference led to choice of a given city/country as later holiday destination? 

Never 1-2 times 2-5 times more than 5 times 

28 31 10 3 

 
44 out of 72 respondents say that conferences have influenced the choice of a given place as later 
holiday destination, but also a substantial number (28) state that this has never been the case. The 
majority of the respondents (31) says that a conference has acted as catalyst for holiday destination 
choice 1-2 times, which is a rather modest number in view of the fact that the same respondents are 
fairly frequent conference attendees with an average of 1-3 conferences a year, and an age that falls 
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within the two predominant categories: 25-40 years and 40-55 years indicating that they, for the 
most part, will have been active on the conference scene for several years. 

Furthermore, conferences have predominantly led to choice of a place as a holiday destination when 
these have taken place in foreign countries (question 25): 

Figure 17: Conference as catalyst for choice of domestic or foreign holiday destination 

If a conference has led to choice of a given city/country as later holiday destination, has that been in: 

Your own country A foreign country Both in own & foreign countries 

 4 30 9 

 
It is, however, possible that it is easier for the respondent to remember or imagine that this has been 
the case in relation to a, perhaps exotic, place abroad than in relation to their own, fairly well-
known, country. In any case, the very clear figures should make the Danish tourism trade 
particularly attentive towards foreign participants in conferences held in Denmark, as there appears 
to be potential market to develop further. 

In sum, the survey testifies to noticeable tourism effects of conferences beyond the duration of 
given conferences. Taking days off in connection with a conference is something the majority of the 
respondents have engaged in at some stage of their professional career, predominantly in foreign 
countries but also to a large extent in their own country. Such short breaks are more often than not 
engaged in alone, as opposed to together with friends or family. Conferences also seem to have 
influenced later choices of holiday destinations among the majority of the respondents, though 
given the potential sources of error associated with this question, this finding should be looked upon 
with caution. 

4.2.3 Types of tourism activities – cultural tourists or not 
Focus is now directed at the tourism preferences of the conference participants, firstly to find out 
whether they may be categorised as cultural tourists, nature tourists or purely fun-seeking 
individuals; secondly, if they fall into the cultural tourist category, what type of cultural tourists do 
they appear to be. 

Preferences in relation to organised excursions are divided in the following manner:  

Figure 18: Types of organised excursions preferred 

What types of excursions do you prefer (circle as many options as appropriate)? 

monuments/historical places 
nature tours 
city tours  
museums/galleries 
concerts/theatre 

36 
34 
31 
24 
24 

company visits 
restaurants 
entertainment 
sport events 
shopping 

20 
17 
11 
5 
3 

 
As mentioned in the methodology (cf. 4.1.2), the various set answers may be subject to different 
interpretations, but as self-completed questionnaires leave no room for personal clarification, there 
is no telling to which extent different interpretations were made. 
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As it appears, highest priority is given to monuments/historical places, nature tours and city tours, 
which leaves the impression of academic conference tourists as being versatile in their touristic 
demands – both looking for nature experiences and urban experiences, historical experiences as 
well as experiences of contemporary life (tours around the city would typically include accounts of 
the historical as well as the present life of the city, historical as well as modern architecture, and the 
general street life and atmosphere). Getting a broad impression of the given place seems high on the 
agenda of most of the respondents. 

Secondary priority is given to museums/galleries, concerts/theatres, company visits and restaurant 
visits, which likewise show wide-ranging interests of both a contemporary and historical nature.  

Finally, close to no priority is given to entertainment, sport events and shopping33, which points in 
the direction that these conference participants are “serious” in their touristic pursuits, in the sense 
that they are not after pure diversion but want to learn something from these activities. The learning 
element, as identified as central for cultural tourism (Richards, 1996), is clearly present among these 
conference participants, which will be considered further below. 

Looking at the self-arranged excursions of the respondents, a somewhat different pattern 
materialises: 

Figure 19: Types of self-arranged excursions preferred 

If so [you go on excursions on your own], what types of excursions (circle as many options as 
appropriate)? 

monuments/historical places 
city tours  
museums/galleries 
restaurants  
nature tours  

45 
44 
41 
30 
29 

shopping  
concerts/theatre  
entertainment 
company visits 
sport events  

22 
14 
10 
 6 
 5 

 
Highest priority is given to monuments/historical places, city tours and museums/galleries and 
nature tours are excluded the highest priority category compared to the arranged excursions. One 
explanation to the latter may be practical circumstances: as conferences typically take place in 
cities, self-arranged nature excursions demand time spend on searching for information on 
transportation as most international conference participants do not bring along their own means of 
transportation. Another explanation could of course be that, when engaging in tourism activities on 
their own initiative, the most profound interests of the conference participants materialise. If this is 
the case, then the conference participants appear to be cultural tourists interested both in historical 
and contemporary culture, high culture (historical sites and works of artists) as well as low culture 
(which can be encountered on walks around the city), cultural products put on display in museums 
as well as cultural processes experienced in streets, cafes, shops etc. where contact with locals is 
made. 

An interesting feature that Richards (1996) points to is that cultural tourists tend to possess a high 
level of cultural capital, and so their interest for culture and arts pursued at home is also pursued on 
holidays. This may likewise be the case for academic conference tourists, but a more definitive 
conclusion in relation to this demands questions concerning the respondents’ leisure time activities 
at home. 

                                                 
33 As will be seen below, shopping is given higher priority when it comes to self-arranged excursions. 
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That visits to museums and galleries are given higher priority here than in relation to arranged 
excursions, may be because such activities are perceived to be better undertaken alone as this allows 
for personal absorption – something that can be difficult together with a group of people. 

Secondary priority is given to restaurant visits, nature tours and shopping which is more of a 
hotchpotch of interests that point in no specific direction other than a versatile demand pattern. 

Lowest priority is found in relation to concerts/theatre, entertainment, company visits and sport 
events which, apart from reflecting certain interest structures, may have practical explanations in 
three of the cases. Concerts/theatre and sport events demand insight into up-to-date activity 
calendars and often booking in advance – actions that call for particular dedication to these 
activities. And unless company visits are on offer for tourists in general, these can be difficult for an 
individual to arrange as companies would typically demand a whole group of people for them to 
arrange a tour around their premises. Entertainment seems to be the only activity in this low priority 
category that involves no practical limitations, so this activity is clearly not held in esteem. It may, 
however, be that this particular group of respondents, due to their academic background, considers 
this activity substandard, but answering according to what is prestigious among one’s peers does 
not necessarily reflect actual behaviour. Conversely with cultural activities – these may have a 
favoured position among academics due to the fact that they are symbols of general education. Such 
prestige bias may influence the answers of the respondents, so there is no telling whether the 
answers are true reflections of their actions or not. 

Like with the arranged excursions, the self-arranged activities indicate that learning about the place 
visited is central to the conference participants surveyed. This is likewise reflected in the types of 
information sought in connection with conferences (question 5), in relation to which mention is 
made of: “history in general”, “culture”, “politics”, ”nature”, “what people are like”, “local 
customs and traditions”, “local specialities (food and drink)”art and music” by a fair number of 
respondents (27 respondents)34.  

In this connection mention should also be made of distribution of answers according to age, which 
shows some patterns that are worth doing more research on. Only the answers of the 25-40-year-
olds and the 40-55-year-olds will be looked into as they count 32 and 30 respondents respectively, 
whereas the 18-25- year-olds and the 55+ only count 4 and 7 respondents respectively thereby 
making identification of patterns in relation to these age groups impossible. 

When looking at the answers in relation to self-arranged excursions, it appears that the 25-40-year-
old respondents and the 40-55-year-old respondents display a similar pattern as to the frequency 
with which they go on excursions on their own: 

Figure 20: Self-arranged excursions undertaken among 25-40 –year-olds (32 respondents) 

 
Do you go on excursions on your own when attending a conference? 

Always Often Seldom Never 

5 19 8 0 

 

                                                 
34 In this number is not included respondents who mention tourism sights, general tourism information and what to see 
and do, a these types of information, off-hand, do not seem to entail deeper learning. Hence the number of respondents 
is reached on basis of my interpretation of the words used and may not be the way the respondents use them, wherefore 
they should be viewed with caution. 
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Figure 21: Self-arranged excursions undertaken among 40-55-year-olds (30 respondents) 

Do you go on excursions on your own when attending a conference? 

Always Often Seldom Never 

3 19 7 1 

 

Often is clearly the most favoured answer by each group followed by seldom, always and never. 

Differences between the two age groups is, however, found when looking at the number of circled 
options in relation to types of self-arranged excursions preferred (question 14 divided by age): 

Figure 22: Types of self-arranged excursions preferred among 25-40-year-olds (32 respondents): 

If so [you go on excursions on your own], what types of excursions (circle as many options as 
appropriate)? 

city tours 
monuments/historical places 
nature tours  
museums/galleries  
restaurants 

24 
19 
17 
17 
16 

shopping  
concerts/theatre  
entertainment 
sport events  
company visits 

12 
 6 
 5 
 4 
 2 

 

Figure 23: Types of self-arranged excursions preferred among 40-55-year-olds (30 respondents): 

If so [you go on excursions on your own], what types of excursions (circle as many options as 
appropriate)? 

monuments/historical places  
museums/galleries  
city tours  
nature tours  
restaurants 

21 
17 
13 
11 
10 

shopping  
concerts/theatre  
company visits  
entertainment 
sport events  

 6 
 5 
 3 
 3 
 1 

 
Among the 25-40-year-olds 122 activities are circled and among the 40-55-year-olds 90 activities 
are circled. As the two age groups are basically of the same size and testify to a similar activity 
level, this finding may be an indication of a more focused interest on fewer things among the older 
respondents. When looking at the scores of the specific activities, it, indeed, appears that the older 
respondents are more focussed on fewer activities of a somewhat similar nature: 
monuments/historical places and museums/galleries are given highest priority; whereas the 25-40-
year-olds give high priority to more and more widely dispersed activities: city tours, 
monuments/historical places, nature tours, museums/galleries and restaurants. 

The data also shows that the older respondents tend to be more concerned with the cultural products 
put on display in museums (also referred to as high culture), whereas the younger respondents show 
an interest in both cultural products in museums and cultural processes encountered on tours around 
the city, just as experiencing a place though its landscape is estimated fairly highly. Whether this is 
a reflection of two generations defining cultural learning in different ways is hard to say - more 
research is clearly needed to verify whether these few respondents are signs of a general pattern 
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among 25-40-year-olds and 40-55-year-olds, just as younger and older age groups should be 
included in such research to get a more comprehensive picture of similarities and differences among 
generations. 

All in all the conference participants surveyed appear in many ways to qualify for the label cultural 
tourists. 

It is much harder, however, to determine what type of cultural tourists they are. Clearly, it makes no 
sense to talk about core cultural tourists in relation to conference participants, as their prime motive 
for visiting a place will always be professional interests and not tourism related. Hence the major 
part of the respondents may be termed general cultural tourists, as cultural experiences are not the 
parameter that leads to destination choice but are a recurrent feature of the visit. 

As mentioned earlier (cf. 3.2), this distinction does not bring us much closer an understanding of 
different demand patterns of conference participants – for this purpose it is necessary to look at 
whether respondents divided by cultural products demanded shows any patterns. Looking at the 
self-arranged excursions it, however, turns out that in general the respondents’ answers do not limit 
themselves to one or similar categories – for instance respondents stating that they prefer museums 
and galleries, monuments and historical places frequently state they also give priority to restaurant 
visits and shopping. So the typology suggested earlier (3.2) consisting of heritage culturists, 
contemporary culturists and the diversified culturists is not applicable in this data material, as a 
clear majority fall into the latter category. 

Having established that typology by cultural activities sought is not possible on basis of the present 
data material, I will now turn to other possible ways of dividing the conference participants up into 
types. 

4.2.4 Towards a typology of conference tourists 
As suggested in the introduction to this project (1.2), different parameters can be imagined which 
may be useful for dividing conference tourists into different types. These will be subject to analysis 
here, except, of course, a typology based on cultural activities as explained above (4.2.3). Given the 
low response rate, the data material will only be divided into 2-4 types within each category, as the 
number of respondents will otherwise become too marginal, and even this division occasionally 
proves problematic. 

The first typology is suggested on basis of the purpose of attending arranged excursions and is 
divided into two potential types of conference participants: the networkers and the tourists. As 
demonstrated above (4.2.1), the data material suggests that a clear majority of the respondents have 
a tourism related agenda alongside a business related one when going on conferences – only two 
respondents answer that their intentions behind participation in arranged excursions is purely to 
nourish professional interests. Hence this typology has little explanatory power in relation to the 
data material. 

A far more interesting typology materialises on the basis of the way in which the conference 
participants undertake tourism activities, that is whether they participate in arranged activities, 
involve themselves in activities on their own or combine the two types of activities. On this basis 
four types of conference participants appear: 

TRUprogress© 54
 



Figure 24: A typology of conference participants  

Adventurous excursionists  
All-inclusive excursionists  
Workaholics  
Controlled excursionists 

31 respondents 
22 respondents 
11 respondents 
 8 respondents 

 
The adventurous excursionist is the conference participant who seldom or never takes part in 
arranged excursions but often or always goes on excursions on his own. This group of conference 
participants is the largest in the data material. The all-inclusive excursionist is the conference 
participant who always or often goes on arranged as well as self-organised excursions and 
constitutes the second largest type. The workaholic seldom or never participates in neither arranged 
nor self-organised excursions. Finally, the controlled excursionist is the conference participant who 
often or always takes part in arranged excursions but seldom or never goes off on his own.  

The academic conference participants of this survey hence show a preference for seeking out their 
touristic experiences on their own, secondarily to combine these with organised excursions. 
Whether this can be explained by the cultural capital of the respondents, the prestige bias associated 
with exposing an adventurous image or simply that these conference tourists prefer individual, as 
opposed to group, experiences (the romantic gaze in Urry’s (1990) terminology), is difficult to 
determine on basis of quantitative data. More in-depth qualitative research needs to be done to 
develop this explanatory framework further. 

In chapter 3.2 it was suggested that another way of constructing a typology of conference 
participants would be to look at the degree of seriousness they employ in their touristic pursuits. 
The present data, however, provide no basis for shedding light on this matter – more in-depth 
qualitative analyses are needed to establish whether such a typology holds any explanatory power. 

All in all the data material demonstrates that conference participants may be categorised according 
to a typology based on the way in which they undertake tourism activities, which shows a 
preference for seeking out tourism related experiences on one’s own, secondarily to combine these 
with organised excursions. 

Though only one out of four suggested typologies (cf 3.2) hold any explanatory potential in this 
survey, it may very well be that a data material that is quantitatively larger and qualitatively more 
nuanced and more diversified in terms of types of conferences researched would demonstrate that 
more or other typologies are useful. Future research may show whether this is the case. 

4.2.5 Conference participants’ tourism demand in relation to Aalborg 
The secondary objective of this paper is to find out how Aalborg specifically and Denmark more 
generally are rated in view of the preferences and demands of the conference participants surveyed. 
This section also includes a discussion of respondents originating from near and far-markets and 
looks at whether preferences in relation to Aalborg/Denmark are influenced by geographical 
closeness or remoteness of the conference participants.  

Having established that the conference participants of this survey generally wish to pursue tourism 
related activities in connection with conferences, I will first of all look at whether the city of 
Aalborg is perceived to influence choice of participation in a given conference. This may be one 
indication of how the tourism offers of the destination are rated (cf. 4.2.1 for further discussion): 
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Figure 25: The influence of Aalborg/Denmark on choice of conference 

Did Aalborg/Denmark influence your choice of this conference? 

To a high degree To some degree To a limited degree Not at all 

4 19 18 32 

 
As it appears, not at all is the most favoured answer, which indicates that Aalborg is not looked 
upon as an attractive place by the majority of the respondents – or at least was not when the choice 
of the conference was made35. This is regardless of whether the respondents have been to Aalborg 
on prior occasions, though proportionally more respondents answer to some degree if they have 
prior experiences with Aalborg than if they have none. Compared to the way in which the place of 
the conference in general is believed to influence choice of conference – in 42 cases to a high or 
some degree – these are not good tidings for Aalborg, though reservations should be made in 
relation to such general statements (cf. 4.2.1). 

A similar pattern is detectable in relation to information search. Asked about their general 
behaviour, all respondents except one state that they seek out information about the place of the 
conference, 39 respondents say to some degree, but in the case of Aalborg/Denmark the picture is 
quite different: 

Figure 26: Information sought about Aalborg/Denmark 

Did you seek information about Aalborg/Denmark in connection with this conference? 

To a high degree To some degree To a limited degree Not at all 

9 22 25 17 

 
Bearing the same reservations in mind of the general versus the specific case as made above, the 
information search in relation to Aalborg/Denmark is clearly more limited than information search 
undertaken in general, and when looking at the types of information sought a different picture also 
emerges: A far higher proportion of the respondents look only for practical information on Aalborg 
(11 out of 41 respondents) compared to the respondents’ information search in general (8 out of 55 
respondents), just as a quite lower proportion of the respondents look only for tourism related 
information on Aalborg (14 out of 41 respondents) compared to the respondents’ information search 
in general (27 out of 55 respondents). These findings seem to confirm the point made above – that 
Aalborg/Denmark as a place for touristic experiences is not well-established in the minds of the 
conference participants. 

As excursions arranged by the conference organiser in the specific case may be just as much a 
reflection of the competence of the conference organiser as a reflection of the touristic offers of the 
destination, these two questions will not be considered here.  

Attention will instead be turned towards self-arranged excursions and whether such are undertaken 
in relation to the specific conferences surveyed: 

                                                 
35 Whether the respondents are capable of differentiating between their impression of Aalborg before departure for the 
conference and now at the conference, is, however, unlikely. 
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Figure 27: Self-arranged excursions in connection with the specific conference 

In connection with this conference have you been on/do you plan to go on excursions on your 
own?  

Yes 
43 

No 
30 

 
As it appears, 43 respondents state that they have been on / plan to go on excursions on their own in 
Aalborg, the vicinity of Aalborg or in Denmark in general, and 30 respondents have no intentions of 
such activities. In view of answers to the question in general on self-arranged excursions (question 
13), a better score could have been expected as only 1 respondent never goes on self-arranged 
excursions, 19 respondents seldom do it, 43 respondents often do it, and 10 respondents always go 
on excursions on their own. Again this says something about the attractiveness of Aalborg/Denmark 
as a tourism destination, or it may be a reflection of more positive answers to a question in general 
than one concerning specific behaviour. 

Dividing the data into those who have prior experiences with Aalborg (27 respondents) and those 
who have none (46 respondents), it appears that proportionally more first-time Aalborg visitors 
intend to go on own excursions (33 out of 46) than visitors with prior experiences with Aalborg (10 
out of 27). This may indicate that Aalborg is perceived to have little to offer for second or third time 
visitors. 

Among the 43 respondents who state that they plan to go on self-arranged excursions, the types of 
attractions sought are highly dispersed: 

Figure 28: Types of self-arranged excursions 

If yes [if you have been on/plan to go on excursions on your own in connection with this 
conference] what types of excursions (circle as many options as appropriate)?  

restaurants  
city tours  
museums/galleries 
monuments/historical places  
shopping  

21 
16 
16 
14 
14 

nature tours 
concerts/theatre  
sport events  
entertainment 
company visits 

12 
 2 
 1 
 1 
 0 

 
Highest priority is given to restaurants, city tours, museums/galleries, monuments/historical places, 
shopping and nature tours. The tendency towards demand of cultural activities and attractions 
detectable in the general question on self-arranged excursions, is not apparent here – it is rather a 
hotchpotch of different activities that materialises here. This may indicate that Aalborg/Denmark 
have no distinct cultural profile which can match the predominantly cultural interests of the 
respondents. 

Lowest priority appears in relation to concerts/theatre, sport events, entertainment and company 
visits, which is identical with the answers to the question in general, possibly for some of the same 
reasons listed in 4.2.3. 

That conferences materialise into short breaks or actual holidays is also detectable in relation to the 
specific case of Aalborg/Denmark: 
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Figure 29: Extension of the specific conference with days off 

Do you plan to extend this conference with a couple of days off?  

Yes 
26 

No 
47 

 
Regardless of the fact that the price offers of airline companies may influence these answers, as 
mentioned in 4.2.2, the data material points to a potential market for the local as well as national 
tourism trade to work on. Most of these 26 respondents stay for 2 days (14 respondents) or one day 
(7 respondents), the rest is dispersed with one respondent staying on either, 3, 4, 6, 7 or 9 days 
extra, which, indeed, points to the short break nature of conference extensions. 

Looking at the specific activities planned for these short breaks, it, however, appears that a fair 
proportion of the respondents plan to go to other places in Denmark and not stay in Aalborg – most 
notably Copenhagen, but also other cities in Denmark and the rest of Northern Jutland are 
mentioned as places where the short breaks will be spent. Visiting museums, galleries and historical 
places as well as shopping presumably within Aalborg are also mentioned, but it should raise 
concern among local tourism actors that extensions of conferences are not predominantly planned to 
take place within the city of Aalborg. 

In relation to whether the short break is undertaken together with friends/family, the following 
finding emerges: 

Figure 30: Extension of the specific conference with friends/family 

If this conference is extended with days off, is it together with friends/family who are not 
participating in the conference?  

Yes 
 9 

No 
15 

 
Apart from being well in line with answers to the general question on this matter in which a clear 
majority answer that they seldom bring along a companion, it is worth considering for the local 
tourism trade how products can be constructed so that a higher proportion of this potential market is 
attracted. 

Finally, concerning conferences as catalyst for later choice of Aalborg/Denmark as an actual 
holiday destination, the following answers materialise: 

 

Figure 31: The specific conference as catalyst for choice of holiday destination 

Do you think this conference will lead to choice of Aalborg/Denmark as later holiday 
destination?  

Yes 
20 

No 
53 
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Given the sources of error associated with this question (cf. 4.2.2), the yes-figure is not impressive. 
Some of the reasons people give for intending to choose Aalborg/Denmark as later holiday 
destination are36:  

• “Very nice, peaceful city with relaxed atmosphere, very good food, very interesting nature” 
• “Aalborg/Denmark is a very scenic place. People in Aalborg are very kind to tourists  
• “good city, full of nature” 
• “Beautiful place not fully visited” 
• “It’s close to Sweden, easy to go here, a stop on the way to Skagen perhaps” 
• “I would like my wife to see the countryside” 
• “I like the country and the people a lot” 
• ”Denmark is a nice country, with Scanrail pass we have good assess to the rest of Scandinavia” 
• “I spent enough time in Aalborg, but I didn’t have time in Copenhagen” 
• “I have been to Copenhagen and Aalborg which got me interested in seeing more of Denmark”  
 

As it appears, not many of these statements relate specifically to Aalborg but refer to the 
surrounding countryside, Copenhagen, the whole country or Denmark as the gateway to 
Scandinavia. Hence few assets of Aalborg are identified, apart from being a peaceful and scenic 
place with a relaxed atmosphere, kind people and good food. 

Reasons given for not choosing Aalborg/Denmark as a later holiday destination include:  

• “I have been here several times”  
• “I prefer to see NEW sites, i.o. Scandinavia might be an option for future holidays 
• “I do not consider Aalborg a holiday destination” 
• “Aalborg is too small and lacks lively attractions” 
• “Aalborg is not an exciting city. Denmark is too much like Holland [home]” 
• “My kids wouldn’t like it” 
• “Too expensive” 
• “Weather not appropriate for a holiday destination – many places worth to be seen, unlikely to   

 go twice [to the same place]” 
• “Too far from my country” 
 
According to these respondents, Aalborg does not offer enough for recurrent visits, is too small, 
unexciting, not unique for people from neighbouring countries, not appropriate for children, too 
expensive and the weather is bad.  

The ratings of Aalborg do not improve to any significant extent when we look at the respondents 
who have been on excursions in Aalborg during the conference compared to those who have no 
experience with the tourism products of the destination: Of the 43 respondents who have been on 
self-arranged excursions only 5 respondents put down statements which revel a positive impression 
of destination Aalborg.  

Whereas the destination of Aalborg can not do much about the weather and the price level, the local 
tourism trade clearly has to market their attractions and activities in a more persuasive manner if 
they want to attract this segment. This goes particularly for those who are negatively inclined 
towards choosing Aalborg/Denmark as a later holiday destination, but also those who are positively 

                                                 
36 The subsequent statements, both those of a positive and negative nature, should be considered with caution: Whereas 
some of them represent utterances expressed by more respondents, some of them appear only once in the material. 
Therefore to say that they are representative of the respondents would be dangerous, but they nonetheless give an idea 
of some of the advantages and disadvantages Aalborg has as a tourism destination. 
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inclined, as they predominantly consider choosing other Danish destinations for a later holiday. But 
it is not just the market communication that needs to undergo revision, the cross-tabulation between 
people who have experienced the tourism product and their impression of the destination indicates 
that the products on offer may not be well-suited for this particular type of conference participants 
either. 

Dividing the data material into respondents originating from near (including the domestic) or far-
away markets results in a few findings, which are noteworthy because they show almost identical 
patterns regardless of geographical origin. The subsequent discussion has to be considered with 
caution, though, as the number of respondents in each category is fairly small – 20 respondents 
from near markets and 48 from far-away markets respectively.  

Firstly, it appears that neither for conference participants from near nor far-away markets does the 
destination of Aalborg/Denmark seem to influence the choice of the given conference to any 
significant extent. And of those few respondents answering to a high degree or to some degree, 
proportionally more originate from near markets than far-away markets. As Denmark clearly has a 
more distinct tourism profile on these markets, it is possible that touristic interests play a role, but 
convenience also seems to influence this finding as several of the respondents answering in this 
manner originate from Aalborg and its surrounding area. 

Looking at the amount of information sought about Aalborg/Denmark (question 6), it materialises 
that respondents from far-away markets to a higher degree seek out information than those from 
geographically close markets. Hence 25 respondents from far-way markets sought out information 
about Denmark/Aalborg before arrival to a high degree or to some degree and only 8 respondents 
did not seek out any information. Conversely, 5 respondents from geographically close markets 
sought out information to some degree (none did so to a high degree) and 8 respondents did not 
seek out information at all. Naturally, people from far-away places like Japan or the USA are in 
need of more practical information on currency, climate and geographical location than people from 
Scandinavia, but also information on cultural characteristics, historical background and concrete 
tourism sites and activities is sought out to a higher degree among people from remote places. This 
does not, however, mean that respondents from far-away are much more active when it comes to 
organised excursions than those from geographically closer markets, though the material does show 
that 15 respondents from far-away places go on arranged excursions in connections with this 
specific conference as opposed to 3 respondents from geographically close places. In relation to 
self-organised excursions identical answers are, however, given regardless of geographical 
proximity or remoteness – 60% from each category answer that they have been on/plan to go on 
self-organised excursions whereas 40% from each category answer that they have no such 
intentions.  

More respondents from far-away markets plan to extent this conference with days off (19 
respondents) than people from geographically close markets (5 respondents), indicating that the 
extra tourism spin-offs of conferences in the form of short breaks grows with the geographical 
distance between end-consumer and conference destination. Much more research, however, needs 
to be done to confirm this hunch. In relation to conferences as catalyst for later choice of holiday 
destination the differences between far-away and close markets is less distinct, but this can very 
well be a consequence of the limited data material. 

Hence all in all the present data material offers no basis for concluding that conference participants 
from geographically close and far-away markets respectively have different tourism related demand 
patterns in relation to destination Aalborg – in view of the limited data material the few variations 
in the material according to these parameters are much too insignificant to base any concrete 
conclusions on. 
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Looking at the material relating specifically to Aalborg in view of the tourist typology discussion 
above (4.2.4), it appears that out of the 31 adventurous excursionists - the largest group of the 
conference participants – 25 plan to go on excursions on their own in Aalborg and possible its 
vicinity. And out of the 22 all-inclusive excursionists – the second largest group of the conference 
participants – 10 plan to go on excursions on their own on this location. Hence the adventurously 
inclined conference participants also wish to explore Aalborg and its vicinity, whereas only half of 
the all-inclusive excursionists find it worth venturing out on the location on their own. The two 
remaining types of conference participants, workaholics and controlled excursionists, show no 
diverting patterns in their understanding of their behaviour in general and behaviour in relation to 
the specific conference in Aalborg. 

In sum, the above discussion demonstrates that among the respondents surveyed Aalborg does not 
have a clear and attractive profile as a place for tourism related activities neither during nor after the 
conference. Though a fair proportion of the respondents plan to extend the given conference with 
days off, these are, for the majority of the respondents, not to be spend in Aalborg but in other cities 
and in the countryside. Reasons given for not wanting to place a later holiday in Aalborg further 
sustains the negative and more often absent profile Aalborg has as a tourism destination. 

4.3 Consequences for Local Strategies on Business Tourism 
When looking at Aalborg Tourist & Congress Bureau’s strategies on business tourism (cf. 2.4.3) in 
view of the results of the present questionnaire survey, some surprising features appear, which on 
the one hand may be explained by the fact that the organisation only to a very limited extent carries 
out market surveys of conference participants, on the other hand that only one professional group of 
conference tourists are analysed here – namely academics – which is only one among several 
groups of conference participants that Aalborg Tourist & Congress Bureau considers to be their 
market. 

The unambiguous focus on the market of the national tourism action plan is not presently being 
fulfilled by destination Aalborg in relation to conference tourism. This rests with the fact mentioned 
above – that no structured research is being carried out neither on market segments nor on 
competitors – which makes it difficult to produce market oriented products as well as promotional 
activities. As will be shown below, the present survey of conference participants points to some 
central incidents where a mismatch between demand and supply exists.  

Firstly, Aalborg Tourist & Congress Bureau identifies exciting experiences as a central strength of 
their conference product. This cannot be confirmed by the present analysis which shows a rather 
critical attitude towards the tourism related offers. Hence for academic conference participants it 
may not be exciting to try out the games of Nordic gods or being attacked by resurrected robbers 
(cf. 2.4.3) – the survey indicates that cultural learning of a more serious nature is higher on the 
agenda of this type of conference tourists than such staged events may offer. 

Secondly, the tourism offers that Aalborg Tourist & Congress Bureau focuses on in relation to 
conference participants are special events planned for groups of people. This survey, however, 
shows that the majority of the conference participants give priority to individually planned 
activities, and that the second largest group wishes to combine group excursions with individually 
planned excursions. This is closely related to the point made above – that staged events experienced 
in groups appears to be out of tune with the wish for cultural insight expressed by this segment. 
That they possess a high level of cultural capital and/or may be subject to a cultural norm that 
discredits touristic staging of cultural manifestations may be some of the explanations to this 
demand pattern. In any case this indicates that a diversified strategy should be applied towards the 
conference market. 
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Thirdly, Aalborg Tourist & Congress Bureau works on the assumption that conference participants 
primarily demand tourism experiences which are based on entertainment and diversion rather than 
cultural experiences – an assumption based on what conference organisers demand. The present 
study of end-consumers, however, shows that pure entertainment is given low priority and 
experiences which involve an element of learning are given high priority. Again it seems 
inappropriate to deal with conference participants as one homogeneous market. 

In continuation of this, and fourthly, it appears that the understanding of cultural experiences which 
the regional tourism development agency, Midt-Nord Tourism, has defined and which Aalborg 
Tourist & Congress Bureau complies with, is much too limited for these conference participants. To 
understand culturally oriented demand as focused on history, primarily of high cultural artefacts 
which are displayed in museums, does not correspond with the far more diversified understanding 
of cultural experiences expressed by these conference participants. Their understanding rather 
encompasses historical as well as present-day culture, high culture as well as low culture, cultural 
products displayed at museums as well as cultural processes encountered in the urban environment 
among the local people. 

In contrast to the examples mentioned above, one element of Aalborg Tourist & Congress Bureau’s 
strategies seems to be in tune with the demand of this conference segment: the network cooperation 
Top of the Continent, which the bureau is a member of, aims to develop products that reach beyond 
given city and municipality borders and represents the northern region of Denmark. This seems to 
be well in line with the wishes of these particular conference participants as they clearly have 
touristic interests beyond the city of Aalborg.  

Whether the new network-based alliances on various business areas, including business tourism, 
which the national action plan envisages as a central mode of operation for Danish tourism in the 
years to come, will further improve the product offered to conference participants only time can tell. 

The points highlighted above demonstrate that need exists for revision of the strategies on 
conference tourism on destination Aalborg, both in relation to touristic products on offer and the 
promotional efforts undertaken. Before such alterations are undertaken, further qualitative and 
quantitative studies are, however, necessary to establish a more solid and nuanced foundation for 
decision making.  

4.4 Sum-up  
This chapter has primarily dealt with the empirical findings of the questionnaire survey carried out 
among academic conference participants attending conferences in the city of Aalborg. Despite the 
fact that the survey only encompasses a small sample of respondents, it shows some interesting 
patterns that are worth paying attention to, though only very tentative conclusions can be made on 
this basis. 

In relation to the primary objective of the study, which is to determine the role and nature of 
tourism related activities in a conference context, it materialises that the conference participants 
surveyed conceive of conferences and tourism as interrelated activities – they participate in 
excursions and venture out on their own with the purpose of learning about the place visited. 
Further tourism effects of conference attendance also appear to exist, both in the form of extension 
of conferences with days off and choice of the conference destination as later holiday destination. 
The survey, furthermore, demonstrates that cultural learning is high on the agenda of these 
conference participants, which qualifies them for the term cultural tourists. What type of cultural 
tourists they are, is, however, hard to determine on basis of the present data material as their 
cultural interests point in many directions. A typology of academic conference tourists is instead 
suggested on the basis of the way in which they participate in tourism related activities, and here a 
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preference for individually undertaken activities materialises. Hence group-based excursions 
arranged by the conference organiser is not held high in esteem.  

In relation to the secondary objective of the study, which is to determine how destination Aalborg is 
rated as a place for tourism activities by the conference participants, it materialises that Aalborg 
neither has a clear nor an attractive profile as a place for tourism related activities. And this applies 
both to tourism activities that can be undertaken during and after the conference. Though several of 
the respondents plan to extent the given conference with days off, these are, for the most part, not to 
be spend in Aalborg but in other cities and in the countryside. The negative, and more often absent, 
profile Aalborg has as a tourism destination is further sustained by the reasons stated for not 
wanting to place a later holiday in Aalborg. 

The findings of the empirical survey appear to have certain consequences for the work on 
conference tourism carried out by destination Aalborg. Hence a certain degree of mismatch is 
detectable between the demand patterns of this segment of conference tourists and the supply 
available at destination Aalborg. Both product offers and promotional efforts need to be 
reconsidered, but before such alterations are carried out further studies need to be made. Towards 
this point the final chapter of the project turns. 
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5. Conclusions and Future Research 

5.1 Conclusions 
Business tourism, and with that conference tourism, is a highly profitable and, within recent 
decades, constantly increasing business area. In this view it is surprising that only scant attention 
has been allocated to this area, particularly among scholars but also among practitioners who have 
not fully researched the potentials of this business area, at least not when it comes down to its 
tourism related spin-offs. 

Hence the aim of the present project has been to throw light on the tourism related demand patterns 
of conference tourists and on that basis approach a typology of different kinds of conference 
tourists. In addition, the aim has been to evaluate the potentials of a specific conference destination 
– the city of Aalborg – and in that process lending a critical eye to its strategies on conference 
tourism. 

The literature review revealed that very limited theorising has been carried out on business tourism 
in general and conference tourism in particular, and the definitions existing on business and 
conference tourism / tourists are, most likely as a consequence of that, rather common sense and 
superficial in nature.  

Attention was subsequently turned to the importance of business tourism and conference tourism in 
Denmark, both as it materialises through the demand of the market and the strategies made to 
cultivate this business area.  

The profile of business tourism demand in Denmark revealed that in relation to turnover, generated 
occupation and value added, business tourism contributes significantly to the earnings of the Danish 
tourism trade, though it is first and foremost the capital and secondly the major provincial cities that 
can consider business tourism a profitable business area. Then followed a number of facts on 
business and conference tourists to Denmark in terms of sociodemographic characteristics, 
expenditure, a bit on demand patterns and evaluation of Denmark as a business destination – all on 
the basis of analyses carried out by the Danish Tourist Board.  

Strategies in relation to business tourism were discussed on a national, regional and local level, with 
the focus being directed at the local level – destination Aalborg – which has been the centre of 
attention location-wise of the project. This discussion lead to three overall findings: firstly, a trial-
and-error approach to conference tourism on part of destination Aalborg resulting in ill-defined 
strategies towards this business area; secondly, a regional actor that, despite its strategic expertise, 
has chosen to hand over all responsibility concerning this significant business area to a local actor 
that may not have the resources to fulfil this task; and thirdly, discrepancies between national and 
local deliberations on business, including conference, tourism which do not offer the best prospects 
for co-ordinated national actions on business tourism in future. 

A central tourism activity of conference tourists is culturally related activities, and hence the project 
also included a short discussion of cultural tourism. Here it was argued that cultural tourism is best 
understood from the perspective of the consumer, not least because focusing on the motives and 
meanings tourists attach to their holiday experiences allows for differentiation between different 
types of cultural tourists, and hence makes apparent the need for operating with different types of 
cultural tourists. Cultural tourism is, furthermore, characterised by being a learning process in 
which both past and present-day products as well as processes representing the given culture are 
taken in. Also an element of self-learning is involved in cultural tourism – that insight into one’s 
own cultural and personal background is gained in the encounter with other cultures.  
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The theoretical discussion was subsequently seen in a practical context, shedding light on some of 
the limitations of the understanding of cultural tourism of the regional tourism organisation, Midt-
Nord Tourism, who sets the standards for cultural tourism for the whole region, including 
destination Aalborg. Having a supply oriented, heritage centred idea of cultural tourism, Midt-Nord 
Tourism both overlooks that which tourists may gain from cultural experiences and the multitude of 
aspects that may be involved in cultural tourism – something that can also have serious 
consequences for the region’s work with business tourism. 

The combined theoretical and empirical discussions of business tourism, subsequently cultural 
tourism, of the previous chapters demonstrated a need for further research into conference 
participants and their tourism related demand patterns, and hence attention was turned to the 
empirical study.  

In relation to the primary objective of the study, which was to determine the role and nature of 
tourism related activities in a conference context, it materialised that the conference participants 
surveyed conceive of conferences and tourism as interrelated activities – they participate in 
excursions and venture out on their own with the purpose of learning about the place visited. 
Further tourism effects of conference attendance also appear to exist, both in the form of extension 
of conferences with days off and choice of the conference destination as later holiday destination. 
The survey, furthermore, demonstrates that cultural learning is high on the agenda of these 
conference participants, which qualifies them for the term cultural tourists. What type of cultural 
tourists they are, was, however, hard to determine on the basis of the present data material as their 
cultural interests point in many directions. A typology of academic conference tourists based of the 
way in which they participate in tourism related activities was instead suggested, which showed a 
preference for individually undertaken activities among the respondents. In other words, group-
based excursions arranged by the conference organiser were not held high in esteem.  

In relation to the secondary objective of the study, which was to determine how Aalborg is 
evaluated as a place for tourism activities by the conference participants, it materialised that 
Aalborg neither has a clear nor an attractive profile as a place for tourism related activities. And this 
applies both to tourism activities that can be undertaken during and after the conference. Though 
several of the respondents planned to extend the given conference with days off, these were 
primarily not to be spend in Aalborg but in other cities and in the countryside. Hence a negative and 
often absent profile materialised in relation to Aalborg as a tourism destination. 

Limited in size as the empirical survey may be, it nonetheless identifies a number of problematic 
aspects of the work on conference tourism carried out by destination Aalborg. In other words a 
mismatch appears to exist between the demand patterns of this segment of academic conference 
tourists and the supply of destination Aalborg. Hence both product offers and promotional efforts 
towards this segment should be reconsidered, but before such alterations are made, additional 
research needs to be made. 

5.2 Future research 
Given the low response rate and the inclusion of conference participants with similar educational 
and occupational backgrounds, more research needs to be done into this area to establish the role 
and nature of tourism related activities among conference tourists more firmly. Also to constitute a 
basis for future strategic planning on conference tourism on destination Aalborg, both additional 
quantitative and qualitative studies ought to be carried out. A few remarks on such studies will 
hence round off the present paper. 

A study of conference participants with different occupational profiles would establish whether 
education and profession influence tourism related demand and thus help establish whether 

TRUprogress© 65
 



different product and promotional strategies should be pursued in relation to different segments of 
conference participants. If such a study was also quantitatively more comprehensive than the 
present study, more representative statements on the tourism related demand of conference tourists 
would be established.  

On the other hand the area of conference tourism is also in need of qualitative studies as more in-
depth information about motivation and reasons behind choices needs to be gathered. Individual 
and/or focus group interviews would, furthermore, help determine whether the analytical 
framework used in the present study is the most appropriate way of understanding the area, or 
whether other categories are needed to understand the choices of conference participants. If these 
could be combined with observational studies, e.g. that the researcher participated in excursions 
arranged for conference attendees and registered their behavioural patterns, and/or that the 
conference attendees kept written and possibly photographic diaries of their “extracurricular 
activities”, then the potential gulf between self-understanding (as expressed in 
interviews/questionnaires) and actual behaviour would be bridged.  

Together such studies would provide a solid knowledge base for further development of the tourism 
element of conference tourism, not just on a local but also on a national scale where research on the 
tourism related demand patterns of conference participants is also highly limited. 
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Appendix A 



 
Aalborg, September 2001 

 

 

 

 

 

 

Dear Conference Participant 

Tourism Research Unit at Aalborg University is presently conducting a study on the demand 
patterns of conference participants in relation to tourism activities. Part of this study is to carry out a 
questionnaire survey, the purpose of which is to find out to what degree conference participants 
seek out the attractions and activities of the given city in which they are attending a conference. The 
study also seeks to illuminate whether a visit to a given city / country in connection with a 
conference may lead to a later choice of this place as a holiday destination. 

The questionnaire is filled in by circling one of the suggested answers or where stated, several of 
the suggested answers. Where no suggested answers are stated, you are encouraged to answer the 
question in your own words. All respondents will remain anonymous and hence it will not be 
possible to trace a given answer to a given person. If you wish to see the results of this 
questionnaire survey they will later be available at the following homepage: 
http://www.humsamf.auc.dk/edu/snf/turisme. 

You are kindly requested to hand in the questionnaire to the Conference Information Desk at the 
day of your departure at the latest.  

Thank you for your time and cooperation. 

 

Yours sincerely 

 

Anette Therkelsen 

Assistant Professor  
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Questionnaire 
 
 
1) Background information 

Gender:  Male Female  
 

Age:  18-25 25-40 40-55 55- 
 

Nationality: _________ 
 

Education: Up to 9 years _______ 
   9-12 years  _______ 
   12 years + non-academic education_________ 
   12 years + academic education ________ 
 

 
How many conferences do you participate in yearly: 0-1 1-3 3-5  5- 

 
 

If you have been to Aalborg before, was that in connection with: 
 

Conference Business Holiday Visiting friends/family Other reasons 
 
 
 
2) May the country / city where a conference is held influence whether you choose to participate? 
 

To a high degree To some degree To a limited degree Not at all 
 
 
3) Did Aalborg / Denmark influence your choice of this conference? 
 

To a high degree To some degree To a limited degree Not at all 
 
 
 
4) In connection with a conference do you seek information about the country / city in which it is 

held? 
 

To a high degree To some degree To a limited degree Not at all 
 
 
 
5) If information in general is sought, of what kind is it? 

 
________________________________________________________________________ 
________________________________________________________________________ 
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6) Did you seek information about Aalborg / Denmark in connection with this conference? 

 
To a high degree To some degree To a limited degree Not at all 

 
 
7) If information about Aalborg / Denmark was sought, of what kind was it? 

 
________________________________________________________________________ 
________________________________________________________________________  

 
 
8) Do you generally participate in excursions that the conference organisers have arranged? 

 
Always  Often  Seldom  Never 
 
 

9) With what purpose do you participate in such excursions? 
 
_____________________________________________________________________________
________________________________________________________________________ 

 
 
10) What types of excursions do you prefer (circle as many options as appropriate)? 
 

city tours  nature tours  museums/galleries concerts/theatre  
 
monuments/historical places company visits sport events   
 
entertainment restaurants  shopping 
 
If other types of excursions, then what?___________________________________________ 

 
 
11) Have you participated / will you participate in excursions in connection with this conference? 
 

Yes  No 
 
 
12) If yes, excursions of what nature (circle as many options as appropriate)? 

 
city tours  nature tours  museums/galleries concerts/theatre  
 
monuments/historical places company visits sport events   
 
entertainment restaurants  shopping 
 
If other types of excursions, then what?___________________________________________ 
 
 

13) Do you go on excursions on your own when attending a conference? 
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Always  Often  Seldom  Never 
 
 
14) If so, what types of excursions (circle as many options as appropriate)? 
 

city tours  nature tours  museums/galleries concerts/theatre  
 
monuments/historical places company visits sport events   
 
entertainment restaurants  shopping 
 
If other types of excursions, then what?__________________________________________ 
 
 
 

15) In connection with this conference have you been on / do you plan to go on excursions on your 
own? 

 
Yes   No 

 
 
16) If yes, what types of excursions (circle as many options as appropriate)? 

 
city tours  nature tours  museums/galleries concerts/theatre  
 
monuments/historical places company visits sport events   
 
entertainment restaurants  shopping 
 
If other types of excursions, then what?_______________________________________ 

 
 
 
17) Do you ever extend a conference with a couple of days to be a tourist there? 
 

Always  Often  Seldom  Never 
 
 
18) If so, is that when the conference is held in: 

 
Your own country   A foreign country Both in own and foreign countries 

 
 
19) Do you plan to extend this conference with a couple of days off? 
 

Yes  No 
 
 

20) If yes, how many days?______________________________________________________ 
 
 
21) If yes, what experiences do you plan to seek out? 
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_____________________________________________________________________________
_______________________________________________________ 

 
 
22) If a given conference is extended with days off, will it be together with friends/family who are not 

participating in the conference? 
 

Always  Often  Seldom  Never 
 
 
23) If this conference is extended with days off, is it together with friends/family who are not 

participating in the conference? 
 

Yes  No 
 
 
24) How often has a conference led to choice of a given city/country as a later holiday destination? 
 

Never  1-2 times  2-5 times  more than 5 times 
 
 
25) If a conference has led to choice of a given city/country as later holiday destination, has this been 

in: 
 

Your own country   A foreign country Both in own and foreign countries 
 
 
26) Do you think this conference will lead to choice of Aalborg/Denmark as later holiday destination? 
 

Yes  No 
 
 
27) Why / why not? 

__________________________________________________________________________________
__________________________________________________ 

 
 
28) Do you understand a conference as: 
 

Work  Holiday  A combination of work & holiday 
 
 

Thank you for your time and cooperation 
 


