
Whqt ls q
congress worth?

President of the Internqtionol Associotion of Congress Centres, Borboro Mople, explores the
issue of the volue of o congress in the first in q series of bi-monthly columns from the
internot ionol  industry ossociqt ion.

\ A /hot 
is o congress worth? Thot's o question o lot of

V V 
people ore osking, for o lot of different reosons.

V V lt you ore the operotor of o convention centre, you

need to know the onswer in order to justify the cost of operotions
ond morketing to your owner. lf you ore on ossociotion, you wont
to know whot your event is wofth to the host community ond your
members. And, if you ore o government owner, you need those
numbers os o guide to whot kind of return you ore getting on the
public investment in focil it ies like congress centres.

Whotever the need, the colculot ion process hos not  been on
eosy one, for the simple reoson thot the kinds of spending thot
toke ploce in ossociotion with congresses is very brood ond
diversified, reoching into mony different business sectors. And
delegote spending,  the most typicol ly  colculoted f igure,  only
represents one port of the overoll economic equotion.

Centres everywhere hove increosingly been seeing the
economic benefit colculotion os o priority, ond some interesting
resul ts hove emerged. But  doing i t  r ight  is  o demonding process.

So, whot ore some of the elements thot go into o
comprehensive colculot ion ?

First, delegote spending needs to be colculoted on o site-
specific bosis. For too mony yeors, the meetings industry survived
on brood overoges thot hod litt le direct relevonce to ony porticulor
locotion, eoch of which hos its own cost structure ond spending
potterns. There is reolly no woy to get this informotion without
surveying indiv iduol  delegotes ond compi l ing the resul ts,
something thot  is  both demonding ond t ime consuming.

Secondly, these surveys need to breok out spending into o
number of specific cotegories so thot they con be fed into on
Input-Output model thot performs the octuol economic impoct
colculot ion (more on th is loter) .  And there 's more;  i t  is  not
enough to mul t ip ly the spending f igures by the number of  event
doys, os there ore often pre- ond post-trip stoys odded onto the
octuol convention period, ond these ore olso the direct result of
conference ottendo nce.

But even when you hove o solid delegote spending number, you
ore only poft of the woy there. There is olso the spending by
exhibitors ond others thot occompony the event, spending thot
wouldn't toke ploce otherwise, ond thot, therefore, needs to be
odded in. At the some time, there ore oll the costs ossocioted with
event production: things like presentotions, services ond bonquets
thot ore typicolly covered by delegote registrotion fees, but which
don't show up in their locol spending informotion. Both of these
ore often o mojor port of the economic equotion, but were often
left out of the kind of simplified colculotions done in the post.

Finolly, you need to figure out whot kinds of economic impocts

result from this spending, ond for thot you need the Input/Output
model  ment ioned obove. This k ind of  computer model  is
generolly mointoined by governments for the specific purpose of
figuring out how expenditures work their woy through the locol

economy, ond whot kinds of overoll economic effects they hove,
including th ings l ike employment ond tox revenues to vor ious

levels of government. By putting in your spending numbers (the
'input') you will get oll the induced effects (the 'output') thot
ollows you to compore yourself with whot other industry sectors

ore generot ing.

Sounds like o lot of work, ond it is. But, os they soy, if it 's worth
doing, it 's worth doing right. Accurocy is key; os mentioned
previously, there is o huge temptotion to use industry overoge
f igures for  colculot ing economic impoct ,  ond th is hos of ten been
the cose in the post. But, os we move forword os on industry, it is

increosingly importont  to invest  the t ime to get  our numbers os

occurote os possible. Thot is the only woy we'll be token seriously

by people on the receiving end, ond credibil ity is the nome of the
gome when our collective reputotion is ot stoke.

Now, the job is to toke this informotion ond use it to best effect
with porticulor key audiences. lt is not enough just to hove the
informotion; it needs to be well presented in order to use it to
best odvontoge. But when the colculotions ore done properly,

there is thot extro confidence thot comes from
hoving good, sol id informot ion to work wi th.
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