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INTRODUCTION AND OVERALL AIMS 

Organisers from the NFP, corporate 

and agency sectors gave feedback 

Welcome 
To our latest research which provides a snapshot from a cross section of event organisers on the key factors that influence 

their selection of venues, the media used to search for venues and the essential information they need form venues. This 

feedback is intended to help venues understand the needs of event organisers and help with plans to meet those needs. 
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Introduction & background 
Venuemasters is a marketing consortium that has been promoting academic venues for over 30 years. It is a not-for-profit 

organisation owned by the member venues it promotes to the UK ’business and leisure tourism industry’. A fundamental 

principle of marketing is to understand ‘what the customer wants’ so the company conducts regular research with event 

organisers to help identify their needs and the way they select venues. 

This report aims to provide a valuable insight into the methods used by a variety of meeting and group accommodation 

organisers to search and select venues for their events. The research has been carried out by Venuemasters and all 

academic venues should find this research useful for strategic and promotional planning. As a marketing organisation, we 

believe key information should be presented to potential buyers in a clear and consistent manner through a variety of 

media. The aim of this report is not to recommend which media should or shouldn’t be used, but to help venues identify 

what information and other factors are most relevant to buyers so they can allocate their time and budgets accordingly.   

The key aims of the research 
This report is intended to identify (1) the sources of information and range of media used by organisers when searching for 

a venue (2) the essential criteria they use to select a venue (3) the essential information they want included in proposals 

from venues. This report also includes reference to the changes in the number and budgets in 2014 compare with 2015; 

plus their views on the advantages and advantages of using academic venues in comparison to other types of venues.  

The methodology used to compile this report 
Over 5,000 event organisers were invited to take part in an electronic survey during November 2014 and this report covers 

the information gathered from 90 buyers in the meetings and group accommodation markets. Around two thirds of these 

were from the Venuemasters database and the others form a hired RGA database. The survey was based around a series 

of 15 questions (see pages 15-16 for details) that were similar to the research we conducted in 2012. Although this 

presents an opportunity to make some comparisons, it should be remembered the respondents are not identical.  

Use of information 
All responses to the survey were made in the form of a self-completed questionnaire, so there is no external auditing or 

control of the answers provided by the respondents. Consequently, some caution should be exercised in the interpretation 

of the data in this report, which should only be used as an aid to help with business planning and not as the sole basis for 

any decisions. In accordance with the provisions of the Copyright, Designs and Patents Act 1988, no part of this report may 

be reproduced or copied in any format without written permission from Venuemasters. 

                  PAGE 2 



The following provides a brief outline of the organisers profile and the results of their answers to our survey. All responses 

to the survey were made in the form of a self-completed questionnaire, so there is no external auditing or control of the 

answers provided by the respondents. Full details of all the responses appear on the following pages of this report. 

Profile of the event organisers that took part in the survey 

 Around half (43%) are from not-for-profit organisations, such as charities and associations 

 Some fifth (20%) are from corporate organisations, with the remainder (37%) from various other sectors 

 Around three quarters (75%) arrange day and/or residential meetings 

 Over a third (39%) arrange group accommodation events 

 Over half (56%) of the sample have job titles at senior management or director levels 

Comparison of the number of events for 2014 and 2015 

 Nearly a quarter (24%) are holding more than 20 day meetings in 2014 with similar (23%) planned for 2015 

 Some (14%) are holding 10 or more residential meetings in 2014 and this percentage increases (16%) for 2015  

 Similarly (14%) are arranging 10 or more group accommodation events in 2014 which increases (16%) for 2015 

Comparison of budgets for events in 2014 and 2015 

 Nearly a third (30%) are spending over £20,000 on day meeting in 2014 and this increases (33%) for 2015 

 Nearly a third (31%) are spending up to £20,000 on residential meeting in 2014 and this increases (35%) for 2015 

 The number (19%) spending more than £20,000 on ‘other’ events in 2014 is expected to increase (21%) for 2015 

Sources of information buyers use when searching a venue 

 The top 3 sources are personal knowledge, recommendations and internet search engines 

 The most popular industry publications & websites are Conference News, M&IT and myvenues.com 

 The number attending one or more exhibitions in 2014 was 71% with the Academic Venue Show the most popular 

Criteria used when selecting a venue & information buyers need 

 The top 3 criteria are location (98%) availability (84%) and value for money (82%) 

 The quality of facilities (72%) and good accessibility (72%) also scored highly 

 The quality of catering (56%) was the only other element rated by more than half the sample of organisers 

Essential information buyers want included in proposals from venues 

 Details of room sizes and layout (88%) was the top rated element by the respondents 

 Detailed pricing (72%) plus clear maps and direction (70%) were the second and third rated elements 

 Some 9 elements were rated essential by more than half the respondents 

Other useful feedback from the organisers 

 Over a quarter (28%) expect little or no change in their needs over the next 2-3 years 

 Over 70% use academic venues for their events and over half (54%) rate them the same or better than hotels 

 The main advantage of academic venues is value for money (84%) with the main disadvantage being availability (50%) 

Please read the rest of the report for more details of the above along with results from the other questions answered by this 

sample of event organisers - and please refer to the full copy of the survey questions at the back of this report. 
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EXECUTIVE SUMMARY 

Executive Summary: an overview 

of key findings from the research 



Q1: Please select the option that best reflects your organisation’s business. 

Over 40% of respondents from not-for-profit organisations 
The following chart and table illustrate there was a good mix of buyers from different types of organisations, with 43% from 

NFP organisations, which is a sector that many academic venues target for business. 

Q2: What is your job title? 

56% of respondents were Directors or Managers 
This was an open ended question that resulted in a wide range of answers, but essentially over half the respondents held 

positions at Director or Managerial level, with the reminder working at an operational level. 

 Not for Profit (charity or association) 43% 

 Corporate (public or private) 20% 

 Education (School, College, University)  9% 

 Conference/Venue Finding Agency 8% 

 Other 8% 

 Government (local or national) 6% 

 Group Travel Organiser 2% 

 Marketing/Media/Press 2% 

 Summer/Language School Operator 1% 

 Tour Operator 1% 
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PROFILE OF ORGANISERS 

The profile of the meeting and 

group accommodation organisers 



Q3a: How many of the following type of events will you be holding in 2014? 

Q4a: How many of the following type of events will you be holding in 2015? 

The respondents were provided with three bands of numbers to indicate how many events they were holding in 2014 and 

how many they are expecting to hold in 2015. The overall results suggest the amount of events being held by this sample 

of organisers will remain stable, although there are some variations and developments in certain bands. 

The table below shows the percentage of respondents holding either 1-10, 11-20 or 20+ events for different types of events 

for this year and next. Any increase in the category bands are highlighted with green digits in the 2015 column, and any 

decreases appear as red digits. 

Day Meetings: Although there is a slight decrease (-1%) in the percentage of respondents planning 20+ events in 2015, 

there is a decent increase (+3%) in the percentage planning to hold 11-20 events. 

Residential Meetings: There is a slight decrease (-2%) in the percentage of respondents planning 1-10 events in 2015, 

but there are increases for those planning 11-20 events (+1%) and 20+ events (+1%) which is encouraging as events with 

accommodation have larger budgets. 

Group Accommodation: This is similar to the residential meetings category with a decrease (-2%) in the percentage 

of respondents planning 1-10 events in 2015, but increases for those planning 11-20 events (+1%) and 20+ events (+1%). 

Language & Summer Schools: The results for this very specialist market suggest a light increase (+1%) for both 

the 1-10 and 11-20 bands along with a decrease (-1%) in the 20+ band for 2015. 

Other: This category includes a range of events not covered above and could include anything form sports groups 

to exhibitions through to banquets. There is encouraging news with an increase (+1%) for the 1-10 events and an increase 

(+2%) for the 11-20 band, but further research would be needed to identify which type of events are being planned. 

Events Day Meetings Residential Meetings Group Accommodation Summer/Lang Schools Other 

Per Year 2014 2015 2014 2015 2014 2015 2014 2015 2014 2015 

1-10 33% 33% 40% 38% 39% 37% 8% 9% 19% 19% 

11-20 17% 20% 5% 6% 6% 7% 0% 1% 8% 9% 

20+ 24% 23% 9% 10% 12% 14% 1% 0% 10% 12% 
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NUMBER AND TYPE OF EVENTS 

The number of events in 2015 looks 

stable but with some developments 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Group Accommodation (2015)

Group Accommodation (2014)

Residential Meetings (2015)

Residential Meetings (2014)

Day Meetings (2015)

Day Meetings (2014)

Comparison of the range of events being held in 2014 compared to those expected to be held in 2015

1-10 events 11-20 events Over 20 events N/A



Q3b: What do you estimate your total expenditure on the events will be in 2014? 

Q4b: What do you estimate your total expenditure on the events will be in 2015? 

The respondents were provided with three bands of budgets to indicate their total expenditure for events in 2014 and how 

much they are expecting to spend in 2015. The overall results suggest the total expenditure next year will exceed this year, 

with 8 of the 15 options showing an expected increase compared with 4 of the 15 options showing a decrease. 

The table below shows the percentage of respondents having a total budget of £1,000-10,000 or £10,000-20,000 or more 

than £20,000. As with the results on the number of events, any increase in the category bands are highlighted with green 

digits in the 2015 column, and any decreases appear as red digits. 

Day Meetings: There is a slight decrease (-2%) in the percentage of respondents expecting to spend £10-20K on their 

events in 2015, but encouraging increases (+4% and +3%) in the £1-10K and £20+K bands respectively. 

Residential Meetings: The £20+K band has the same percentage of respondents for both years, with increases in 

respondents (+3% and +1%) for the £1-10K and £10-20K bands respectively. 

Group Accommodation: The increase (+2%) for the £1-10K band compares with a slight decrease (-1%) for the £20+K 

band, whilst the number of respondents in the middle £10-20K band remains the same. 

Language & Summer Schools: The results for this specialist market suggests increases (+4% and +1%) for the top 

and lower bands, but the same percentage of respondents selecting the middle budget band. 

Other: This category has mixed results with two bands showing decreases (-2% and -1%) for the lower and middle 

bands, along with an increase (+2%) for the higher £20+K band. 
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EXPENDITURE ON EVENTS 

Expenditure on events is expected 

to increase for events in 2015 

Expend Day Meetings Residential Meetings Group Accommodation Summer/Lang Schools Other 

Per Year 2014 2015 2014 2015 2014 2015 2014 2015 2014 2015 

£1-10K 34% 38% 18% 21% 28% 30% 3% 7% 13% 11% 

£10-20K 11% 9% 13% 14% 13% 13% 1% 1% 10% 9% 

£20+K 30% 33% 22% 22% 19% 18% 3% 4% 19% 21% 
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Summer / Language Schools (2015)
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Group Accommodation (2015)

Group Accommodation (2014)

Residential Meetings (2015)
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Day Meetings (2015)

Day Meetings (2014)

The range of total expenditure for events in 2014 compared to expectations for 2015 

£1,000-10,000 £10,000-20,000 Over £20,000 N/A



Q5: Which of the following do you use to search for a venue?  

Three most popular sources are clearly identified 
The three most popular sources were all identified by more than 70% of respondents, which puts them clearly ahead of the 

others; and its worth noting these categories have consistently been the most popular in Venuemasters and other industry 

research for the last 5 years. 

Personal knowledge used by 84% of respondents 
Personal knowledge is the top source of information for event organisers looking for meeting and/or group accommodation 

facilities, which highlights the importance of venues ensuring buyers know which facilities and services are available. 

Recommendations also influence 79% of buyers 
This point highlights the need for venues to ensure that all users of their facilities (organisers and delegates) have the best 

experience possible at events, as event organisers are listening to and acting on the feedback from colleagues. Its worth 

noting that some of this feedback may come from social media sources that is used by 14% of respondents. 

Internet search engines scores 74% 
Three quarters of the buyers reported on their use of ‘internet search engines’ when looking for venues, which emphasises 

the need to have a highly ranked website which is easily located through search engines or (PCP) pay per click advertising. 

Venuemasters currently invests a quarter of its promotional budget on Google AdWords and the account is managed by a 

specialist company to ensure a high ranking and presence on key search engines. 

Web based venue directories are popular with 59% of respondents 
The Venuemasters web directories (venue pages) have been developed over the years to provide more key information for 

event organisers. This coupled with investment in SEO and google has enabled the consortium to consistently increase the 

number of visits to their websites over the paste three years and achieved 10% more enquiries in 2014 compared to 2013.  

Over 50% of respondents use agencies 
Venuemasters are being contacted by an increasing number of agencies to help them source venues for their clients, and 

these results underline the importance of developing those relationships. It also highlights the importance of the special 

events we arrange for some of our members to have face-to-face meetings with individuals at the most relevant agencies. 
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HOW ORGANISERS SEARCH FOR VENUES 
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Q6: Which print/web industry media do you read? 

News in trade publications & websites are all part of the mix 
Reading industry publications and/or their websites is still popular with a significant number of respondents, with the well 

established ‘Conference News’ heading the list of options provided, followed by ‘M&IT’ then ‘myvenues’. The ‘other’ option 

listed a variety of media with ‘Square Meal’ receiving most mentions, but even this was less than the 5% of ‘Group Leisure’. 
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INDUSTRY SOURCES OF INDUSTRY INFORMATION 

Q7: Which exhibitions do you visit? 

Exhibitions still play an important role for event organisers 
The results from the previous question 5 showed the opportunity to meet face-to-face with venue representatives is still 

important, with nearly 30% of respondents reporting industry exhibitions as a key source of information. This question helps 

to identify the most popular events, with ‘Academic Venue Show’ top of the list, followed by ‘Confex’ then ‘Square Meal’. 

The combined results of questions 5 to 7 highlight the importance of using a balanced mix of promotional activities to 

ensure the messages being conveyed to organisers achieve the maximum impact. 

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Group Leisure / groupleisure.com

Group Travel Organiser / grouptravelorganiser.com

eventindustrynews.co.uk

Conference & Incentive Travel / citmagazine.com

Other

myvenues.co.uk

Meetings and Incentive Travel / meetpie.com

Conference News / conference-news.co.uk

Press media read by event organisers
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IMEX, Frankfurt

The Venue Expo

The Meetings Show

Square Meal Venues & Events

International CONFEX

The Academic Venue Show

Exhibitions visited by event organisers



Q8: What are your essential criteria when selecting venues? 

Location, location, location 
The three most popular responses are unlikely to cause any great surprises, but its always useful to put a measure on 

each element and this year’s snapshot has a massive 98% rating ’location’ as an essential criteria. Whilst its clearly 

impossible for a venue to move location, this result suggests its worth checking that all promotional material makes the 

most of any advantages available. This could range from being in the middle a particular region so delegates have similar 

distances to travel, or being in a city centre with a range of transport links - which ties in with the fifth popular element. 

Availability is also key 
It may sound obvious, but having great facilities and a great location won’t be useful to an organiser if they can’t book the 

dates they want. Academic venues face particular challenges as their core business is educating students which impacts 

on the availability of meeting and accommodation facilities. Venues can address this point by ensuring their promotional 

material is very clear about the availability of different facilities, and maximising opportunities by offering organisers 

alternative dates if their first choice is unavailable - something not always done in this year’s ‘mystery buyer research’. 

Value for money 
One respondent commented that “value for money will always be important” and this is unlikely to change in the current 

economic climate. ‘Value for money’ is a selection criteria that consistently appears in the top three of industry research, 

and rates will differ for venues depending on their location and many other factors - some of which are easy to control. 

Therefore, its important that venues regularly monitor the rates of their competitors, identify any unique advantages they 

have over their competitors and ensure these points are highlighted in all communications with clients. 

Top three criteria remain the same 
The ‘meetings’ and ‘group accommodation’ marketplace is well established with little change from year to year in terms of 

buyers preferences. The benefit of having this stability is that venues have clear guidance on the key messages to include 

in promotional activities that will attract the interest of buyers. Arguably, the challenge then lies in developing the creative 

ways to present the information to convert a buyers ‘interest’ into ‘action’. 
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ESSENTIAL CRITERIA FOR SELECTING A VENUE 
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Q9: What information is essential for a venue to include in a proposal for your events? 

Room details 
Floor plans came third in our research two years ago, so its not surprising to see ’details of rooms’ top of the list of the 

information that organisers consider essential for a venue to include in their proposals. This may be because some buyers 

like to see the range of options available, or it could be down to the simple practicalities of making sure everything is 

available to meet the needs of their speakers and delegates. There are many creative ways these details can be provided, 

but we would also point out that some agencies have commented they receive ‘too much’ detail from our venues, so it’s 

important to provide the correct balance of relevant information. 

Detailed pricing 
With ‘value for money’ being a key criteria when searching for venues, the requirement for ‘detailed pricing’ is always going 

to be important, as it enables organisers to make an informed decision about selecting a venue. As mentioned above, 

some enquirers have commented about venues providing “too much information but not enough detail”. Therefore, as this 

criteria has steadily risen to the top of the list over recent years, it may be worth venues checking the format of their 

proposals to ensure the detailed prices are tailored for each enquiry and presented in a very clear manner. This may take 

more time but links back into the previous question where ‘value for money’ was rated as an essential selection criteria. 

Clear maps and directions 
As ‘location’ topped the list for the previous question, its easy to see why the need for ‘clear maps and directions’ is rated 

as essential information to be included in proposals by 70% of respondents. This can be achieved with a simple and 

accurate printed map or there are more creative ways by providing links to interactive ‘google maps’ and/or ‘street view’. 

Again, the results suggest its worth venues checking their existing proposal format to ensure the details being provided are 

presented in a clear and attractive way the makes it easy for the organiser to check; then pass onto their delegates if they 

decide to progress and make an a booking. 

Anything above 50% 
The above provides a useful checklist of the information event organisers consider essential in a proposal, and although it 

may not be feasible to include all, there should be a focus on anything that is rated by more than 50% of respondents. 
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ESSENTIAL INFORMATION BUYERS NEED FROM A VENUE 

Details of rooms, pricing and maps 

are essential in venue proposals 
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Q10: How do you think your needs will change in the next 2-3 years? 

Over 80 respondents posted a comment in the open text box and as might be expected they covered many different areas; 

but the categories that stood out were as follows: 

Little or no change (28%)  
As mentioned earlier in the report, the UK meetings and events market is well established with many organisations having 

developed their programmes over the years. This is reflected in the percentage that predicted ‘little or no change’ in the 

next couple of years and here is a sample of some of the comments made: 

We have an annual calendar that will be the same for the next 2-3 years 

Do not expect our annual programme of events to change much 

Not a huge amount - possibly adding some other formats of events 

Not significantly - we expect to continue holding a similar number of events possibly in different locations 

I do not think they will change much in the next 2-3 years 

They should remain pretty much the same 

They are pretty set for the next 2 years 

They are unlikely to / won’t change (x6) 

Stay the same (x3) 

No change (x3) 

Will hold more events / need space for larger events (25%) 
However, there is also encouraging news from a cross section of organisers that are anticipating an increase in the number 

of events and/or the need for larger spaces to accommodate larger events - as demonstrated by the following comments:  

We have an increased budget for hosting events resulting in more regular events  

Our event size will grow in terms of delegates attending and supporter and exhibitor opportunities 

The charity is growing so will require larger venues 

Higher capacity venues and availability on preferred dates 

Larger meeting rooms and syndicate rooms will be required 

We are growing each year so will need more and more venues 

Need bigger venues and more often 

Increase in number of venues needed and wider geographical area 

We'll run more events, possibly some international events too 

We may need more venues for CPD courses 

Need competitive rates (10%) 
As might be expected from Q8 there are also some references to venues providing ‘value for money’: 

Our budget will be more limited so we will really need to push for value for money even more 

Probably need to source more venues to offer greater value for money 

Looking for more value for money and transparent pricing 

I'll expect competitive DDR and free Wi-Fi is essential 

Pricing will be critical 
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EXPECTED CHANGES NEEDS 

Some organisers predict little change 

but others are expecting growth 



Q11: What type of venues do you use for your events? 

The majority of respondents are using academic venues for their events 
The chart below shows that academic venues are the type of venue used by most respondents (76%) but only just ahead 

of conference centres (69%) and hotels (67%). This is good news but also underlines the very competitive nature of the 

current marketplace and the need to maintain good communication and service levels with existing clients. 

Over half rate academic venues as the same or better than hotels 
The following chart shows that 52% of the respondents rate academic venues as better or about the same as hotels and 

even more 54% rate them as better or about the same as conference centres. Again this is good news, but the fact 38% 

rated them not as good as hotels ad 31% not as good as conference centres underlines the need to maintain standards. 
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ACADEMIC VENUES COMPARED TO OTHER TYPES OF VENUES 

Over 3/4 using academic venues and 

1/2 say same/better as other venues 
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Q14: What are the disadvantages of using academic venues? 

The main disadvantage is ‘limited availability’ 
The chart below helps to illustrate and quantify some of the key disadvantages identified in the survey, with reference to 

‘limited availability’ being made by 50% of respondents. As mentioned earlier in the report, academic venues face some 

unique challenges on this point as their core business is educating students; but ensuring periods of availability are clearly 

promoted and offering organisers alternative dates are ways to address the problem. 

Its worth noting that 38% of respondents highlighted the ‘quality of catering’ and ‘quality of facilities’ as a disadvantage, so 

further research could be conducted by the consortium and/or individual venues to identify more detail in these areas. 
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SOME ADVANTAGES & DISADVANTAGES 

Q13: What are the advantages of using academic venues? 

The main advantages are very similar to the essential selection criteria 
Some 83% of respondents rated ’value for money’ as an advantage of using academic venues, which is almost identical to 

the number rating it as an essential criteria. However, it should be noted that only 2 of the 10 options provided were rated 

as an advantage by more than half the respondents; and some options such as helpfulness of staff (20%) and quality of 

catering (17%) scored lower than might have been expected. 
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Q15. Would you like to make any other comments about academic venues? 

Over 30 respondents posted comments which generally split into three categories listed below. It should be emphasised all 

the comments have been provided by the event organisers that took part in the survey; and whilst not everyone will agree 

with their views one of the aims of the research was to gather feedback from a range of clients. 

Supportive of the venues 
Some of the organisers have had very good experiences at academic venues and as the following comments demonstrate 

are very positive about the overall quality of facilities, catering and personnel: 

I have always been satisfied with the academic venues across the country 

We try to use academic venues for certain events where possible 

Usually have excellent transport links and also dedicated conference staff 

Had good contact with one academic venue 

Always had an excellent experience at academic venues. Staff always helpful, with first rate facilities and catering 

Mixed views on their experience 
Some organisers appreciate that academic venues are independent and not part of a national chain with standardised 

facilities and services. The following sample of comments show clear support but the references to ‘need for refurbishment’ 

suggest the importance of continuing to try and improve the quality of facilities where possible. Similarly, the couple of 

comments about ‘lack of availability’ and ‘customer service’ shows the importance of continued development:  

Academic venues can very different. Some very high tech whilst others are in need of refurbishment 

Impossible to generalise about academic venues overall, which vary considerably 

Many have upped their game but there is often an issue with availability and sometimes with customer service 

The AV facilities are always very good however we struggle sometimes with the residential side of things 

Some are truly outstanding with stunning facilities ... others are a bit tired and lack investment. 

Some academic venues shine, others are a waste of time 

Varies greatly but generally improving 

We really enjoyed the last one we used but its so difficult to get rooms during term time 

Most academic venues have looked after us as effectively  - but occasionally have felt in need of refurbishment 

Good for presentations and casual events, but not for high-end VIP events although there are exceptions. 

Room for improvement 
The final sample of comments cover a number of areas where venues can review their operations and decide if there are 

any opportunities to try and improve. The reference to ‘high prices’ underlines previous comments about value for money 

and the need to check the rates of local competitors. Although it’s difficult to control ‘availability’ its not impossible to review 

‘terms and conditions’ to make sure they are user friendly. Similarly, the comments about ‘understanding requirements’ and 

‘providing the facilities shown’ demonstrate the importance of continuing to develop levels of customer service: 

Prices are often higher than local hotels and offer less facilities 

They don't have great availability which makes it harder to book them 

The standard terms and conditions of booking can be a little dictatorial and rigid 

Have had a bad experience at one venue with very little understanding of requirements 

We have seen venues where the standard of accommodation has been less than we were shown beforehand 
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OVERALL VIEWS OF ACADEMIC VENUES 

Useful feedback from organisers on 

good and not so good experiences 



Q1: Please select the option below that best reflects your organisation's business. 

 Not For Profit (charity/association)  Corporate (public or private)      Conference/Venue Finding Agency        Tour Operator  

 Group Travel Organiser   Government (local or national)    Summer/Language School Organiser    Other 

Q2: What is your job title?   

Open text box 

Q3a: How many of the following type of events will you be organising in 2014? (Please tick all relevant categories) 

    Not Applicable  1-10 Events  11-120 Events  Over 20 Events 

Day Meetings                     

Residential Meetings                 

Group Accommodation                 

Summer / Language Schools                

Other                   

Q3b: What do you estimate your total expenditure on the events will be in 2014? (Please tick all relevant categories) 

    Not Applicable  £1,000-10,000  £110,000-20,000 Over £20,000 

Day Meetings                     

Residential Meetings                 

Group Accommodation                 

Summer / Language Schools                

Other                   

Q4a: How many of the following type of events are you expecting to organise in 2015? (Please tick all relevant categories) 

    Not Applicable  1-10 Events  11-120 Events  Over 20 Events 

Day Meetings                     

Residential Meetings                 

Group Accommodation                 

Summer / Language Schools                

Other                   

Q4b: What do you estimate your total expenditure on the events will be in 2015? (Please tick all relevant categories) 

    Not Applicable  £1,000-10,000  £110,000-20,000 Over £20,000 

Day Meetings                     

Residential Meetings                 

Group Accommodation                 

Summer / Language Schools                

Other                   

Q5: Which of the following do you use to search for a venue? (please tick all that apply) 

 Venue directories (print)     Internet search engine                 Recommendations from colleagues  

 Venue directories (web)    Venue Finding Agency                 Other (please specify) 

 Industry magazine (print)      Industry Exhibition   

 Industry magazine (web)   Personal knowledge     

Q6: Which print/web industry media do you read on a regular basis? (please tick all that apply) 

 Meetings & Incentive Travel / meetpie.com    Conference News / conference-news.co.uk  

 Conference & Incentive Travel / citmagazine.com   Event Industry News              

 Group Travel Organiser / grouptravelorganiser.com   Group Leisure /groupleisure.com  

 myvenues.co.uk       Other (please specify) 

Q7:  Which exhibitions do you visit? (please tick all that apply) 

 The Academic Venue Show      International CONFEX 

 The Meetings Show       Square Meal Venues & Events             

 The Venue Expo       World Travel Market  

 IMEX Frankfurt       EIBTM Barcelona 

 ITB Berlin        Other (please specify) 
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Q8: What are your essential criteria when selecting a venue? (please tick all that apply) 

 Value for money       Location 

 Availability (on your preferred dates)     Good Accessibility (by transport)             

 Helpfulness of staff       Environmental policy  

 Quality of facilities       Quality of catering 

 Industry accreditations      Other (please specify) 

Q9: What information is essential for a venue to include in a proposal for your events? (please tick all that apply) 

 Printed brochure       PDF brochure 

 Link to a virtual tour of facilities     Clear map and directions to the venue             

 Details of room sizes and layouts     Catering menus  

 Outline pricing (DDR / 24H / B&B)     Detailed pricing (for your event) 

 Availability / cost of WiFi      Availability / cost of AV equipment 

 Availability / cost of refreshments     Availability / cost of car parking 

 Booking terms and conditions     Other (please specify) 

Q10: How do you think your needs will change in the next 2-3 years? 

Open text box 

Q11: What type of venues do you currently use for your events? (please tick all that apply) 

 Academic Venues 

 Hotels             

 Conference Centres 

 Sporting Venues 

 Other (please specify) 

Q12: How do the overall facilities at academic venues compare with other types of venues? 

          Not used  Not as good as  About the same as        Better than 

Hotels                      

Conference Centre                 

Sporting Venues                 

Other                   

Q13: What are the advantages of using academic venues? (please tick all that apply) 

 Value of money       Location 

 Availability (on your preferred dates)     Good Accessibility (by transport)             

 Helpfulness of staff       Environmental policy  

 Quality of facilities       Quality of catering 

 Industry accreditations      Other (please specify) 

Q14: What are the disadvantages of using academic venues? (please tick all that apply) 

 Value of money       Location 

 Availability (on your preferred dates)     Good Accessibility (by transport)             

 Helpfulness of staff       Environmental policy  

 Quality of facilities       Quality of catering 

 Industry accreditations      Other (please specify) 

Q15: Would you like to make any other comments about academic venues? 

Open text box 
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