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At en extensive level, business tourism is often defined as being the action of travelling for 

business purposes, more precisely to solve commercial problems or to attend different 

conferences and meetings organized by economic institutions in order to diversify and improve 

the quality of the economic goods and services. Although, the vast majority of these actions may 

involve running a paid activity, they are part of tourism, the organization and their 

implementation requires the use of technical facilities for accommodation, food services, leisure 

and consumption of specific services supplied by the organizers. Until now and much more to 

come, business travel is and will be the privilege of developed countries with established and 

authentic market economies. However, business travel is the most important niche which can 

enable Romania’s access to the international touristic circuit. 
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Theoretical aspects concerning business tourism in the history of tourism evolution  

Business tourism is part of the activity of tourism, being in the same time the most dynamic type 

of tourism, with a share of about 20% of the international travel and nearly 25% of the total 

tourism revenues, representing one of the most „dynamic” and „expensive” activities (Minciu: 
2004). 

History of business tourism is trapped in time. Emergence of subsistence agriculture in Africa 

and Europe, with thousand of years BC, automatically led to the development of commercial 

trade which was increasingly carried on longer distances. However, urban development 

stimulated an increased need for household products. That being so, one can say that business 

travels were first initiated by small traders and artisans who could travel thousands of miles to 

sell their products. The commercial phenomena developed in the era of the great empires: Egypt, 

Persia, Greece and Rome, which stimulated trade and thus increased business travel. The decay 

of the empires brought each time periods of economic and political instability, temporarily 

reducing the volume of business travel (Swarbrooke and Hower: 2002). 

In the Middle Ages and until the early modern era, the main travelers were merchants and 

pilgrims. Not incidentally, from an historic point of view, business men represented the major 

element of mobility and continuity factor in relations between people. This statement is 

confirmed by the fact that until the XIVth century, there had already been adopted advanced 

technics and legal instruments such as bills, insurance policies and fee contracts that obliged 

traders to a greater care of their businesses (Constantini: 1996), mechanism which are very much 

improved nowadays. Along with merchants, throughout history, there were three other 

professional categories who practiced business tourism even if in an incipient way: the priests of 

all religions who traveled in order to include religion in the occupied territories, for meetings or 

for pilgrimages, soldiers and private mercenaries travelling to either take part in battles or to 

move to the occupied territories or simply to move the garrison, workers who temporarily 
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migrated seeking work for a few months per year when in their willages, workplaces were not to 

be found.  

However, in the second half of the XVIIIth century  and throughout the XIXth century, business 

travel and tourism in Europe have developed due to three main reasons: the industrial revolution 

which started in England and then extened in almost all european countries, the development of 

the modern age empires, the improvement of the road network prefaced by the appearance of the 

railway systems. Cities were able to combine greater benefits by hosting such events and by 

becoming destinations for business, consumption growth and developing facilities offered to the 

tourists for the fundamental role of stimulating business. Especially, towards the end of the 

XIXth century, „economic tigers” of southeast Asia, Middle East and oil rich countries, 

undoubtely became major factors in developing this form of tourism (Swarbrooke and Hower: 

2002). 

In addition, in the past very few were those who traveled for pleasure, most of them due to the 

commercial activity, religious and military motivation, activities that are found today among the 

reasons for business travel, although to a much larger and advanced scale. Eventually, everything 

that was stated to be a history of tourism, is in fact a history of business tourism. 

Conceptually, business tourism involves travelling to another town, a distance more than 50 

kilometres from the town of origin, business travel being strictly determined by events or 

educational purpose. In fact, business travel may be divided into individual travel, group travel, 

travel at events (MICE Area-Meetings, Incentive, Conventions, Exhibitions), team-building and 

trening trips (Svetlana: 2008). Basically, business travel can be divided into different categories: 

-Meeting, organized in the form of several alternatives (meetings, colloquim, conference, 

congress, convention, reception, seminar, symposium, summits, workshops) to discuss common 

issues (commercial or non-commercial, bringing together many people, lasting a few hours or a 

week, employing a few services of the tourism industry and is based on the assumptions of 

organization and justification, the membership to the business tourism field, R., Davidson., 

1994). 

-Exhibitions and trade fairs, presentation of products or servicies wirh a target audience to 

promote sales or visitor information, business organizational form of tourism that stimulates 

exhibitors and visitors travels, while ongoing different touristic servicies such as catering and 

guests accommodation. 

-Internal trening courses, where all participants belong to a single organization, or open events 

where the institution that coordinates trening courses offers trainings which are available to all 

who want to benefit from them. 

-Product lauches, special events, which means that many organizations currently use them as a 

way to promote producs and services  to be marketed with different audience including the 

media, retailers and consumers, involving a relative short time (sometimes just a few minutes) 

but with a relative large budget. 

-Incentive travel, defined in 1998 by the „Society of Incentive Travel Executies -SITE”, as a 

management tool that, by providing exceptional travels, motivates and/or recognizes participants 

the high level of performance achieved in performing the tasks within the organization. 

-Individual business travel, entrepreneurs who proposed in their strategy the development of their 

companies, and the expansion in a national or international area (multinational, transnational) that 

involves all basic and complementary services in the touristic area, including leisure tourism. 

-Officials travelling in companies interest, nationally or internationally, during which the local or 

national communication interests are promoted on very different areas (economic, social). 

However, the contents of the complex business travel, allows for multiple definitions and 

classifications, the literature in the tourism field and developing practical reality, have developed 

more and more in the last decades. 
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Similarities and differences between leisure tourism and business tourism  

Basic touristic services and many of the additional or complementary services are characteristic 

both to business and leisure tourism. Transportation, accommodation, food, information and 

promotion services or activities of travel agencies and even landmarks are present in both 

markets, even if tourism services may be different. Business tourism includes an important 

element of leisure tourism. 

However, there are important differences between the two types of tourism. If incentive travalers 

can say that almost all the rest are similar to leisure tourism, except how they pay for services, 

but even for delegations at a conference, visitors to trade fairs or even individual business 

travelers, visiting attractive places may be the relaxing solution after a hard day of work.  

 

 Chart.1 Similarities and differences between leisure tourism and business tourism  

Factors of 

influence 

Differences  

Similarities Leisure 

Tourism 
Business Tourism 

Who pays?  Tourist Tourist employer or associates. 
Managers may pay 

their own trips. 

Who decides 

the 

destination? 

Tourist 

Trip/meeting/incentive/conference

/exhibition organizer. All year 

round from Monday until Friday. 

The organizers may 

take into account 

people wishes. 

Period of time 

for these trips 

During holidays 

and weekends. 

All year round from Monday until 

Friday. 

July and August are 

avoided when 

choosing importans 

events. 

Control 

period- the 

period of time 

between 

booking and 

departure 

Holidays are 

often booked 

with months in 

advance; for 

short-time 

holidays 

booking may be 

done with a 

couple of days 

in advance. 

Some trips may be announced  

short time in advance. 

Important 

conferences are 

booked years in 

advance. 

Who travels? 

Anyone with 

enough money 

and time. 

Persons whose work requires 

travelling or associate members. 

Some business men 

are often 

accompanied by 

partners.  

What type of 

destinations 

are used? 

All types: 

seaside, cities, 

mountains and 

rural area. 

In cities focused more on 

industry. 

Destination for 

incentive tourism are 

close to those of 

leisure tourism. 

(Swarbrooke and Hower: 2002) 
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Unlike classic tourism, those who travel in business interest, often spend more money on 

accommodation and transportation, mainly because quality touristic services and specialized 

services (conference rooms, translators) are needed. 

There are four great similarities between the demand for leisure tourism and business tourism:  

-Business tourists become leisure tourists with the end of the working day; 

-Conference program includes leisure activities for delegates; 

-Travel incentive means offering a holiday as a reward for one’s work; 

-Business people are accompanied by their partners and/or children who are travelling for 

pleasure and not for business. 

 

Trends in global business tourism. 

 Business tourism has been know as one of the most dynamic sectors of the economy, the 

development trend is supported by the growth of international relations in all fields and especially 

due to the globalisation of the economic life. According to statistics, in 2010 there were 9160 

meetings in 223 countries and 1557 cities. Compared to 2009 (which saw the maximum number 

of meetings), the number of meetings was reduced by 11% in Africa, 11% in Europe, 6% in 

North America, 16% in South America, 2% in Australia and Pacific, and just in Asia growing by 

14,9%. Share of mainland meetings in 2010 is as follows: 

 

Chart 2. Meetings share by mainland in 2010 

Mainland/ 

Meetings share 
2006 2007 2008 2009 2010 

Total 100 100 100 100 100 

Europe 56,8 58,3 56,7 57,66 56,19 

North America 13,9 14,9 16,5 15,96 17,17 

Asia 14,9 12,9 13,7 12,8 13,08 

South America 6,4 6 4,71 5,19 5,12 

Africa 4,8 4,8 4,6 4,25 4,03 

Australia and 

Pacific 
3,2 3,1 3,8 4,13 4,41 

 

Europe continues to mantain a relative constant position (56,19%), for the period, while North 

America recorded a significant increase (17,17%) in the succession of years taken into analysis. 

Top countries in terms of international meetings in 2010 is as follows: 

 

Chart.3 Top 10 countries by international meeting organisation in 2010 

Country Number of reunions 
Percentage of total 

meetings % 

USA 1080 11,70 

FRANCE 552 6,03 

GERMANY 404 5,36 

UK 377 4,12 

SPAIN 301 3,04 
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It can be remarked that developed countries, by their economic and technical size, have the 

largest percentages from the total countries. Top 10 cities in terms of international meetings in 

2010 is as follows: 

 

Chart 4. Top 10 cities in terms of international meetings in 2010 

City 
Number of 

reuniouns 

Percentage of total 

reunions % 

PARIS 221 2,41 

VIENNA 219 2,39 

BRUXELLES 190 2,07 

GENEVA 188 2,05 

SINGAPORE 156 1,70 

COPENHAGEN 137 1,50 

BARCELONA 133 1,45 

LONDON 131 1,43 

BERLIN 110 1,20 

SEOUL 109 1,19 

  

We also remark the fact that cities have supremacy in urban tourism, monopolize the largest 

share of international meetings. The reunions considered in the classification meet the stringent 

selection criteria imposed by the UIA (Unioun of International Associations): 

-are organized or sponsored by international organizations that are included in the „Yearbook of 
International Organizations ” and the „International Congress Calendar”; 

-are national meetings with international participation, organized by national branches of 

international associations. 

 

Chart. 5 Total business tourism revenues during 2005-2010 and forecast for 2015 

Years                                    

Revenues(mld) 
2005 2006 2007 2008 2009 2010 2015 (F) 

TOTAL Business 

tourism:  
502,64 480,05 461,32 521,81 592,08 652,9 962,71 

Corporations 434,57 414,53 398,03 450,08 509,91 561,95 834,37 

Governments 68,08 65,51 63,29 71,74 82,16 90,94 128,34 

ITALY 336 3,67 

SWITZERLAND 302 3,30 

BERLGIUM 282 3,08 

AUSTRIA 279 3,05 

CHINA, HONG 

KONG AND 

MACAU 

231 2,52 
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Years                                    

Revenues(mld) 
2005 2006 2007 2008 2009 2010 2015 (F) 

Total tourism 

business (growth 

compared to 

previous year %) 

10,32 -2,18 -6,15 2,16 5,22 4,64 3,13(annual) 

 

Correlating the data, we find that the private sector focuses mostly business tourism revenue 

(about 75%) in contrast to the actions initiated by public institutions. As regard to Romania, the 

general positive developments in the lasy few years, have had direct effects on business relations. 

As a result, business tourism may now have an increasing trend, although this type of tourism has 

a quite low development. Before 1990, in Romania business travel was underdeveloped and the 

only events were organized in Romexpo Exhibition Complex. 

Currently, business tourism is probably is the most stable sector in the Romanian tourism, with a 

steady development in the past two or three years. Following the references offered by accredited 

institutions to the media, there is a permanent increase in this area, with over 20% per year from 

2005 until present. The main reason for about two-thirds of the total 2 million foreign tourists 

who arrived in Romania in 2010, was the participation at conferences, team-buildings or trening 

sessions. Recording a major proportion in the urban sector, business tourism has its landmark in 

Bucharest, where the percentage of those arrived for business work last year was around 80% of 

the total capital stays in hotels, and major cities such as Timișoara, Cluj-Napoca, Sibiu, Iași and 

Constanța, evolving infrastructure domain MICE (Meetings, Incentives, Conventions and 

Exhibitions), due to the existence of international airports and development of new 

accommodation at a high level of rating. 

Moreover, the number of arrivals at the border crossings in 2010, was over 25% higher than the 

same period in 2009. Currently, the capacity of 4-5 star hotels in the capital, is situated as that of 

some cities such as Budapest or Prague, and the number of conference rooms can not fully satisfy 

the demand for events in many cases requring reservation with two to three months before. The 

110 hotels in Bucharest comprise a total of approximately 8.000 beds which meets the 

requirments for making a proper business travel. 

Business tourism performed for the governamental, commercial and educational purpose, attracts 

clients not fully interested in prices but rather interested in speed, quality and efficiency. In 

general, to the purchased business package, an agreement package could be joined, taking into 

account the possibility that a satisfied customer might make a request for a return circuit with 

thier beloved ones in the same places.  
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