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Abstract: Business tourism is a form of tourism that has an bigger 
influence and an increasingly profound impact on the economy of a 
country. Business tourism motivations and forms of expression have their 
own unmistakable manifestations, this type of tourism, which includes 
team-building sites, business trips, participation in training programs, is 

an important source of revenue for operators. 
 

Keywords: Business tourism, motivation, travel. 
 

INTRODUCTION 
The business tourism refers, in a broad sense, to those travels made by 
people in connection with their work, more precisely, to the official, 
commercial or other types of travels, as well as, to the participations at 
different manifestations organized by the economic entities or by the 
administrative organisms, for their representatives. [Minciu, Rodica, 
Economia turismului, ediţia a III-a, Editura Uranus, Bucureşti, 2004, p.18] 
 
Although these meetings imply “paid for activities”, they are assimilated to 
tourism, because, during their development, some tourism-specific facilities 
(accommodation, board, entertainment), as well as, some services specific to 
other types of tourism are used. The business tourism has its own 
motivations and form of manifestation. One of the main motivations of 
business tourism is considered to be “the meeting of supply with demand”, 
at fairs and exhibitions, at business meetings, at transactions and 
negotiations, during the programs of some economic missions, as well as, 
during some ample actions of promoting a company, certain products or 
novelties in different domains, all of these having a periodical or sporadic 
character. The tourist who travels from professional reasons may base these 
motivations on the following aspects: installation of equipment, 
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inspections/surveys, sales and purchases, on a foreign company’s account, 
participation at meetings, conferences, congresses, fairs and exhibitions, 
professional sports activities, governmental missions, studies, foreign 
languages or professional training courses. [Morariu, Daniela, Economia 
turismului, Presa Universitară Clujeană , Cluj-Napoca, 2006, p.5]  
 
The business tourism refers, in a broad sense, to those travels made by 
people in connection with their work, more precisely, to the official, 
commercial or other types of travels, as well as, to the participations at 
different manifestations organized by the economic entities or by the 
administrative organisms, for their representatives.[ Minciu, Rodica, 
Economia turismului, ediţia a III-a, Editura Uranus, Bucureşti 2004, p.15] 
 
Unlike the proper tourists, who choose their vacation time and locations, the 
travelers for businesses are obliged by the time and location of the business. 
The business tourism has a greater and greater importance, since it does not 
depend on the local tourist’s season. At the beginning, it was an 
entertainment activity practiced by businessmen, after ending their 
professional activities. These businessmen use good-quality restaurants and 
hotels, participate at shows and pay visits to natural and cultural tourist’s 
objectives. The number of those who participate at congresses, symposiums, 
conferences, fairs, exhibitions and show rooms is greater and greater. 
Special buildings were built for such meetings and activities, especially in 
the great cities of the world: Paris, London, New York, Tokyo, Brussels, 
etc. others were built in smaller towns, where the business tourism 
contributes to the local development, as an important source of incomes. 
 
The business travels may have internal or external character, function of 
their results and direct beneficiary.The business tourism with an internal 
character refers to one company’s employees, its objective being to motivate 
the personnel, with the view of increasing the labor productivity and of 
improving the performances. If these travels have an external or open 
character, they, usually, refer to training courses, held by a company 
specialized in training, which offer a program available for all those who 
search for certain benefits. Generally speaking, the finality of this type of 
travels is: seminars or meetings of the company’s management with 
employees (for knowing each other, for solving certain problems, for 
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sharing experience, etc.); actions for personnel formation and training up-
dating; travels, in most cases free of charge, to reward some professional 
efforts (incentive travels). The actions having an external character are 
meant to contribute to a suitable development of the activities and to the 
prosperity of the companies, in their wholeness; these activities consist in 
travels with a professional character (work on the site, assistance supplying) 
and in participation to fairs, exhibitions, congresses and seminars. 
 

MATERIALS AND METHOD 
That is why, as far as its contents is concerned, the business tourism can be 
classifies in the following forms/types: [Minciu, Rodica, Economia 
turismului, Editura Uranus, Bucureşti 2001,  p.79] 
 

a) The business general tourism refers, mainly, to the activity of 
those persons who, for a short period of time, work in locations out 
of their residence place (journalists, delegations, . We speak, here, 
about short, individual travels, which may have different goals: to 
sell a product, to solve IT problems for customer-companies, to pay 
a visit to a branch of a corporation, to visit some state departments 
asking for different documents, etc. This is, in fact, a case of labor 
force flow, namely, a case, in which natural persons, paid by their 
employers or by the consumers from the origin country have to 
travel in a country of destination, in order to perform different 
activities. 

b) Reunion tourism is determined by the participation at events, such 
as: meetings, conferences, seminars, symposiums, congresses. It is 
considered to be one of the most usual forms of business tourism. 
The simplest definition of reunions refers at organized events which 
gather together people for discussing a common-interest 
topic.[Webber, Karin and Chon Kay, Convention Tourism- 
International Research and Industry Perspectives, The Haworth 
Hospitality Press, 2003,  p.162] From institutional point of view, the 
European Federation of Congress-Organizing Cities was settled in 
Brussels. Its members are important European cities, which meet the 
conditions for developing all kinds of meetings, and, whose offer has 
a very high standard.[ Băltăreţu, Andreea, Evoluţii şi tendinţe în 
turismul internaţional: aspecte teoretice şi practice, Editura Pro 
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Universitaria, Bucureşti 2006, p.122] The regulations and strategy of 
this federation impose the following targets: 

- absorption of international events in the European reunion 
tourism, competing, this way, the United States of America; 

- exchange of information regarding the development of 
destinations for congresses from the great European cities; 

- to elaborate, on the basis of these information and in order to 
develop this tourist’s market,  marketing studies and market 
surveys; 

- to guide the professional assistance exchange (practiced by 
the congresses organizers) towards those cities where 
meetings needing a closer cooperation take place; 

- make the relationship and cooperation between the 
organizers of these events and the local authorities of the 
hostess-cities become closer and closer. The manner in which 
the government supports these congresses differs from one 
city to another; 

- to train the labor force specific to these events, with the joint 
participation of the congresses-organizing cities. The 
segment of reunion tourism is very specialized and 
segmented, which means that the labor force has to be 
specialized in different sub-segments. Under these 
circumstances, the federation is preoccupied by the specific 
labor force training and specialization; 

The quality tendencies recorded on the reunion tourism market refer to a 
strong segmentation of the reunion tourism market, to an increase of the 
institutionalization degree, as well as, to the modification of the importance 
of the topic approached at the international meetings. 
 
A congresses-organizing centre has to offer not only an attractive price. In 
order to be competitive, this centre has to be equipped with specific 
facilities and to be particular with a quality and unique offer. Consequently, 
the European destinations try to attract as many as possible international 
reunions, congresses and exhibitions. At present, the competition climate 
and the specialization are at a higher level in the East-European countries, as 
well. These countries are prepared to enter the meetings organizers’ market. 
Some examples are: Belgrade, which has succeeded to attract the 
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organization of an IT reunion; Moscow has been specialized in the 
pharmaceutical and radiology domains; Leipzig has focused on medical 
congresses and fairs. 
 

c) The fairs and the exhibitions can be defined as “presentations of 
products and services dedicated to an invited public, with the view 
of selling or informing the visitors”. [Minciu, Rodica, Economia 
turismului, Editura Uranus, Bucureşti 2001, p.80] 

Another definition of the fairs refers to their applicative part, namely to the 
presentation of products and services, new or improved ones, with the view 
of inducing sales or of informing the visitors. [Davidson, Rob, Business 
Travel: Conferences, Incentive Travel, Exhibitions, Corporate Hospitality, 
and Corporate Travel, Longman Group United Kingdom, 1994, p.70] 
 
The fairs and exhibitions, known as “commercial shows”, present, to a 
certain audience, goods and services, with the view of informing the 
visitors, to promote sales and, finally, to sell. The major sector of the 
business tourism is that of commercial fairs and exhibitions. As a rule, they 
are wide-spreading events, which gather together, in the same space and 
surface, products and services, exhibited, either for a general public, or for 
invited specialists with a certain professional profile. Essentially, the 
commercial fairs and exhibitions are market places where the goods and 
services suppliers enter into contact with their potential buyers. The most 
successful events are those where businesses and good transactions, 
between seller and buyers, are done, or, at least, orders are placed. 
 
At these fairs and exhibitions several goals are followed, such as: 
conclusion of commercial transactions, promotion of new tourist’s 
arrangements or of specific components of the tourist’s offer, such as: hotel, 
transport, trips, medical treatments, spa and cultural events services. At the 
same time, they have a great importance inside the research of the tourist’s 
market, due to the great number of visitors, who represent the potential 
consumers, consumers’ representative, respectively, a micro-segment of the 
tourist’s demand. This matter, also, explains the interest of the consulting 
and market research institutions in participating at tourist’s fair and 
exhibitions, as well as, the great volume of questionnaires and publicity and 
advertising materials distributed on these occasions. Over 3000 of great fairs 
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and exhibitions, which attract millions of visitors and hundred of thousands 
of exhibiting companies, are hosted, every year, in Europe. As form of 
tourism, they stimulate the travel of two categories of persons: exhibitors 
and visitors. At the same time, they lead to a significant increase of 
transport, catering and accommodation services. [Ladkin, Adele and Spiller, 
Julie, The meetings, Incentives, Conferences & Exhibition Industry, London: 
Travel & Tourism Intelligence, 2003, p.23] 
 
Among the main destinations from the fairs and exhibitions market, Italy 
and France are, by far, the most important ones. As far as the wide-
spreading manifestations are concerned, these countries held between 30% 
and 20% out of the total of the attracted visitors. In Germany, the percentage 
of the foreign visitors, at national fairs, does not exceed 10%. Under these 
circumstances, we may say that, the European fairs and exhibitions market 
is concentrated in a small number of centers. In Italy, France, Spain and 
Austria, the first two greatest meeting centers concentrate 50-60% of the 
events. This tendency is even more obvious in Great Britain, where 85% out 
of the total number of events takes place in the first two meeting centers. In 
Germany, one single center hostesses 26% out of the events and, together 
with other four centers cover 57% out of the events. The Great Britain owns 
extremely varied options, beginning with a medieval castle, and ending with 
a royal yacht for a business event. London offers a large variety of modern 
conference rooms and spaces for exhibitions, such as, Wembley Stadium or 
ExCell, but, also, some spaces dating from 19th century. The great majority 
of the London hotels are endowed with such conference and congress 
rooms, of any magnitude. 
 

d) The incentive travels are, in a way, short vacations or trips, but with 
a very high level of comfort. They are offered to a certain category 
of employees and, very frequently, to their families. These travels, as 
a reward for the special performances obtained in professional 
activities, focus on entertainment and relaxation. This sub-segment 
is a very dynamic branch, as a consequence of the management 
techniques extension. These techniques use the recreation tourism as 
a reward for professional performance, this form (the incentive 
travels) being considered as a bridge between the business tourism 
and the recreation one. [Davidson, Rob and Cope, Beulah, Business 
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Travel - Conferences, Incentive Travel, Exhibitions, Corporate 
Hospitality and Corporate Travel, Pearson Education, 2003, p.78] 
This is a method used by the companies to motivate/stimulate, by 
reward, their employees, such as: the sales staff that fulfills targets or 
those who obtain significant production cost lowering. These 
incentive travels are perceived as the best-known and most 
successful available motivating instruments. 

 
RESULTS AND DISCUSSION 

The incentive travels are personalized recreation tourist’s packages, which 
allow team-buildings or other activities, as well. Moreover than not, the 
incentive travel is a form of reward, more efficient and with faster results 
that the financial reward, especially for the younger employees. These type 
of travels are, also, used as new, innovative methods, in order to increase the 
returns of a company, the customers’ satisfaction, to promote the fellowship 
among the team members, to maintain a good relationship with the 
customers and to increase their loyalty. 
 

CONCLUSIONS 
Recently, there exists a tendency to combine two or more components, in 
order to obtain an extra value and a compensation of the expenses with the 
returns. Of course that, while the exhibitions where the visitors pay for 
participation, are profitable, the conferences or the events belonging to this 
category, are, usually, rather expenses-generating events, of expenses that 
cannot be recovered through probable direct commercial advantages. This is 
the reason for which if a conference is associated with an exhibition, the 
financial support of the meeting is possible. At the same time, a series of 
exhibitions associate themselves events from the meetings, conferences, 
seminars category, all of them in a close connection with the exhibition 
topic. This way, the value of the exhibiting act will increase and a greater 
number of visitors and exhibitors will be attracted. In the same way, if 
conferences or seminars are organized in association with an exhibition, an 
extra value will be added to the respective exhibition, due to the 
participation of experts, who present to the visitors or to the exhibitors, the 
result of their researches.[Davidson, Rob and Cope, Beulah,  Business 
Travel, Conferences Incentive Travel, Exhibitions, Corporate Hospitality 
and Corporate Travel, Pearson Education, 2003, p.52-54] 
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