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‘human interaction, especially face-to-face , p y
interaction, drives innovation and 

inspirationinspiration.
Accidental connections between leading 

thinkers studying different topics can thinkers studying different topics can 
unlock seemingly intractable challenges 

and insoluble puzzles’ Harry 2009
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Backgroundg

• Despite the advent of improved 
electronic communications electronic communications 
technology, face-to-face 
communication and networking 
remain the most effective means 
of enhancing:
• business performancebusiness performance
• and innovation, particularly for more 

complex products. 
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Background (contd)g ( )

During the recent global financial crisis:

• substantial pressure to reduce the cost of doing business.

• Cost cutting measures resulted in many companies cutting:
• business travel

business meetings budgets• business meetings budgets.

• Concern has now been raised as to the consequence for long term Concern has now been raised as to the consequence for long term 
business development of these changes.
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Research Aim

• This paper examines:
• the role of face-to-face communicationthe role of face to face communication
• the networking that occurs during face-to-face communication

• The paper examines  these issues in the context of business events • The paper examines  these issues in the context of business events 
which can underpin:
• business development 

i ti• innovation
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The Literature
• Arvey (2009) argues, from a psychological perspective,

• face to face meetings allow members to engage in and observe verbal and non• face-to-face meetings allow members to engage in and observe verbal and non-
verbal cues that add meaning to discussions. 

• that ‘we are social creatures and isolation is harmful’. 

• Maskell, Bathelt and Malberg (2006) found that face-to-face 
communication
• aids in building trust and developing transparency. 
• allows participants better ‘sense making’ of communications
• assists to evaluate elements such as integrity and competency

• Moyne (2009) states that, whilst electronic communication is an 
important asset  face-to-face communication is essential to develop important asset, face to face communication is essential to develop 
relationships with customers and to build the networks needed for long-
term business growth
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The Role of Business Events in 
Enhancing Innovation

• Conferences and conventions 
allow participants:allow participants:
• to develop strong social 

relationships among themselves
• to be able to develop a social • to be able to develop a social 

identity.

Fi   i t ti l t d  • Firms use international trade 
fairs and conventions ‘to identify 
knowledge frontiers and select knowledge frontiers and select 
partners that can provide access 
to distant markets and 
k l d  l ’ (M k ll t l  
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knowledge pools’ (Maskell et al, 
2006: 10).



The Role of Business Events in 
Enhancing Innovation (contd)

M k ll t l’ (2006) h  th t• Maskell et al’s (2006) research argues that:
• meetings and conferences are temporary clusters for knowledge building
• international professional gatherings can be viewed as temporary clusters that 

 i  k l d  h  engage in knowledge exchange. 

Core Motives or Needs Business
Key Outcomes

Core Motives or Needs

Develop and share ideas
Educate/inform
Promote
Network / socialise

Business

Event
Innovation
Improved organisation performance
Personal development
Increased productivity
I d l/

Change attitudes / behaviour
Sales and performance

Increased sales
New skills and knowledge
Awareness

Tourism Impacts

•Direct spend

Job creation
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Job creation
Infrastructure investment



The Role of Business Events in 
Enhancing Innovation (contd)

Meetings:
• influence investment by:

• attracting an often influential audience of participants
• creating opportunities for showcasing local products, services, and investment 

opportunities

• enhance professional development by bringing regional and p p y g g g
international expertise into the community where it is accessible to local 
professionals. 
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The Role of Business Events in 
Enhancing Innovation (contd)

Meetings:
• enhance science and technology:• enhance science and technology:

• which helps generate new forms of technology itself
• improves understanding and access to it 
• helps improve local knowledge and skills by bringing outside information and • helps improve local knowledge and skills by bringing outside information and 

technology into the host community 
• providing a vehicle for local businesses and professionals to access the latest 

developments in their respective fieldsdevelopments in their respective fields.

• promote cultural exchange by providing new forums for cultural 
h  d  t iti  t   l l lt  t  ti l d exchange and new opportunities to expose local culture to national and 

international audiences. 
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Industry–science relationships and y p
Face-to-Face Networking 
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Fostering 

Firms with New-to-Market Innovations by Size, 2002-2004

Fostering 
Innovation
International Comparisons International Comparisons 
with Australia:
•China’s R&D spending has 
grown by 22 per cent a year 
since 1996  compared to 8 since 1996, compared to 8 
per cent a year in Australia. 
Australia spends 2 per cent 
of GDP on research and 
development.

• Austria, Denmark, 
Germany  Iceland  Germany, Iceland, 
Switzerland, Taiwan, and the 
United States spend more 
than 2.5 per cent;

• Finland, Japan, South 
Korea, and Sweden spend 
more than 3 per cent; Israel 
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more than 3 per cent; Israel 
spends more than 4 per cent



Fostering Innovation (contd)g ( )

Fi C ll b ti i I ti A ti iti b Si 2002 2004 ( t f ll fi )Firms Collaborating in Innovation Activities, by Size, 2002-2004 (as a percentage of all firms)
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Fostering Innovation (contd)g ( )

University-industry interactions contributing to innovation (% firms)
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A Framework for Enhancing Innovation 
through Face-To- Face Business events

ASSOCIATION 
CONFERENCES

CORPORATE MEETINGS 
& INCENTIVES

EXHIBITIONS GOVERNMENT 
MEETINGS

Academics

Categories

Employers
Exhibition  Government host

Participants

Academics
Professionals
Non‐profit organisation
hosts
Sponsors
Government 
representati es

Employers
Employees
Distributors/franchisee
s
Corporate guests
Sponsors

owners
Visitors
Exhibitors
Sponsors
Trade 
delegations

Ministers
Parliamentarians
Bureaucrats
Visiting heads of state & 
delegations
Diplomats

OUTPUTS: INNOVATION, TRADE, EDUCATION, PROFILE, PRODUCTIVITY, ORGANISATION CHANGE 

representatives
Universities
Media

Media
delegations
Media

Diplomats
Media

Income generator for 
non‐profit organisations
Development of 

Performance reward

Collaboration on 

Business investment

Identification of 
d k

Encouragement of 
investment and 
business migration

Outcomes

Destination / 
tourism outputs 

eg:

industry positions and 
policy
Media profile of key 
community‐related 
issues
Knowledge

new 
products/services
Problem‐solving
Corporate plans
Information
Product promotion

product gaps in market
New contacts and 
collaborations
Export markets
Future business leads
Sales

Collaboration on 
common interests
Information 
exchange
Trade negotiations

Hotel beds
Airline seats
Venue space
F&B services
Shopping
Event managersKnowledge 

dissemination within 
sectors
Release of new 
research
Collaboration between 
ll

p
Motivation
Team building
Work skills training
Improved 
organisational
performance

New products and 
services to market

g
Influencing national 
& international policy
Australia’s 
international 
diplomacy and profile

Event managers 
& suppliers
Ground 
transport
Pre and post 
touring 
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colleagues
Community outreach
programs
New members

performance
Improved individual 
performance

Repeat visitation
Accompanying 
persons activities



Relationships and Innovation from p
Business Events

Clusters 
Innovation

Increased 
Facilitates and 

d it  

Host 
Organisation Post Event 

CollaborationIncreased 
Membership; 
Increased Income

underwrites 
meetings

Attendance

Speaking

Business 
Events 

Delegates Further spinFurther spin-
off BEs to:
•disseminate 
new 
i f ti

Knowledge
Contacts

Employment Opportunities

Professional Development

Contribution to Science 
and Technology in 
Destination and Broader 
Community Legacies 

(BE)
market.

information
• launch new 
products to 
market.

tsro
ve

 
an

ce
s

ve
d  

Sa
les

p

Co
nta

ct

Ap
pr

att
en

da

Im
pr

ov

Se
ttin

g F
ac

ilit
ies

 
Ex

pe
rtis

e

Pr
ofi

le

Sh
or

t te
rm

 
tou

ris
m 

im
pa

ct

Inv
es

tm
en

t

16
Employers Host Destination

Business Development 
for Destination



Where to Where to 
from here?
•GovernmentGovernment

•funding

•Industry
•Tracking outcomes

•Universities
•Promoting innovation 
through face to face through face-to-face 
communication
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