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Topic: Association Day 2011 Results

Dear Ms Motlhabane

The aim of the Association Day was to provide delegates an opportunity to learn and exchange knowledge on
best practices in Association Management. Therefore the theme for this year was to 6 St and Up an:¢
Hear do

It is important for South African Tourism to know how delegates have experienced the workshop. Delegates
were requested to answer questions based on their experience of the Association Day, through an audience
polling system. A total of 40 responses could be analysed, however the sample size was too small for further
inferential statistical analysis. Results from the descriptive analysis are communicated supported by topics
identified through the open ended questions.

The survey was anonymous and the questionnaire consisted out of two sections, namely (1) Section A with
market segmentation details and (2) Section B to assess the Association Day Experience.

| trust that this data will give the organisers of the Association Day a better understanding of their success
and needs from the delegates to assist with future planning.

Sincerely

Nellie Swart

Lecturer: Department of Tourism Management
School of Tourism and Hospitality

University of Johannesburg

South Africa


mailto:nellies@uj.ac.za

SECTION A: MARKET SEGMENTATION DETAILS

Below is a synopsis of the data gathered and analysed through the SPSS version 18 statistical software. Only

the descriptive statistics are indicated.

Al. Whatis your gender?

Gender

= Male

Female

Figure 1: Gender represented at the Association Day

The majority of the respondents were female.

A2. How old are you?
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Figure 2: Age groups represented at the Associaiton Day

N= 37 respondents
Missing values = 3

The majority of respondents attending the Association Day were older than 45 years. Only 21.6% of the

respondents were younger than 35 years.



A3. Which one of the target markets do you represent?
Target Market
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Figure 3: Target markets represented at the Association Day
N= 39 respondents
Missing values = 1
Most of the respondents were represented by an association.
A4. What level in your organisation do you represent?
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Figure 4: Delegates6 | evel in the organisation

N= 39 respondents
Missing values = 1

The Association Day was mainly attended by delegates in top management positions.



A5. Areyou a member of an association?

Member of an association

10.5%

MYes

L No
89.5%

Figure 5: Membership of an association

N= 38 respondents

Missing values = 2
Nearly 90% of the respondents were affiliated to an association

All the associations represented are listed below

SECTION B: ASSOCIATION DAY EXPERIENCE
This section aimst o assess the delegatesdé overall experience

supported with a graphical representation of the results achieved. The total number of respondents per
guestion is mentioned together with the mean (average) score per statement.

Results on th e Leddership, Management and Success Strateqieso
discussion

B1. How importantis it to you to receive good quality services from suppliers?

Good quality service
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Figure 6: The important of good quality service

N= 38 respondents
Missing values = 2
Mean: 2.97

Most of the respondents felt it is important to receive good quality service from their suppliers. As service
quality is an important aspect in the delivery of association services it is suggested to focus on this topic in
future workshops.



B2. To what extent can strategic association partnerships improve the promotion
of South Africa as a business tourism destination?
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Figure 7: Strategic association partnership

N= 39 respondents
Missing values = 1
Mean: 2.92

Most of the respondents (92.3%) felt that strategic association partnership can improve the promotion of
South Africa as a business tourism destination.

B3. Do you agree that volunteer development can support the strategies of an
association?

No data received.



B4. How much emphasis do you put on the use of technology in the sustainable
running of an association?
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Figure 8: The use of technology for the sustainable run of an association

N= 39 respondents
Missing values = 1
Mean: 2.97

The use of technology has a very strong emphasis (97.4%) under the respondents in the running of the
association. As this statement has measured such a strong emphasis, it is recommended to include the use
of technology as a separate theme in future workshops.

B5. How satisfied were you with the discussi
and Success Strategieso?

Leadership, Managementand
Success Strategies discussion
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Figure9:Sati sfaction with the discussion on @mleasder ship,

N= 37 respondents
Missing values = 3
Mean: 2.92

iLeader ship, Management and Success StrategiesoO measu
response it can be assumed that the majority of the respondents felt that this topic was appropriate to include

in the Association Day discussions.



Results ont h &indncial Managemento discussion

B6. How much in agreement are you that the association you belong to, offers you
value for money?

Value for money
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Figure 10:Associ ationbs value for money

N= 39 respondents
Missing values = 1
Mean: 2.79

Most respondents fully agreed (84.6%) that the association they belong to offers value for money.

B7. How important is the raising of sponsorship funding to the successful running
of your associationébés events?

Sponsorship

M 2.00 Neutral
[3.00 Very important

Figure 11: The importance of sponsorship funding

N= 39 respondents
Missing values = 1
Mean: 2.97

Almost all the respondents (97.4%) felt they need sponsorship funding for the successful running of their
association. As this topic measured such a high importance it is advised to focus on this topic in future

workshops.



B8. How important is it for you that the associations market their events to
members and non-members?

Events Marketing

= Not important

Very important

97.5%

Figure 12: The importance in the marketing of associaiton events

N= 40 respondents
Missing values =0
Mean: 2.95

The marketing of association events was an important topic in the discussions during the Association Day,
Most respondents (97.5%) felt it was important to market their association events to members and non-

members. It is suggested to focus in more detail on this topic at future workshops.

B9. How much in agreement are you, that website advertising is an effective tool
for an association to market its events?

Website Advertising
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Figure 13: Website advertising as a marketing tool

N= 38 respondents

Missing values = 2

Mean: 2.89

Website marketing as a marketing tool for association events appears to be important (92.1%) for the

respondents.



B10. How aware are you of online publication marketing as a cost effective tool to
promote association events?

Online Publication Marketing
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Figure 14: Awareness of online publication marketing

N= 39 respondents

Missing values = 1

Mean: 2.74

Most respondents (84.6%) felt the that online publication marketing is a cost effective tool to promote their
association events.

B11. How satisfied wereyou wi t h the discussions on fAFina

Financial Management discussion
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Figure 15:Sati sf action with AFinanci al Management o discuss

N= 37 respondents
Missing values = 3
Mean: 2.97

Almost all the respondents (97.3) of the respondents were very satisfied with the discussion on Financial
Management.



Resultson t he AUNI Wor | dcasestudyr ess 20140

B12. For you, how important is the relationship between an association and a
convention bureau in the bidding for an international event

Association and convention bureau
relationship

Figure 16: Importance of the relationship between an association and a convention bureau in the bidding for
an international event

N= 39 respondents

Missing values = 1

Mean: 3.00

All the respondents felt that the relationship between an association and the convention bureau is very

important in the bidding for an international event.

B13. How concerned are you about the perception of safety and security of South
African in the bidding for an event?

Safety and Security perception
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Figure 17: Perception of Satety and Security

N= 38 respondents
Missing values = 2
Mean: 2.58

Most of the respondents (76.3%) indicated that they are extremely concerned about the perception of South
Africa as a safe meetings destination.
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Figure 18: Importance of delegate boosting

It is perceived (89.7%) that fidel egat e

B15. How much emphasis must an association place on

issues awareness when bidding for an event?

N= 39 respondents
Missing values = 1

Mean: 2.87
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N= 38 respondents
Missing values = 2

Environmental awareness is a high priority when an association is bidding for an event.

Mean: 2.95
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B16. How satisfied wereyou wi th the discussions of the
Worl d Congress 20140

UNI World Congress case study
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Figure 20: Satisfaction with the UNI World Congress case study

N= 34 respondents
Missing values = 6
Mean: 2.74

Overall was most of the respondents very satisfied (85.3%) with the i U NI Worl d congressa
presentation.

Resultso n t ®eeen Measures of Successo discussion

B17. How relevant are the seven measures of success to the management of your
association?

Seven measures of success

100%

Figure 21: Relevance of the discussion on the seven measures of success

N= 40 respondents
Missing values = 0
Mean: 3.00

Al | the respondents felt that the discussion on the I
association was relevant.



B18. Do you agree that by al i gni n gndyseruiges veith s o C |
the mission, the association will be successful?

Align association products with
mission

Figure 22: Importance in the alignment of an association products and services with the mission

N= 40 respondents
Missing values = 0
Mean: 3.00

The alignment of t h es amrdssereiae iwih their mission wvas oirdportatit to all the
respondents.

B19. For you, how important is the adaptability to current trends, for an association
to be successful?

Current trends

Figure 23: Important of current trends

N= 40 respondents
Missing values = 0
Mean: 3.00

An associationbdbs ability to adapt to the | atest trend

1c



B20. Do you agree that associations should build alliances with strategic partners
to be successful?

Figure 24: Important in the building of alliances with strategic partners

N= 40 respondents
Missing values = 0
Mean: 3.00

The building of an associationdés ability to build

str

B21. How satisfied were you with the disafussi

Successo?

Figure25:Sati sfaction on the discussion of the fAseven

N= 39 respondents
Missing values = 1
Mean: 3.00

All the respondents were very satisfied with the
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