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1.1

9AIIHNSSUMSIAUNI

Travel Industry

amawmiiuﬂ'1iLaumqﬂ"ﬂaﬂﬁmi@ﬂmﬁﬁluﬂ 2556 31U
Wieansiiunesnuendszina (Outbound Travel) tiulm
4% drumsitineiiula 6% mauawmmluswmmauuu
figaioludl

msiumssenuenUssmahlanifisiuegnannlull 2556
SﬁaL'ﬁﬁ)ﬁﬁﬂLLazf?hLam%‘Lﬁ’LﬁuﬁaaUmﬁﬂ'ﬁlﬁumaizéﬂaﬂﬁ
Tt 2 sdlothadunsdumen s rnassme
‘LummmmﬂmwLmuimsuumiaﬂuu Jugagiumdnveuun
Tnsduneseauginialul 2556 I@wﬂumﬂ WU Loy
Az TuoBNNAN LLaummuameavmuimamamﬂ nANANGN
Uszmeuand (BRIC) mmamwm MIAUMIHasMsvioaiien
‘U’]L‘U’]LLau‘UWEJE]ﬂGUBQM?‘UEJIiUSLuU 2556 umwaeﬂ,umm%wm
mummiwmmmwmimumaaaﬂuaﬂﬂiumwﬂ,uﬂ 2557
%Lmu‘lmqwu Tuvasiimsiumaidiensrzassiae

adﬂmimiwaqma’ﬂaﬂ (World Tourism Orgamzatlon) e
villedeiinvieafioruuneddumanidoudiatu 6.3%
Turrafouunsaulazdamauaesl 2556 olunyiusen
Bodstuansendunsiings Tneduln 12% luvasfedold
diulm 6% Todedelniu 4% dnedensfusendounie
dulsludnsfianasdl 3% lugae 8 Weuusn museay
IPK’s Asian Travel Monitor® s1uiudieanisiiumnsesn
wenUsemevasnua@eiiuln 8% Tutiadieatu ofl wwnli
mMsmsiAunsvemiIvie@edmlugilunsidunisniely
9iinnna mmummmimumwawnaulﬂamuwmsf[,u
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Wadudlos 13% mummumamaaﬂ"Lumsmauﬁ]vLffmim
18% Tud 25577

maiummmmmumaLwaﬁsmuu mﬂmulmmuimamm
ﬂmmmnmmuwmiﬂﬁﬂLLUUmmmﬂuum weit) 2552 Tutas
8 Rouusnuesd 2556 medludlaty 6% luvneiing
Wunegsialuguuuuiinanas 10% ﬂwuuumﬂaaulm
AnLdudndiu 54% vasmanan1siiunegsiasu wainely

The world travel industry achieved healthy growth in
2013 with outbound travel growing by 4% in terms of
trips. Meanwhile, spending grew by 6%." Key findings
in this report are as follows:

World outbound travel grew solidly in 2013.
Resulting facts and figures reveal solid global travel
demand.” The strong growth of international travel
by people in emerging economies across the world
was the dominant element of regional travel trends
in 2013. Asia, the Middle East and Latin America
grew robustly. Prospects for BRIC economies remain
good. Europe had a promising year for outbound
and inbound travel and tourism in 2013. Higher
growth is projected for outbound travel in 2014
while inbound travel might be relatively slower.

The World Tourism Organization (UNWTO) reveals
that in 2013 Asia’s international arrivals rose by
6.3% from January to August. South-East Asia’s
performance was remarkable with a 12% increase,
while South Asia has grown by 6%. Oceania is
growing at 4%, while North-East Asia has dropped to
a low 3% increase in arrivals over the first 8 months.
IPK’s Asian Travel Monitor® points out that
outbound trips rose by 8% over the same period.
Asia’s travel patterns are largely intra-regional.
The number of trips by Chinese to Asian destinations
grew by 31% in 2013, while long-haul trips have
grown only 13%. Chinese outbound travel would
grow by 18% in 2014.

Within the business travel sector, the MICE industry
has grown far more rapidly than traditional business
travel since 2009. In the first 8 months of 2013, the

. ITB. ITB World Travel Trends Report 2013/2014 (prepared on behalf of ITB Berlin by IPK International). Retrieved March 10, 2014, from http://wysetc.files.wordpress.com/2013/12/wttr_

report_2014_web.pdf, pp. 2-12. According to the United Nations World Tourism Organization (UNWTO), world tourism continued to power ahead in 2013.

N

2013/2014, ibid.
ITB. ibid., pp. 12-17.

w

. In 2020, IPK predicted that ‘modest’ growth in the developed world will come mainly from more trips per inhabitant, leading to a higher travel frequency. See ITB. ITB World Travel Trends Report
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mpanlifehinmsvesiiaiediussia MIUTERNUNR
(Conventions) wagn1suszau (Conferences) LG]‘UIGﬂ‘u
§n31 61% Sn31 4% uarsns1 27% puddiu Tusdaued
2552 Tooiusenazan Tuvasdinsifumavesuisvilugy
huULANanag 10%

1.2

msuUs:=gu

MICE industry grew by 6% in comparison to a sharp
decrease of 10% in traditional business travel.
Currently, the MICE segment makes up 54% of the
total business travel market. Within the MICE
sector, incentives, conventions, and conferences
have registered 61%, 44%, and 27% growth rates
respectively since 2009 on a cumulative basis
while traditional company trips experience a sharp
downward trend of 10%.

Meeting: Global Stability

J’]’]ﬂa'JUﬂ’]i‘USWUlI (Meetmgs) LﬁllllLﬁﬂEJiﬂ’]‘W fn1simun
ulyunouay LLN‘LN’TH‘WLﬂEJ’JGU@\TﬂUE]Wﬁ'IWﬂﬁiMﬂ’]iUiu“UJJ
f\]ﬂﬂ‘u&l’]ﬂL‘W?ﬂﬁﬂ?iﬁ]ﬂﬂ?iﬂiu‘ﬂﬂﬂ’uuu‘lﬂﬂlﬂﬂ Anwalzuan
‘Luamamnﬁmmimvﬂmmau

1.2.1) geanvnssunsUszysAulaluvanegiinalug 2 U
T UivLﬁ/lﬂiumaﬂaisﬂuumwummmmﬂmmamm
YUTENA IG]EJ‘WUiuLWﬂLEJ@iJJULLauaﬂi’WEﬂﬂﬂﬁ]ﬂil@‘ﬂ’lﬂ
anlalunmadiumsdszyaiounnau 919 G’fmmﬂ%ﬂjw
mmuwzmmﬂsvw Lazdnuiunsusy suaﬂ,uﬂ 2557 ails
Iusummuswmqqsumﬂmﬂuﬂawiumﬂmnauu AflAa
wmmmmvawLqumumiinzmaEml,ﬂumqmﬂumim
Uszmevaniisng

1.2.2) mnmsdsaBesmsuszilugiimaede grouwuy
gounuaulvgimnuiuinlul 2557 S1waunisussyu
sousevluginaelvazanas 1.2% Imamﬂmmuuau
mewndenssulddunansenulumsrasiiasndsie
agnalsin frounuuaeunudawiou 1 Tu 3 nduiany

Stability appears to have been restored in the
meetings sector. A greater number of meetings-related
policies and programs are formulated to ensure
that meetings are administered efficiently. Salient
features identified within the industry are:

1.2.1) the meetings industry has grown across
many regions during the past two years. European
countries will likely undergo obvious variations,
with Germany and the UK enjoying optimism in
almost all meeting sub-segments: e.g. spending,
the number of attendees, and the number of
meetings in 2014. Also, as companies expand in
BRIC countries, so does the effort to create formal
meeting programs in these nations

1.2.2) in Asia, the number of meetings per firm
would decrease by 1.2% in 2014. Segments to
experience this setback include pharmaceutical
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and financial industries. Yet, almost one third of the
respondents envisage that activity will increase.
Meeting attendance for 2014 is also predicted to
decline. Meanwhile, 40% of respondents are not
anticipating any change. These findings highlight
a company-by-company or industry-by-industry
pattern versus an aggregate trend towards smaller
meetings. Meeting demand from other regions into
Asia and Europe would increase, while demand from
Asia Pacific into other regions would decline in 2014.

TOP 10 CITIES FOR MEETINGS AND EVENTS.*

Beld /
Shanghai

anilus /
Singapore

doanauazuum /
Hong Kong and Macau

3ndd / Sydney

@

(2)

NsJINwuHIUAsUA=@aJlnL /
Bangkok and Chiang Mai

touiao / Tokyo

G ©

{oA0uKuazonuoe /
Ho Chi Minh and Hanoi

BAtauauazA3udniou /

Jniy / Beijing

uulu / Mumbai

@

4. American Express Meetings & Events Destination Analysis, October, 2013. Quoted in Issa Jouaneh. American Express 2014 global meetings and events forecast, table 12, page 68.
Retrived March 10, 2014, from http://www.congreswereld.nl/files/documents_upload/documents_upload_2013/2014_Meetings_Forecast_FINAL_US.pdf.

Oakland and Queenstown
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1.3

mamsnaJinaodiatusizdas:zaulan

Global Incentives Sector

mmumﬂusﬂu:uumiwaﬂmmmamuiwaa (Incentive
Travel) uut.ﬂumwmaﬂivimumauLmumrmam TEhin
mmﬁuLLUﬁmﬂwqﬂiumimmﬂmumqﬁmanqmmmﬁu
13Uz (Meetings Industry)® esdnismsvieiiienlan
(World Tourism Organization) fnnufiuinluussandiu
Uiuﬂa‘uwaﬂsuaaamammﬁmmﬁﬂwuu (Meetings Industw)
WAty mﬂmumiwaﬂmmmaLUmNaaLUumﬂmuw
umsa%uawam LummﬂmsmmmsumaaLamﬂwuama
mmwwmmmmmwauawLmlﬂuuﬁ] ¥NIENUADTING
o venmntilswsuilsiansnsauenfaiannsdums
Wieluseta (Incentive Travel Figures)’ E)E)ﬂ’\]’]ﬂ‘U’e);.I“a
msvieadieniiily

miuJameaﬂuamammsmmswmmmmamummauu
maaﬂﬂsmamwﬂuwﬂaﬂ miaumﬂiymumalﬂu

1) ﬂ’]iLﬂu%’NIuiULL‘U‘Uﬂ’ﬁVI’ENLVIEJ’DLWEJLiJUi’N’JﬁﬁﬂHZM”L@EJ’]
szmmmiaaaiamlmuu mamimumawumﬁmwuﬂmamauLmu
SLUﬂWiﬁQVlUQ@ﬂWiLﬂUV]’Nl@@EJ’N"U@Lf\]‘u 9 Iﬂiﬂﬂﬂiw\lll
gNVY

2) SnuAuninwaglunsEun1eReLienanaan 6.5 Au
W 4 Ay

3) YagUudnasinismuaniifgsfianlulunsiumaiieu
w@le 919 nseAuTefeiugnsmansuasiameusem

1) wenaninnAunenateiiiinisueudein ndudug
#Aw (Corporate Giving) #39ANTURALDUTDIUT NGO
dunul (Corporate Social Responsibility: CSR) Dusnunilhe
917 Imamiaﬁw‘mmLwaauuauuaﬁﬂﬂﬁmiﬂﬂamasﬁmu
vieshiu® malfumsiidnuasvgniiesas fvanousnsindu
ﬂ’]iLﬂ‘LlWNIUUi”L'1/|ﬁ%i’aﬂ’liLﬂum’ldiuwﬁﬂ’diumﬂiuEluﬂu‘]
warmausssrhessmasyerinatulaeliuinsatestu
Futszndn luunensdl enafimsanunasgiuiivnas 1 s

Incentive travel is the highest-yielding but the most
volatile sector of the meetings industry.” The World
Tourism Organization argues that of all the three
main components of the meetings industry the
incentives sector is the least researched” as a result
of the reluctance of producing such data on the part
of parties concerned with the notion that information
disclosed will be detrimental to their business and
inability to separate incentive travel figures by hotels
from general tourism data.”

There are common components in the changes
across the industry globally, including the following:

1) Virtually the only incentive trips which have
survived are those with a well-defined return on
investment, such as a sales scheme

2) The average number of nights per trip has
decreased from 6.5 to 4

3) There is currently virtually always a business
element to the trip, such as discussions about
corporate strategy and direction;

4) There may well also be a “corporate giving”
corporate social responsibility (CSR) aspect to
the trip, such as a team-building project to
support a local charity or community;” trips are less
extravagant. Primary target destinations tend to be
domestic or short-haul international trips, and
longer-haul international trips on economy-class
flights. In certain cases, accommodation standards
have moved one tier down

5. World Tourism Organization. Measuring the Economic Importance of the Meetings Industry: Developing a Tourism Satellite Account Extension (2006). Executive Summary p. ix. Retrieved
September 2, 2014, from http://www.iccaworld.com/cnt/docs/UNWTO_Complete%20Stats%20Report.pdf
6. The World Tourism Organization defines the meeting industry as comprising 3 sectors: meetings and conferences, exhibitions, and incentives, see World Tourism Organization. ibid. p. 5 and p. 11

7. The Sri Lankan Convention Bureau Report 2004 (p.3), quoted in World Tourism Organization, loc.cit. p. 11

8. World Tourism Organization (UNWTO). MICE Industry — An Asia-Pacific Perspective. p. 22. 2012
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5) MUTIBNUNTANSIYA Pulse Study vesaiisn1side
sumsveaTndieiuseda (incentive Research Foundation)
Ty we. 2553 tudndmdndumsveadisniedusiea
WU 29% ﬁﬂﬁﬂﬁf\mm’h%LU?%EJumﬂiﬂiﬂﬂ'ﬁmsvﬁa«,ﬁm
LﬂuﬂaumLﬂumﬂmwaaiwmﬂa Vi 44% VDIEMOULUY
aaummwmmwmaammq (procurement and purchasmg)
ﬁlwumummﬂuaaﬂuimqmimiwmmmeaLUuiNaammu

Ium'ﬁmmwmauu:uUaammuuwmammﬁwmmmﬂm
mewivmmmawmimanmmmmﬂummaiamwam
uﬁmﬂﬂumnwmamﬁm Imammuwmamm‘uaaumm il
fiSunuiuaunin 40% nanaie 310 29.8% Tuw.A. 2553
W 42.79% luna. 2554 Bananiulud) we. 2554 wma‘u
wuvgouawnit 2 Tu 3 Waneunniu™

IummvﬁamammmmiﬂmLﬁml,ﬁ'aL@uim’?aﬁmsl,lﬂiﬂﬂ’ﬁu
snnluiiiey Luaﬂmﬂwmeﬂmqmmwmmuwmame
mmmmmmbuaamn warfinunedsenaasndetosning
U'ﬁmgmmmﬂmmmmum ﬂivmummammuwaﬂu
mMpgumMsitumMaiioiuseia (incentive travel component)
ﬂammmmmmm%mmmu mma%ﬂumamﬂmam%m
mﬂ,‘wLaaﬂlmﬂimamamm“EJ shanfindnuiua !

5) According to Incentive Research Foundation’s
Pulse Study, 29% of incentive professionals were
considering a switch from group travel programs to
individual awards in 2010. 44% of respondents
stated that procurement and purchasing involvement
with incentive programs would increase’

6) There was a more than 40% increase in the

number of respondents who said their companies

have increased their overall sales incentive

budgets — from 29.8% in 2010 to 42.7% in 2011.

Moreover, more than two thirds of the respondents
. - . 10

are spending more per recipient in 2011

7) While the incentive travel industry is a particularly
competitive one as new destinations substitute older,
less attractive and potentially less safe destinations,
new markets are now emerging. The challenge for
those involved in the incentive travel component
is to attract these new markets, which currently
tend to be lower yield markets, into longer stay

11
programs.

9. EIBTM, Industry Trend Report 2010. Quoted in World Tourism Organization (UNWTO). MICE Industry — An Asia-Pacific Perspective. ibid. p. 23. 2012
10. Incentive’s annual Sales IQ survey. Quoted in World Tourism Organization (UNWTO). MICE Industry — An Asia-Pacific Perspective. ibid. p. 23. 2012.

11. World Tourism Organization, loc.cit. p.11
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Uadudrdgdmsuininauaunsvieaiswiiailuseia/usenglduinisiinaseluil

Key factors for incentive planners/corporate end-users are as follows'

1

ANUNBAINNTELERE
Fashionable destinations

2

Mmneddlianuianindisaiuna
Expensive sounding

3

Mneddlianuianduniiasaondy
Safe and secure

4

Tsaussvediinanennaszdiu 4 am uag 5 a1 Tiinanw
WASIAILEEY

Quality but competitively priced four and five star
hotels and/or resorts

1.4

MsUSz3uauIALUIUGIN

International Congress and Convention Association
(ICCA) sraudtud 2556 Aa1ANTUsEYLauIANTEVINg
Uszma (International Association Meetings Market) £33
audunseteriion? aundn ICCA wavanzideaontuves
ICCA seifinisdadrusiauauni 11,685 adilu 2556
deissuiloususuau 11,150 addlud 2555 dnvaiy
YowanmsUsauanANsyiUssmalived

12. World Tourism Or

5

aiun1sInuazaadlaasain
Easy to organize and make reservations

6

wunslaazaanlundnisuuslenanainnisvinaulinnn
Hanenstusievany Walnuinsdunss

Ease of access in terms of less time requirement away
from work and direct air services on major carriers

/

a3 =t Ao a o W o s a
WA UV LANBUSNLAAN N EATUBN UL LIAALRNY

Unique venues for themed events

3

\udszaumsaifimnzauiudnuzvesgitrsnlasins
919 ANWRNY NISANYT kATAILIALS

Compatible experience that matches participants’
demographics

Association Conventions

The International Congress and Convention Association
(ICCA) reported that 2013 was a year of sustained strength
in the international association meetings market.'> Over
11,685 association events were identified by ICCA
members and ICCA’s in-house research team as occurring
during 2013 in comparison to 11,150 specified in 2012.
Salient features of the international association meetings
market are as follows:

ctive. ibid. pp. 23-24.

13. ICCA. ICCA 20 atis E 0 c esilient and showing healthy growth. Retrieved 10 September 10, 2014, from

http://www.iccaworl
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9

Juvszaunmsaldutausssusazionssudaldnvasfivay
ANz 919 NTASRINVIIULaEAINAEYAE

Unique cultural experiences and activities, e.g. team
building, adventure

10,

ANNINEIM LA USMTRglusAUEd
High-quality food and service levels

11

fusgnusmsdamsuazganiufanisiiensigunin
Management companies, and transport operators

Iuﬂa:ummﬂL@L‘U&JLLaMIaLGUEJLuEJuu wilunziusendugiinia
mﬂivmmmamamﬂwam Pu e InARRERy TUsen
RN suauamaiﬂuuammajavLaamﬂmﬂuaummﬂiaumau
iuﬂqmgmmﬂLalfuaLLaxIaLﬂwmsmuunmmwgmmaaa
@nasi 1) Tnefsuiulnadunddeussmananed
susiluginaedouaslofeds fxwieluil

Lodene ouaan oA

ELIU‘L! (aumw 1)3u (aumw 2) \vaLe (aumm 3) laniu
(Susufl 8) goens Busudl 11) uazuin Gusud 19)

12

yrannsluiUGTRnsmATuAuiUsyaunsaig Sadlanie
dumsvieafiaiiodiussta e MeavBeaieiuiivune
Experienced ground staff members who understand
the incentive sector, e.g. destination

13

fidnuazanuAnadvassduazinudaeguneiozaing
Uszaunsald siidnuaziamglimioulasegauviada
Taofislfuyuamimgausa

Creativity and flexibility to provide truly unique
experiences at reasonable cost

14

nsatiuayu o PvineUaneIng 817 MILARNUIALEISY
hedeusu ynaunsaliausy uavveduiy

Local support packages, e.g. cultural performances,
welcome banners, kits and gifts.

In Asia and Oceania, East Asia was the most
successful region, followed by Southeast Asia.
Details of relative rankings within Asia and Oceania
are as follows:

East Asian countries:

Japan (no. 1), China (no. 2), South Korea (no. 3),
Taiwan (no. 8), Hong Kong (no. 11), and Macao
(no. 19);

Q
S
=}
=
=)
-
wv
2.

§a}
S
2y
=
X
=)
w
wv
=
=
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wgazdusanideald loun
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TowFenide loiin
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Buile (Susufl 6) uaza3den Susuil 18)

ziuaannan loun
avigemiuiedisnd Suduil 12) Sasiea (Suduil 16)
mans Eusuil 17) agRensady (Fusuil 20) Teun
(Susiufl 21) launuew Eusufl 22) wagdnsiu (Suduii 23)
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U 3 Lmaﬂmumaa‘luﬂ'ﬁvmmamml,aﬂ Soslgauaus

suaamsml,aumaaamw 25 aquzilaenmsdioduedeld
LLaumuauaaﬂﬂaNsmuwmwlummuﬂ Vuusisleaiszyly

fid Iﬂamauﬂﬁlumawaﬂ‘uaﬂivmmmﬂmauﬂﬂluﬂmmﬂ
Fouarlo@eie fswiolul

w@iFazdusanidedld loun

Femlus (aumw 1) NFAVNAUTILAT Susud 4) andules

(aumm 10) VWA (Susudi 11) uuua'l (Susudi 18) aues

(aumw 19) LagaINIIAN (aumw 20)

tofgnziuaan lawn

Twa (Susiudl 2) Infa (Susudl 3) geans Buduil 6) Taiien

Busiuit 7) I (Gusiudl 8) @edls Guiuit 9) wy Gusiuil 13)

Reln (Fusiuil 1) Yonu Susudl 17) uaglomni (Gustu 23)

lowdenide loun

Foalld (Fuau 4) waldiu (Fusvu 12) Usaluy, Audiaun

(Fusu 21) uagldanaun ufu 25)

ol loun

Tund (usiv 16) Tsnaes Budu 25) uazaulu (Susiu 25)
ziuaannard loun

alu (Gudiv 15) 81y and (Budu 22) uazlaen Fudu 23)

Tl 2556 AAdIuENIANSENINIUTEMALARSDINTLRULR
agadundasiidunnasanarediudiasugialanasd

o < = K] A =~ 2
Aulsiuiyauiny ok ICCA Siruznimnglavisessnsia
Msgasdagiunumssezeniognaasedslugsianisuseyy
serinUsenansdddmsnlunadiunisussyuaunay
seneUssina’

Southeast Asian countries:

Singapore (no. 5), Thailand (no. 7), Malaysia (no. 9),
Indonesia (no. 10), Philippines (no. 13), and Vietnam
(no. 14), Cambodia (no. 25), Laos (no. 25), and
Myanmar (no. 25);

Oceanic countries:

Australia (no. 4), and New Zealand (no. 15);
South Asian countries:

India (no. 6), and Sri Lanka (no. 18);

Middle East countries:

United Arab Emirates (no. 12), Israel (no. 16),
Qatar (no. 17), Saudi Arabia (no. 20), Oman (no. 21),
Lebanon (no. 22), and Iran (no. 23).

Of all Asian and Oceanic cities hosting international
association meetings, Southeast Asian and East
Asian cities were particularly successful. The three
most active Oceanic cities in the key cities ranking
were located in Australia. New Zealand’s Auckland
came in at 25. South Asian and Middle East cities
were relatively much less involved, with the exception
of the cities listed here:

Southeast Asian cities:

Singapore (no. 1), Bangkok (no. 4), Kuala Lumpur
(no. 10), Bali (no. 11), Manila (no. 18), Hanoi (no.
19), and Jakarta (no. 20);

East Asian cities:

Seoul (no. 2), Beijing (no. 3), Hong Kong (no. 6),
Tokyo (no. 7), Taipei (no. 8), Shanghai (no. 9), Jeju
(no. 13), Kyoto (no. 14), Busan (no. 17), Osaka (no. 23);
Oceanic cities:

Sydney (no. 4), Melbourne (no. 12), Brisbane, QLD
(no. 21) and Auckland (no. 25);

Southeast cities:

New Delhi (no. 16), Bangalore (no. 25) and Mumbai
(no. 25);

Middle East cities:

Dubai (no. 15), Abu Dhabi (no. 22) and Doha (no. 23).

The international association sector has exhibited strong
growth throughout the past few years of economic
uncertainty world-wide. ICCA argues that any destination
or organization wishing to be a serious long-term player in
the international meetings business should make sure that
it is involved in the international association sector."

14. ICCA. ICCA Press Resources. Retrieved 21 April, 2014, from http://www.iccaworld.com/npps/iccapresskit.cfm.
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mswh 1 Suoumsuszauanauirinautuds:inAtunimae@aua-lo@ata 25 Us:maAusniul 2556
Table 1 Number of Meetings Held in Top 25 Asian and Oceanic Countries in 2013

Auoumsus:zagu /

dnu / Rank Uszinfa / Country Number of Meetings

1 Ju / Japan (7) 342

2 3u / China (8) 340 %
k] imKate / South Korea (12) 260 %
4 ooawnsiag / Australia (16) 231 %
5 asalls / Singapore (21) 175 2
6 duifa / India (27) 142 g
7 Tna / Thailand (29) 136 5
8 TsiK3u / Taiwan (33) 122

9 unada / Malaysia (35) 117

10 dulntitda / Indonesia (37) 106

11 d0JnJ / Hong Kong (39) 89

12 ans3oKsuLIsAd / United Arab Emirates (44) 62

13 waddud / Philippines (49) 53

14 Baauu / Vietnam (50) 52

15 to3uaun / New Zealand (51) 48

16 dasoa / Israel (54) 40 g
17 nms / Qatar (68) 20 g'
18 ASaim / Sri Lanka (74) 17 %
19 pm / Macao (78) 16 g’
20 s19nens:a / Saudi Arabia (83) 12 g
21 Touau / Oman (88) 10

22 tavnuau / Lebanon (90) 9

23 dns1u / Iran (100) 6

23 mdnanu / Kazakhstan (100) 6

25 Nuwy1 / Cambodia (104) 5

25 Aasuau / Jordan (104) 5

25 a12 / Laos (104) 5

25 wauus / Myanmar (104) 5

Source: International Congress and Convention Association. 2013 ICCA Statistics Report. Country & City Rankings. The International Association Meetings Market
2013. Asia Pacific & Middle East rankings: Number of meetings per country. Abstract for international associations, press, universities, students, and consultants
(June 2014), P 46.

NB: The numeral in parentheses after the name of each country designates its world ranking.
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mMsA 2 Suoumsuszguanauiu 25 esusniiindulunimaeBaua:loGeaiia (2556)
Table 2 Number of Meetings Held in Top 25 Asian and Oceanic Cities in 2013

Auoumsus:=gu /

diau / Rank Uszina / City Number of Meetings
| dinlus / Singapore (6) 175
2 1ga / Seoul (9) 125
3 UninJ / Beijing (18) 105
4 nsJinwuriuns / Bangkok (20) 93
4 3nlid, U0 131510ad / Sydney, NSW (20) 93
6 90JnJ / Hong Kong (23) 89
7 Tounao / Tokyo (26) 79
8 Tnw / Taipei (28) 78
) 13815 / Shanghai (29) 72
10 nda1auwes / Kuala Lumpur (33) 68
11 ulKa / Bali (40) 55
12 watdsu, 3nnoiSa / Melbourne, VIC (44) 5y
13 w13 / Jeju (52) 45
14 inadin / Kyoto (55) 43
15 alu / Dubai (63) 37
16 Uowna / New Delhi (65) 35
17 Ja1u / Busan (68) 34
18 y=uan / Manila (89) 28
19 @1uod / Hanoi (90) 27
20 A1msm / Jakarta (94) 26
21 uSawu, Aduduaun / Brisbane, QLD (97) 25
22 91y mU / Abu Dhabi (103) 23
23 na1 / Doha (117) 20
23 1o31m / Osaka (117) 20
25 oauaus / Auckland (126) 19
25 UJsmaas / Bangalore (126) 19
25 uulu / Mumbai (126) 19

Source: International Congress and Convention Association. 2013 ICCA Statistics Report. Country & City Rankings. The International Association Meetings Market
2013. Asia Pacific & Middle East rankings: Number of meetings per country. Abstract for international associations, press, universities, students, and consultants
(June 2014). P. 46

NB: The numeral in parentheses after the name of each city designates its world ranking.
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NUUFAIFUAUNUNEH

Exhibitions / Trade Fairs

1.5.1 nan15UsENUNITRRAIMNTIY

1wl 2556 mﬂmuLLamqaummmsmmmawummuamaum
’Lummhawasm 17,382,500 n5.4. Tvilrigndn dlenBaudiey
fuituit 16 ,307,250 M35.4. fanelud 2555 Andudnsing
Buln 6.6%"° lusavsai swauituiind 55% aelu

Usewadu wag 11% Tudssmadgiu’ Jeiaawndniia 2 4

dlosmfuudpnifusiuuds 66% oils Tuussnauuans
Fumauau 2, 013 muwaa‘lumusuaua‘um Business Strategies
Group (BSG) 1 a’mmu’mman 900 uviseAnlu 44%
Sotuluusvine 2 Usznail’

mm‘usflsﬂmmmm’muamaummaamULam’Luﬂ 2556
thavinifu 4,400 MUSEEnSEY ity 6.4% ndfay Tl
2555% Uszmaiuginansessumii 1 Tneflwansaud 1,600
Sunsansgs Tnewdiuln 8.0% oifisuned mmvmﬂu
mﬂummmﬁmmaumu 2 Hulat 2.0% manl’%&mmauﬂmaﬂ
910 919 duwsoyansys \Ju 938 dumBugyanign’®

s1elagau

Winand 2555

Uzl

Wiwa1nd 2555

Ussnegiu

Winand 2555

1.5.1 Industry Performance

In 2013, a total of 17,382,500 m? exhibition space was
sold to exhibition clients in comparison to a total of
16,307,250 m” in 2012. This represented a 6.6%
growth rate." Of this aggregate number, more than 55%
was sold in China and 11% in Japan'® - key figures which
when combined represent a staggering 66%. Among the
2,013 trade fairs included in the BSG database, almost
900 or 44% were held in these two countries.'”

Revenues from trade fairs in Asia in 2013 were
USD 4.4 billion, representing an increase of 6.4%
over the 2012 figure.'® China continued to retain
the top position at USD 1.6 billion, representing
an 8.0% increase year-on-year. Japan, the second
largest market, grew by 2.0% year-on-year from
USD 919 million to USD 938 million."

s1elnsouANNULEnIgumMaaiInddw@aiut 2556
Revenues from trade fairs in Asia in 2013

15. UFI, the trade fair industry in Asia. 10th edition. Researched and compiled by Business Strategies Group. June 2014, p. 10. The corresponding growth figure for 2012 over 2011 was a 2.7%

growth rate from 15,876,500 m2 in 2011.

16. UFI. the Trade Fair Industry in Asia. 9th Edition. Researched and compiled by Business Strategies Group. June 2013, p. 11.

17. UFI, loc.cit., p. 10.

18. The 2012 revenues increased by 2.3% over the 2011 figure, while the 2011 revenues were 14% higher than those of 2010. See UFI, ibid., p.11.

19. UFI, loc.cit, p. 11.
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MSWN 3 panNULIaIFuAEIGaiomMudumMuliunansuszuiumsnagla (ns.u.) sr1alauszuiums

uazshalntaaasainutut 2556

Table 3 Asian Trade Fair Markets by Estimated Net M? Sold, Estimated Revenues, and

Average Revenue per Fair in 2013

wunus=urums
shal (ms.u.)
Estimated Annual

shglataagsiodnu
(iHSaryansig)

sh1elaUs=urrumssiat)
(IHSaryansig)
Estimated Annualized

Us=me Average Revenue
Country Size in M2 Revenues (USD) per Fair (USD)
Au / China (565) 9,719,750 1,571,920,000 2,782,159
tUdu / Japan (329) 1,977,000 937,666,750 2,850,051
doana / Hong Kong (109) 906,000 402,849,000 3,695,862
duing / India (145) 854,750 187,577,000 1,293,634
inKa / Korea (160) 854,500 249,680,500 1,560,503
T6iKdu / Taiwan (89) 716,250 171,344,750 1,925,222
ooalnsiaa / Australia (179) 556,250 261,593,250 1,461,415
Tna / Thailand (77) 506,250 174,411,500 2,265,084
asalls /Singapore (93) 329,250 197,680,000 2,125,591
vnada / Malaysia (77) 300,000 103,263,000 1,341,078
dulniitda / Indonesia (51) 203,000 49,678,500 974,088
Banuv / Vietnam (57) 158,750 47,195,750 827,996
wadduad / Philippines (44) 151,250 24,940,000 566,818
Uanamu / Pakistan (28) 77,000 20,577,250 709,560
i / Macau (9) 72,500 18,138,500 2,015,389
sou / Total (2,103) 17,382,500 4,418,515,750 2,194,990

Source: Adjusted from tables 1 and 2, UFI, The trade fair industry in Asia. 10" edition. Researched and compiled by Business Strategies Group. June 2014, pp. 11-12.
NB: The figure in parentheses after the name of each country designates the number of trade fairs identified for that particular country.

Tuniselfiaderaauuansdud 1 eubudesnsdinsases
Fwmissusu 1 Uszdnianelud 2556 Tnesiseldiadese
iy 3,695,862 Wispryansgs egendtuiinsessusu
2 88019 30% (éfmmﬁw%fuzﬁﬂuwhﬁu 2,850,051 Lvisteyamsg.)
panndudn 4 wisiifiselfadedeaugenin 2 Suwdery
ansgs Tl 2556 laundu (2,782,159 wisweyansy™) ne
(2,265,084 Wistigyamsg®) &ALU3 (2,125,591 wiRegyamnss)
wazain (2,015,389 Wiseryansy”)

With respect to average revenue per fair, Hong Kong
still held the regional top position in 2013 with an
average revenue per fair of USD 3.7 million, a figure
30% higher than the second-placed Japan (USD 2.9
million). The only four other markets to average more
than USD 2 million per fair in 2013 were China (USD
2.8 million), Thailand (USD 2.3 million), Singapore
(USD 2.1 million), and Macau (USD 2.0 million).




14 | The Gateway to ASEAN’s MICE

MsA 4 NuoufgualanIFUAMUUTIALAGiuRtanIFumMiun3Ue@etul 2556

8
Table 4 Number of Exhibition Centers and Total Space (M2 in 2013 %
S
o ¢ 3
UszinA AUDUAUEUIAIFUAUIUNEE iunNuanJIauAsou (nAs.u.) 3
Country No. of Centers Total Gross Indoor Size in M? é
=
Au / China 106 4,845,192 (69.06%) g
du / Japan 13 355,658 (5.07%) .
in1HKa / Korea 13 324,368 (4.62%)
duing / India 14 290,457 (4.14%)
Tna / Thailand ) 222,984 (3.18%)
Jaalls /Singapore 10 219,970 (3.14%)
doJnJ / Hong Kong 2 149,820 (2.14%)
ooadinsiaa / Australia 10 137,042 (1.95%)
Teindu / Taiwan 5 117,178 (1.67%)
dulntitda / Indonesia 9 106,094 (1.51%) _
p / Macau 2 76,715 (1.09%) g
unadg / Malaysia 4 71,292 (1.02%) r%_
Uananmu / Pakistan 2 39,045 (0.56%) %
Banuiu / Vietnam 4 33,793 (0.48%) %
wWadJdud / Philippines 3 26,257 (0.37%) 5
sou / Total 206 7,015,866

Source: Adjusted by the research team, based on table 7, UFI, the trade fair industry in Asia. 10" edition. Researched and compiled by Business Strategies Group. June 2014, p. 19.

NB: The numerals after the figures in parentheses refer to the total spaces in percentage in comparison to the Region’s total exhibition space.
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1.5.2 anuiidnauuansdudi
Tuwdrwaiuiisnnilunaisuuelng ooy fusen
widenzTusendodd odeld warledefotu 1l 2556
flanuiidauansdudsiunu 206 widly 15 Useine dadl
fuitsan 7,015,865 a5y, SwaziBunveUstALaz Ui
fixsioluil

Ju (4,805,192 nya) qUu (355,658 msa) wn1mAld

(324,368 M3.41.) Duie (290,457 m3.41.) Ine (222,984 ms.41.)
deAlUs (219,970 ms.al) g09n9 (149,820 M5.4l.) DRAWNSIAY
(137,042 p5.41) Tewiu (117,178 mya.) BulaiiFie (106,094
A3.41) A (76,715 AS4L) Lnale (71,292 m5.4.) Uiienu
(39,045 @3u) Feaum (33,793 msa) waziaulud
(26,257 A3.91.)°

muﬂiummummmuwuwLLamaumaqamm 69.06% 11N
ﬂmﬂiwﬁnﬂaumuamﬂamﬂu SindauituTuan dudh 5.07%
uay manuammuwummeaummamaLsuamuauaaﬂwwm
Fu qu il goena i wazanii) ity
83.65% mmwumamaumsumLalfnam“auaaﬂ loTnzusen
Aodld 1@l wazlei@uidl Jauanidisnisnszqniognann

1.5.3 anmMMIalgnannssauLansduA1vemiviede
Tagnms
AnwaLAUUNYIENIITINAINITHRILIAAY Y Tunipau
wansdudvaseifelull 2556 anaagUldwsil

Tud 2556 AAnsuansduAIvBLRTaLRULS 6.6% NIA
mafungeels WeaSsuiieutudnsuiuls 2.7% uway
2.6% @msut 2555 way 2554 MUanu

iusaglneidunanaiidulndaiign lnewuln 14.0% uas
9.0% mudu Turaediduiuln 8.0% Sulaiidediuln
7.0% uarderlUsiauln 6.8% Lodiens Tusenidedilugiinig
wLmUImLi’mamﬂmwuﬁuU 2556 Taeiilve auimuwa uay
amiﬂsmuimmfmmLaaaﬁuaagummmummmu 6.6%

Fudadunmnsuaniduiilvgfigeuesedeidulage
S 8.0% FeimsdunaiIulildFulnddiudu
¥ 2551 Tunsnuwih Gudvlalusnsiidesnd laeidule
2.3% \lefleudsed”

1.5.2 Trade Fair Venuesare as follows:

In terms of venue capacity across major markets in
East Asia, Southeast Asia, South Asia, and Oceania, 206
trade fair centers in 15 countries with a total space of
7,015,866 m” were listed in UFI's 2013 data. Details of
the countries and their total space are as follows:
China (4,845,192 m?), Japan (355,658 m’), Korea
(324,368 mz), India (290,457 mz), and Thailand
(222,984 m?), Singapore (219,970 m?), Hong Kong
(149,820 m?), Australia (137,042 m?), Taiwan (117,178
m?), Indonesia (106094 m?), Macau (76,715 m?), Malaysia
(71,292 m?); Pakistan (39,045 m), Vietnam (33,793 m’),
and Philippines (26,257 m?).%°

China has the highest proportion of trade fair venues
at 69.06%, a much higher figure than Japan in second
place at 5.07%. When taken together, East Asia (China,
Japan, South Korea, Hong Kong, Taiwan and Macau) has a
total venue proportion of 83.65% of all trade venue space
in East Asia, Southeast Asia, South Asia, and Oceania. This
represents a particularly high concentration ratio.

1.5.3 Asia’s Overall Trade Fair Scenario

In a nutshell, salient features and major developments
in Asia’s trade fair sector in 2013 may be summarized
as follows:

In 2013, Asia’ trade fair sector grew by 6.6% as measured
by space sold, compared with a year-on-year
increase of 2.7% for 2012 and 2.6% for 2011.

Taiwan and Thailand were the fastest growing
markets, registering growth rates of 14.0% and
9.0% respectively. Meanwhile, China grew by 8.0%,
Indonesia by 7.0% and Singapore by 6.8%. Southeast
Asia was once again the growth champion in 2013
with Thailand, Indonesia, and Singapore all
outperforming the regional average of 6.6%.

China, Asia’s largest exhibition market, posted an
8% growth rate. It is to be noted that China has
not grown as rapidly since 2008. On the other
hand, Japan registered a relatively more modest
increase with a 2.3% growth rate year-on-year.”'

20. UFI, table 7, UFI, the trade fair industry in Asia.ibid., p. 19
21. UFI (2013), ibid. p-14.
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In 2013, Asia’s trade fair sector grew considerably
faster than the BSG forecast figure of 16.8 million
m’, driven in the main by robust growth in Southeast
Asia’s and China’s key trade fair markets. However,
the actual aggregate venue size of the Asian trade
fair sector was 17.38 million m’, representing an
annual growth rate of 6.6%, which was the
highest regional growth figure since 2002. For the
fourth consecutive year, Southeast Asia’s trade
fair markets outperformed Asia’s regional growth
average of 6.6%.

In 2014, BSG is forecasting a regional growth rate
of 5.7% for space sales, resulting in total space
sales of 18.37 million m2. The key growth drivers
will be strong performance by Southeast Asia’s trade
markets and the continued strength of China’s

overall market.??

With respect to the continent’s venue capacity
landscape, Asia will have a total of 206 purpose-built
exhibition venues in comparison to 101 venues in
2005.

Almost 70% of all Asia’s venue capacity is located
in China, representing more than 13 times the
capacity of Japan, which is the next largest market

(4.85 million m? as opposed to 355,658 million m?).

There will be a total of 106 venues in China by the
end of 2014. India will have 14 venues then. Japan
and Korea will each have 13. Australia has 10 venues,
while Thailand and Indonesia each have nine.?

China sold four times more space than Japan in
2013. It is to be noted though that it required 13
times more capacity to attain those sales
(4,845,192 m” as opposed to 355,658 m?). Capacity
underutilization is likely to persist at certain
Chinese venues as administrative leaders in many
of China’s cities are keen to invest in large-scale
exhibition centers, often above a level the market
can sustain.?*

22. UFI (2013), ibid. p.17.
23. UFI (2013), ibid. p.19.
24. UFI (2013), ibid. p.39.
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2.1
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Business Meetings and
Association Meetings
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Certain key features of ASEAN'’s business meetings
and association meetings sector are as follows:

1) in 2013 three of ASEAN’s major cities — Singapore
(ranking second), Bangkok and Chiang Mai (ranking
fifth), and Ho Chi Minh and Hanoi (ranking eighth)
- were among the top 10 cities for meetings and
events in Asia and Oceania®’

2) major ASEAN destinations hosting more than 100
association meetings are Singapore (175 meetings),
Thailand (136 meetings), Malaysia (117 meetings),
and Indonesia (106 meetings)

3) the Philippines and Vietnam followed suit with
53 and 52 association meetings. The remaining
countries are still in the initial stage of development
in terms of the number of association meetings held

4) 17 ASEAN cities made it into ICCA’s 2013 Asia
Pacific & Middle East rankings are Singapore,
Bangkok, Kuala Lumpur, Bali, Manila, Hanoi, Jakarta,
Kuching, Phuket, Cebu City, and Ho Chi Minh City,
Chiang Mai, Pattaya, Da Nang, Bandung, Kota
Kinabalu and Makati City. It is to be noted that
four Thai cities — Bangkok, Phuket, Chiang Mai, and
Pattaya — were listed in this ranking.

25. American Express Meetings & Events Destination Analysis, October, 2013. Quoted in Issa Jouaneh. American Express 2014 global meetings and events forecast, table 12, Ibid., p. 68.
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“fuoumsussguanauiindutuds:inAegautud 2556
Number of Association Meetings Held in ASEAN Countries in 2013

Auoumsus:=agu /
Number of Meetings in 2013

1 3inlls /Singapore 175
2 Tna / Thailand 136
3 unaida / Malaysia 117
4 duilntida / Indonesia 106
5  @Waddud / Philippines 53
6  1Baauu / Vietnam 52
7 nuwz1 / Cambodia 5
7 a1 / Laos )
7 Wwauus / Myanmar 5
10  uslu misasiau / Brunei Darussalam 1

Vietnam
52

Thailand
136

Cambodia
5

Indonesia
106
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2.2

Juuaniaumuiunsfaluandau

ASEAN'’s Exhibitions / Trade Fairs
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2.2.1 Industry Performance

Certain salient features of ASEAN’s trade fair
markets are as follows:

Three major ASEAN’s trade fair markets in 2013
with respect to estimated annual size in m* and
estimated annualized revenues (USD) were
Thailand, Singapore, and Malaysia. In terms of
estimated annual space sold in m?’ Thailand,
Singapore, and Malaysia enjoyed market shares of
31%, 20%, and 18% respectively.

The promising second-tier markets in terms of
estimated annual size in m” and estimated annualized
revenues (USD) were Indonesia, Vietnam, and the
Philippines respectively.

In terms of average revenue per fair and average
size per fair in m? in 2013, Thailand (USD
2,265,084: 6,575 m2), Singapore (USD 2,125,591:
3,540 m2), and Malaysia (USD 1,341,078: 3,896
m?) were the top three ASEAN markets, with
Thailand topping the list in both categories.

Indonesia (USD 974,088: 3,980 m?), Vietnam (USD
827,996: 2,785 m’), and the Philippines (USD
566,818: 3,438 m?) followed suit in the second-tier
ASEAN'’s major markets group. It is to be noted that
Indonesia’s and Vietnam’s figures in these two
categories were different minimally. This group of
countries constitutes ASEAN’s emerging markets with
great potential.

2.2.2 Trade Fair Venues

In terms of the number of exhibition centers and
total space (m?) in 2013, certain salient features of
ASEAN'’s trade fair markets are as follows:
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Msi 6 RAANUIEAAIFUAMKANTINGaUMUTURaNSUs:-INuMshinels (ns.u.) tassialauszuumstutl 2556
Table 6 ASEAN’s Major Trade Fair Markets by Estimated Net M? Sold and Estimated Revenues in 2013

duiuszunums s1alauszurrumssiat

shal (ms.u.) (WHSaryansig)
Uszina Estimated Soga:  Estimated Annualized Soaa:
Country Annual Size in M2 Percentage Revenues (USD) Percentage
Tna / Thailand (77) 506,250 30.7% 174,411,500 29.2%
JJAlUs /Singapore (93) 329,250 20.0% 197,680,000 33.1%
unagg / Malaysia (77) 300,000 18.2% 103,263,000 17.3%
dulntitda / Indonesia (51) 203,000 12.3% 49,678,500 8.3%
Baaulu / Vietnam (57) 158,750 9.6% 47,195,750 7.9%
waddua / Philippines (44) 151,250 9.2% 24,940,000 4.2%
souNBau / ASEAN's Total (399) 1,648,500 100.0% 597,168,750 100.0%

Source: Adjusted from tables 1 and 2, UFI, the trade fair industry in Asia. 10 ™ edition. Researched and compiled by Business Strategies Group. June 2014, pp. 11-12.
NB: The figure in parentheses after the name of each country designates the number of trade fairs identified for that particular country.
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In terms of total gross indoor size (M?) in 2013,
the top four markets were Thailand, Singapore,
Indonesia, and Malaysia respectively. The total
indoor exhibition hall size in each remaining
market is to be expanded to be on a par with the
firs-tier players.

Three remarkable forthcoming venue capacity
additions are occurring in ASEAN — Indonesia and
Malaysia. Kuala Lumpur’s New MATRADE venue
is scheduled to add 100,000 m? in 2414. Jakarta
will also add another 160,000 m?* BSD Convention
Center and Alam Sutera International Exhibition and
Convention Center with 100,000 m? and 60,000 m?
event spaces respectively.26

A recently announced expansion of Thailand’s
IMPACT Muang Thong Thani, which is already
ASEAN’s largest exhibition center (with a total indoor
space of over 140,000 m?),%” will substantially give
Thailand a competitive edge in this market segment.

26. UFI. op.cit. p. 50.

27. IMPACT Muang Thong Thani. Company Profile. Retrieved September 10, 2014, from http://www.impact.co.th/index.php/who/company_profile/en

MsWN 7 BunuaniaumsouuazNuouguduanIgumgalondau (ns.v.) ul 2556

Table 7 Number of ASEAN’s Exhibition Centers and Total Space (M?) in 2013

UszinA AUoUAUEUANIFUAT
Country No. of Centers

Tna / Thailan

asalls /Singapore
unaida / Malaysia
dulauida / Indonesia

Banulu / Vietnam

waddud / Philippines

soudau / ASEAN’s Total

souLBa / ASIA’s Total

Adjusted by the r ch team, based on table 7, UFI, the trade fair industry in Asia. 10th edition. R

anatiunuaniauAmmatusou (ns.u.)
Total Gross Indoor Size in M?

9 222,984
10 219,970
71,292

94

33,793

26,257

39 680,390

200 7,015,86

rched and compiled by Business St Group. June 2014, p. 19.
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Thailand’s MICE
Situation

Fuoudntaunalug / s1gla (auuin) /
Number of MICE Travelers Revenue (Million Baht)
Insunan 1 Tasunan 2 Teswvnan 3 sou 9 wiou | Tmswan 1 Tnswnan 2 Tasunan 3 sou 9 wou
Q1 Q2 Q3 9 Months Q1 Q2 Q3 9 Months
misus:=3u
L 38,315 90,125 36,557 164,997 3,989 8,360 3,594 16,443
Meetings
misroJtfian
ll'll'lalﬂUS’lJf)'a 58,564 80,580 48,691 187,835 3,736 5, 080 3,070 11,886
Incentives
MSUS=3uUNIUNBIA
" 58,682 77,155 55,205 191,042 5,805 7,398 5,296 18,499
Conventions
MSuanJaum
uluBn 31,303 23,592 74,721 129,616 2,503 2,009 6,536 11,048
Exhibitions
Sou
Total 186,864 271,412 215,174 673,450 16,033 23,347 18,496 57,876
otla

mswh 8 wamssnliumsgatanaknssuludinatudoudszuiu 2557
Table 8 Thailand’s MICE Performance in the Fiscal Year 2014

Source: Thailand Convention and Exhibition Bureau (TCEB)
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Fasramsidunsveseramnssuludivewenilusenia
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2557 fifwiolui lulasanadl 1 Sursmestnidumslud
Wiy 186,864 Au aseselddnuin 16,033 duum
wadumeannlénd nadiumsuszeu (Meetings) fousy
ginsmnudiuan 38,315 au afeselidiuiy 3,989
Fuum medumsvieafiruiietussta (ncentives) fowusy
Hidnsamnudiuau 58,564 A aiusngliiiuiu 3,736 Suum
AAEIUMTUSTEYUUIUNNR (Conventions) Wunanndilg
fgalundvesUiinagiinsiunuuasseldlulasinadl 1 ma
duiifeusufidriunusam 58,682 au adrmeldtuau
5,805 &MU NIAFIUNSLAAIFUAUINYIR (Exhibitions)
FRUFURNTINUIIAY 31,303 AW wazadie s1eladuau
2,503 §1UUM

Tulesinad 2 Srousamestidumslad whnfu 271,412 ey
Tuvaugifinsadeselddmny 23,307 dwum wdady
swamladel madumsvssgnduranilvefasluuives
Uinafdnunuuazsgldlulasnadl 2 meduiifousy
Hinsamnuduan 90,125 Ay adueld 8,860 d1uum
madunsvisiisuielunstadousugidrsmnusau
80,580 Au @3193elel 5,080 duum amdINNNTUTEYN
wnyddeusuiin T 77,155 au afnaeld
7,398 81UV BATNIAAIUNISLAASANAILIUNITIRADUSU
AU 23,592 Au ad1eseld 2,009 duun®

Tulasunait 3 Swousamestipumdludhilasinad 3 wniu
215,174 e Tuvauiisglismmnenamnssaludsiauminiy
18,496 &um wiadumeanunldweil AAFIUNNTUTEYY
FousudinTnudu 36,557 au afunweld 3,594
duum medunsvieadisniiedusstaseusugidniu
NI 48,691 AU @deeld 3,070 duum amdIu
MSUTEYNUINNARDUT U TINOWI NI 55,205 AU
4519978161 5,296 FMUUM UaENIAEIUNTLARELAUINITIA
FudunanailvgiigalundvesUSunatinaumnaasseldlu
lasunad 3 Inedousufidnsanau s 74,721 au way
a519elel 6,536 auum’”

Figures on Thailand’s MICE performance by sector
for the first, second and third quarters of the fiscal
year 2014 are as follows: In the 1%t sector, the total
number of MICE travelers to Thailand was 186,864
delegates, while the total revenue generated was
TBT 16,033 million. The meetings sector involved
38,315 delegates and generated TBT 3,989 million
in revenue. The incentives sector welcome 58,564
delegates and generated TBT 3,736 million in
revenue. The Conventions sector constituted the
largest market in terms of visitor volume and revenue
in the first quarter. This sector welcome 58,682
delegates and generated TBT 5,805 million in
revenue. The exhibitions attracted and generated
TBT 2,503 million in revenue.

In the second quarter, the total number of MICE
travelers was 271,412 delegates, while the total
revenue generated was TBT 23,347 million. The
meetings sector constituted the largest market in
terms of visitor volume and revenue. This sector
welcome 90,125 delegates, and generated TBT
8,860 million in revenue. The incentives sector
involved 80,580 delegates and generated TBT
5,080 million in revenue. The conventions sector
welcome 77,155 delegates and generated TBT
7,398 million in revenue. The exhibitions sector
welcome 23,592 delegates and generated TBT
2,009 million in revenue.?®

In the third quarter the total number of MICE travelers was
215,174 delegates, while the total revenue generated
was TBT 18,496 million. The meetings sector welcome
36,557 delegates, and generated TBT 3,594 million in
revenue. The incentives sector involved 48,691 delegates
and generated TBT 3,070 million in revenue. The
conventions sector welcome 55,205 delegates and
generated TBT 5,296 million in revenue. The exhibitions
constituted the largest market in terms of visitor
volume and revenue, welcoming 74,721 delegates
and generating TBT 6,536 million in revenue.?

SNCCRRMJMSSUMLEBRIUSLUSLUNLUE

28. TCEB. TCEB Statistics. Tables 1, and 2 (Number of MICE Travelers and Revenue, Q2, FY 2014: Categorized by Industry). Data Portfolio.
29. TCEB. TCEB Statistics. Table 3 (Number of MICE Travelers and Revenue, Q3, FY 2014: Categorized by Industry). Data Portfolio.
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It is interesting to note an emerging pattern:

1) in the first quarter of the fiscal year 2014 the
conventions sector constituted the largest market
in terms of visitor volume and revenue;

2) in the second quarter of the fiscal year 2014
the meetings sector constituted the largest market
in terms of visitor volume and revenue;

3) in the third quarter of the fiscal year 2014 the
exhibitions sector constituted the largest market
in terms of visitor volume and revenue. Therefore,
it is strategically important to run a set of time-series
data to verify if this quarterly sector-specific pattern
is self-repeating. The findings should provide a
guideline for further policy formulation.

Average annual MICE revenue data by sector from
2007 to 2013 are as follows:

meetings (TBT 18,811.29 million);

incentives (TBT 11,493.57 million);

conventions (TBT 25,633.86 million);

exhibitions (TBT 10,834.71 million).

The average total annual MICE revenue over the
same period is TBT 66,773.43 million.*°

In the fiscal year 2014, the Bureau aims to attract
986,900 MICE travelers and generate THB 96, 900
million in revenue across 12 months. The actual
accumulative figures from the first 3 quarters are
662,997 travelers and THB 56,978 million in
revenue (from October 2013 — June 2014).2" The
actual revenue figure at year end should clearly
exceed the average total annual MICE revenue from
2007 to 2013 of TBT 66,773.43 million. The exact
figure for the fiscal year 2014 is yet to materialize
at the end of the fourth quarter.

30. TCEB. TCEB Statistics. Revenue Actually Generated (By Quarter, FYs 2000-2014 ). Data Portfolio.

31. TCEB. TCEB Statistics. Table 4 (Number of MICE Travelers and Revenue, FY 2014: Compared with Target Figures). Data Portfolio.
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Photo Credit: Wonderful Indonesia. Retrieved September 10, 2014, from http://www.tourisme-indonesie.fr/content/destinations-principales-I-ile-de-bali
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1) nasedhiineulsiiemswanseaiisaguuuis
nsUsERIUIUNA MsvisadleaieidussTauazdiaun
(Directorate of Special Interest Tours, Convention,
Incentive and Events Development): diinslyidseg
meldnsznsismsvieailiuaziasugiiaaiaassd (Ministry

MICE promotion in Indonesia is part of the Master

Plan for the Accelerated and Expansion of Indonesian

Economic Development 2011-25 (MP3EI), which

includes the Bali-Nusa Tenggara Corridor among

its six economic corridors to receive special focus.

This includes cruise ship and yacht-based MICE

activity, bringing the variety of this island chain

into business tourism packages. The benefits for

local economies of a successful MCE industry are

also now better known as MICE visitors typically

spend four or five times more than leisure visitors

per day of their stay.*? Indonesia’s MICE strengths

consist in the following factors:

1) its rich natural beauty such as scenic spots
and wildlife

2) its varied cultural heritage sites

3) its relative economic size

4) its state-of the-art facilities

5) its numerous MICE destinations?

Specific initiatives developed to enhance Indonesia’s

MICE sectors are:

1) The setting up of a new Directorate of Special

Interest Tours, Convention, Incentive and Events

Development: The Directorate, which is under the

Ministry of Tourism and Creative Economy, is in

charge of improving the competitiveness of the

W
N

. Oxford Business Group. Business destination: Expanding the quantity and range of MICE facilities. Retrieved: August 31, 2014, from

http://www.oxfordbusinessgroup.com/news/business-destination-expanding-quantity-and-range-mice-facilities.

33. Wonderful Indonesia. Choose Indonesia. Retrieved August 31, 2014, from http://www.indonesia.travel/mice/en/index/choose-indonesia (Indonesia’s Official Tourism Website).

34. Wonderful Indonesia., loc.cit.

[
&

http://www.chinamicenow.com/article/indonesia-boosts-mice-industry-new-initiatives.

. China Economic Review. Indonesia boosts MICE industry with new initiatives. Retrieved: 31 August 31, 2014, from
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Indonesian tourism industry by developing human
resources, facilities and other standards in order
to enable the country to become a quality MICE
destination

2) A focus on the country’s multiple MICE destinations:
The Directorate capitalizes on the country’s
numerous MICE destinations, especially Bali,
Jakarta, Surabaya, Manado, Jogjakarta, Medan,
Lombok, Padang-Bukittinggi, Batam-Bintan, and
Makassar. Infrastructure projects are already in
place for several cities, including a new airport in
Lombok, and a new convention venue in Manado

3) Visa facilitation: Indonesia has made two efforts
in this respect - i.e.

3.1) visa-on-arrival facilities and arrangements
have been put in place to facilitate the visa
request process.**

3.2) Indonesia has put up a request to expedite
the implementation of a common ASEAN visa in
order to further develop a presence in other Asian
tourism markets.*

4) Regional marketing orientation: Indonesia plans
to welcome 8 million travelers, with predictions
that the number might reach 9.5 million in 2014.
With the global financial crisis hampering tourism
from the US and Europe, Indonesia has since
reoriented its strategies towards attracting visitors
from Asia and Russia. The number of incoming
Chinese tourists in 2011 was approximately
470,000. Indonesia aims to double that figure to
1 million by 2014.
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Photo Credit: MyCEB. Retrieved September 10, 2014, from http://www.myceb.com.my/about-myceb
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Malaysia leverages on its existing facilities and
attractions to attract business travelers to its shores.
In a context in which firms are becoming particularly
cost-sensitive, Malaysia rightly puts an emphasis on
offering great value for money, ranging from airfares
and venues to accommodation and entertainment.
Overseas event organizers have started to shift
their attention towards the country to benefit
from the most cost-effective arrangements for
their clients. Malaysia’s MICE success is in the main
attributable to the following key bodies that play
a pivotal role in supporting the MICE sector 1)
Tourism Malaysia; 2) the Malaysia Convention &
Exhibition Bureau; and 3) the Malaysia Association of
Convention and Exhibition Organizers and Suppliers.

1. Tourism Malaysia: The government is effectively
supportive of the industry and has initiated policies to
attract more regional and global conventions. Tourism
Malaysia (the Malaysia Tourism Promotion Board:
MTPB) is a focal body under the Ministry of Tourism
entrusted with a primary role of promoting the country as
a major global tourist and MICE destination. Tourism
Malaysia has a designated MICE unit to assist conference
organizers and planners as well as non-profit
professionals and associations in all MICE matters.
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2. Malaysia Convention & Exhibition Bureau
(MyCEB): Established in 2008, MyCEB functions as
Malaysia’s one-stop center for MICE activities and
operates as the country’s official Destination
Marketing Organization (DMO). It aims to be one
of Asia’s leaders in the development of the
business events industry as well as establishing
Malaysia as a global premier and preferred MICE
destination. MyCEB is currently a major ASEAN
CVB.*® It provides the following range of comple-
mentary support services for associations, firms
and even organizers:
1) Business event services
1.1 facilitating bids for regional and international
conventions, incentives and corporate meetings
1.2 advising and assisting meeting and event
planners on availability of local products and
services
1.3 assisting business event owners with the
selection and appointment of professional
meeting and event management companies
1.4 providing government liaison and contacts
1.5 assisting with site inspections
1.6 event promotion advice and assistance
1.7 providing promotional materials
1.8 on-site event support programs including
cultural shows, city tours and welcome kits
for qualified groups.

2) International event services

2.1 facilitating bids for regional and international
sports, arts, culture and life style events

2.2 assisting bids on international marketing and
packaging of selected home grown and home
hosted events (subject to assessment criteria)

2.3 liaison with focal government agencies to
address issues impeding development of
international events.?”

36. SMI SME Business Directory. Malaysia: Making Inroads into MICE. Retrieved August 28, 2014, from http://www.smibusinessdirectory.com.my/mice/519-malaysia-making-inroads-into-mice.htm/

37. MyCEB. Our Services. Retrieved August 27, 2014, from http://www.myceb.com.my/our-services
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3). Malaysia Association of Convention and Exhibitor
Organizers and Suppliers (MACEOS): MACEOS
provides a platform for discussion among PEOs and
PCOs. MACEOS is a member of 2 international
organizations: the Asian Federation of Exhibition
and Convention Associations (AFECA), and UFI
(The Global Association of Exhibition Organizers).
Common benefits for all its members include the
following:

1) enhancement of professionalism

2) access to market information and MACEQOS'’s
database

3) increased exposure and opportunities for business
networking

4) opportunities for advertisement in MACEOS'’s
publications

5) access to communication channels between the
industry and the government

6) updates on public policies and regulations
relating to the exhibition and convention industry.

Efforts are geared towards the enhancement of
professionalism through training workshops, an
increase in membership and promoting comradeship
amongst its members.*®
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Photo Credit: http://www.yoursingapore.com/content/mice/en/why-singapore/singapore-exhibition-convention-bureau.htm/
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Specific measures to enhance Singapore’s MICE
success

In the previous report, we examined the case study
of Singapore’s MICE industry thoroughly. Therefore,
we shall briefly present six additional strategies that
account for the sustainable success of the city as a

major global MICE destination in this current report.

1) STB's sustainability guidelines: Launched in 2013,
STB's Sustainability Guidelines are designed for and
directed towards Singapore’s MICE constituent
sub-sectors. The Singapore Exhibition & Convention
Bureau (SECB) aims to encourage MICEs stakeholders
to adopt sustainable practices to meet global
sustainability requirements. This scheme covers seven
industry components from across the business events
system: meeting planners, event organizers, venues,
accommodation, audio-visual set-up, transportation,
as well as food and beverage.*

2) Approved International Fair: Developed in 1990,
the Approved International Fair (AIF) scheme confers
official recognition to selected exhibitions with proven
international and commercial appeal. Participants
at AlF-endorsed events can be assured of:

38. SMI SME Business Directory., ibid.

39. STB. Singapore retains spot as world’s top international meeting country and city, ibid., and STB. Sustainability Guidelines for the Singapore MICE Industry. Retrieve August 27, 2014, from

http://www.yoursingapore.com/content/dam/mice/en/whysingapore/PDF/STB_sustainability_guidelines_manual_november_2013.pdf
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1) reaching the Asian market

2) making contacts and networking with relevant
key trade visitors and buyers from around the world
3) gaining access to a wide range of quality
international products and services conveniently
brought together at a single venue.

SECB evaluates an exhibition on the benefits it
brings to the economy. Local firms exhibiting in an
AlF-endorsed tradeshow are eligible for double tax
deduction (DTD) that allows approved firms to deduct
against their taxable income (twice the eligible
exhibition expenses). SECB also offers non-financial
support, including facilitation in securing venues;
introductions with leading business partners, local
associations, and public agencies, as well as marketing
and publicity support such as street banner support,
logo support and event listing on YourSingapore.com.*

3) BestCities Global Alliance: SECB is a member
of the BestCities Global Alliance, a global alliance
designed to ensure convention bureau service
excellence from ten partner cities: Berlin, Cape
Town, Copenhagen, Dubai, Edinburgh, Houston,
Melbourne, Chicago, Singapore and Vancouver.*'
Prospective conference and event organizers may
select any of the alliance partners to benefit from
services such as bid assistance, conference planning,
destination expertise, and onsite event servicing.
BestCities Global Alliance helps save time in the
meeting and event planning process. This network
aims to give meeting planners confidence, continuity
and convenience:

1) it guarantees the highest quality of service

2) its annual LRQA certification means all the cities in
the network always live up to this service promise
3) prospective event planners are assured of the
same high service each time and from any BestCities
without having to start all over again with another
BestCities as information about their meeting needs
are shared within the network.*?

40. STB. Approved International Fair. Retrieved August 30, 2014, from https://www.stb.gov.sg/assistance-and-licensing/resources/Pages/AlF-(Non-Financial-Assistance).aspx

41. STB. BestCities Global Alliance. Retrieved August 27, 2014, from https://www.stb.gov.sg/news-and-publications/lists/newsroom/dispform.aspx?ID=515
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4) Conference Ambassador Programme (CAP):
Launched in 2006, the Conference Ambassador
Programme (CAP) plays a pivotal role in securing
success for Singapore’s MICE. CAP identifies
rewards and galvanizes non-professional conference
organizers who are experts and influential opinion
leaders in Singapore’s key economic sectors. These
“ambassadors” represent the country in bidding for
international business events and have facilitated
in securing a great number of events such as ASEAN
Congress of Cardiology (ACC) 2012 and 22nd
World Congress for Sexual Health 2015.%

5) Strategic Cluster Approach: SECB builds and
leverages Singapore’s capabilities to host large-scale
events as well as its new business, marketing and
channel development initiatives. This includes proactive
bidding for new events based on key clusters,
attracting foreign industry players, corporations
and international associations to organize events
and/or set up bases in the country, creating new
events based on key clusters and growing existing
events to make them larger in size. This also includes
developing its supplier communities’ capabilities in
hosting more and larger events. This Strategic Cluster
Approach entails a close collaboration between
public agencies and industry partners within key
economic clusters to create, grow and attract
business events centered on the country’s main
economic drivers: e.g. banking and finance,
environment and water technologies, transportation
and logistics, biomedical sciences, ICT and digital
media, and tourism. Singapore continually re-invents
itself to remain an appealing MICE destination,
moving beyond being merely an efficient and
effective venue to be a catalyst for business success
and an exchange capital of the world.**

42. BestCities. Home Page. Retrieved August 27, 2014, from http://www.bestcities.net/

43. World Tourism Organization. MICE Industry — An Asia-Pacific Perspective (2012). ibid., p. 45.

44. The SECB has embarked on initiatives through Singapore’s Economic Development Board to attract international organizations to establish their Asia-Pacific base in Singapore. There are
approximately 7,000 transnational corporations and large local enterprises, with two thirds having regional functions. SECB also encourages the domestic MICE industry to forge stronger
partnerships so as to strengthen its global business presence, see World Tourism Organization. MICE Industry — An Asia-Pacific Perspective (2012). ibid., p. 46.
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6) To drive all of its major concrete targets, SECB
has been providing a series of incentive schemes
as part of its business strategy for the MICE industry,
including the following:

6.1) the tourism development fund - under the
“BE in Singapore” or “Business Events in Singapore”
scheme, SECB committed SG$ 170 million drawn
out of the SG$ 2 billion Tourism Development
Fund to finance the development of business
events from 2006-2010. This umbrella incentive
scheme helped the city attract, bid for and grow
a sustainable volume of strategic business events
to support the development of key clusters that
make up the country’s economic base.*

6.2) the tourism product development fund (TPDF)
TPDF supports the creation of new tourism products
and experiences as well as rejuvenation of existing
products and experiences that will heighten interest
in Singapore as a tourist destination. Successful
applicants will receive funding support of up to 50%
of qualifying costs. Possible qualifying expenses
include costs relating to third-party professional
services, equipment and material costs, and/or
marketing costs.*

6.3) the cruise development fund (CDF) - CDF
supports the home-porting of new cruise ships or
extension in deployments of existing home-ported
cruise ships out of Singapore, with the aim of
growing Singapore’s cruise industry and maximizing
the economic spin-offs accruing from cruise tourism
to the Singaporean economy. Successful applicants will
receive funding support of up to 50% of qualifying
costs. Possible qualifying costs include costs relating to
third-party professional services for market research
and feasibility studies, channel development, and
passenger source market development activities.*’

45. World Tourism Organization. MICE Industry — An Asia-Pacific Perspective (2012). ibid., p. 46.

46. SECB. The Tourism Product Development Fund (TPDF). Retrieved October 2, 2014, from https://www.stb.gov.sg/assistance-and-licensing/grants/Pages/Tourism-Product-Development-Fund-(TPDF).aspx.

47. SECB. The Cruise Development Fund (CDF). Retrieved October 2, 2014, from https://www.stb.gov.sg/assistance-and-licensing/grants/Pages/Cruise-Development-Fund-(CDF).aspx.
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unUINMSas1IlasugaInaknssulugsioAsyINAaIAUS
MICE Industry’s Contributions to the Singaporean Economy

Source: STB. Singapore retains spot as world’s top international meeting country and city.
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In conjunction with Frost & Sullivan, the Singapore
Tourism Board (STB) recently concluded an Economic
Impact Analysis (EIA) study on the industry from
2008 to 2012 in order to determine the economic
contribution of the MICE industry in Singapore.

The MICE industry continues to play a pivotal role
in the country’s economy and tourism sector. The
aggregate EIA of MICE activities was about SG$ 3.7
billion or 1.1% of Singapore GDP in 2012, representing
a 0.9% increase in 2008 GDP. The meetings sector
contributes the highest proportion at 55.4% of total
economic impact. Apart from the direct economic
benefits, MICE also contributed in terms of branding of
Singapore, cross-industry skill sharing and networking
opportunities. In line with its strategic direction
towards quality tourism, STB continues to capitalize
on the country’s strengths as a MICE destination
by working closely with industry constituents.

Initiatives include working with the Singapore
Association of Convention and Exhibition Organizers
and Suppliers (SACEOS) to formulate a training
curriculum based on STB's Sustainability Guidelines
in September, 2014.
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PECs and PCOs will increasingly play a pivotal
part in ensuring success in the global MICE
industry. With the advent of the ASEAN
Economic Community, it is interesting to
examine what lies in store for professionals,
what kind of opportunities this new context
presents, and what factors will contribute to
the Region’s MICE success, etc. In this report, two
key professionals reflect on their experiences

and share their vision for the future with us.
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What is the Current ASEAN’s PEOS Competition
Scenario like?

We observe intense competition in ASEAN’s B to B
exhibitions sector. This depends very much on each
country’s profile and logistics-related preparedness.
Thailand is a top-ten agri-business country in Asia and
the Pacific. Logistics-wise, Thailand may capitalize
on its geographical centrality. We excel in land, sea,
and air transportation competitive advantages.
The competition scenario involves a variety of
factors: 1) people, 2) processes, 3) products and
4) government policies.

ASEAN member countries should work cooperatively,
and complement one another where differential levels
of development exist. At present, the governments
have been working out a framework in this area.
The MICE industry may well contribute to this end in
terms of trade and social dimensions. In particular,
ASEAN can both learn from the EU’s success stories
and identify its room for improvement. In a nutshell,
the EU has achieved product and service groupings
with a view to effectively negotiate pricing with
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non-EU countries, as well as minimize financial
subsidies and lift taxes within the EU integration.
To the contrary ASEAN should not resort to a
common currency as the economic structures,
strength and infrastructure levels of the member
countries are considerably different. These could
readily undermine its common standing if any
such policy should be implemented at all.

What factors can enhance PEOs’ ability to organize/
attract exhibitions at the ASEAN and International
Levels?

Firstly, we shall need to identify in what areas
Thailand enjoys competitive advantages, and what
level of professionalism our personnel have attained. To
date, MICE players in Bangkok are much more prepared
than their counterparts in the upcountry. When
foreign organizers have their events held in Thailand,
they would realize that we are well-positioned
in terms of exhibition centers, hotels, and equipments,
but our personnel’s skills are still lacking.
Secondly, Thailand’ selling point is our logistics
services. A great number of airlines operate here.
In addition, we are a hospitable nation with
outstanding and varied cultures across all of our
regions. Fourthly, Thailand boasts a selection of
exhibition centers and efficient infrastructure in
sufficient numbers. Also, an effective taxation and
facilitation system is a very important factor in
the entire process. Singapore provides all facilities
and has put a one-stop service configuration in
terms of transportation from the airport to hotels,
as well as pre-and post-event tours. After an event is
over, exhibitors may depart for their home countries
almost immediately. To the contrary, Thailand’s
system is relatively complex, self-contradicting,
in a muddled order, or even lacks integrated
synchronization. For example, when we were
organizing an agriculture-related exhibition, we were
faced with complicated quarantine arrangements,

Mrepnuu

RCRISLUCUAURILRCRRI

=SRM)ASSUMLELEN)N

nRRILCYULUAUNY

=)
o}
oy
v
Z
&
<
m
x
-
@
~
=
@)
e
3.
o
=)
w
=
IS
2
QL
2
a
w
>
w
m
>
Z
s
=
@)
m
Q
o)
3
o]
@
ol
=
=
@
>
@
2
w




4112014 Thailand’s MICE Industry Report

Fnnuuazanuiiinluseiuanasgugs udyaannsiuns
FANULARIEUATZAUINTW (PEOS) Wazmunsdnn1suse
sefAr@n (PCOs) llsiifivame uenvnivdngasousy
faivion HaReLRRUTINgMSAITTa Foautsfufayaaing
melurenisiiuies

a1l1 NMITANUKARIELAT 1 UUUTNEAWATEFAINN Wil
UIEndnauwaniduinaglanamlstes winadelmsugialy
medeunduiiumana 017 wiind Tsausy wazAanisvuds
#199) NENSIAU VIP Asia @fsauau 33,000 Ay lu
Y1IFNUTLNATINIY 12,000 AU FIYIIANYIRSILUARN
T5UTHIEAUINATEIUG Uagoalimsvieuieieiitludnune
nsaflugsiansenlufunsinieundeuls funsauau
dnwazldodudnifunssdununim

mnUszasAazduaiulngemis PEOs wasuszmelneiule
a¥dlng) [Big Push] thuardesiinssnifiuntsieiine Uszans
WINFALABINITIANTANIVYTENI NTIANULAAIEUA
tuspsiinisamuluszdu 1020 Suum Winlneivua
Enarhiannsavendusyiuilld wevasrsderdnsru
msiuiioduasuuiendanuuansduivesaulng dmsu
wsmmndnnussiulnguniuliivsssiulafhifnedu
fuey Vadmszdiaramdeusunsiuuasiisidesdia
wiowegudn Usznsil 2 desiinmsainayrannsiulmisnunis
Fanuuandduisindn (PEOs) athededs Fdlutagiiu
91998ABIIN1TAF A UTAAINAINITAVOIURTINY AR
uaﬂmﬂﬁﬁwzﬁaQﬁmiﬁ%ﬂdﬂé’qmmiﬁmﬁm%w’tué’ﬂwmx
anduiteituumdsduat lilanumelufuauguninidl
Uszaunisalga

as well as excise and tax impositions. Also,
bonded warehouses are operational only at certain
exhibition halls. Lastly, Thailand’s mass media
management system should be internationalized
and cover global networks — a platform where
Thai MICE players may work adequately with
international media players.

What Mechanisms Should Enable ASEAN’s PEOs
and MICE Players to Grow and Compete in the
Global Scenario in Relation to their Counterparts
in Other Regions?

Major issues are at work in this respect. First of
all, ASEAN and ASIA are characterized by caring
bonds among their members. Therefore, we
should put an emphasis on our excellent service,
refined cultures and interpersonal communication,
all of which constitute ASEAN’s MICE strengths.
Secondly, one would need to consider as to
whether or not certain events, such as advanced
high-tech trade shows, attracted into ASEAN truly
suit our capabilities. Moreover, professionalism
and linguistic flair among our personnel do count
significantly. Thailand is prepared in terms of
exhibition halls and accommodation, but we do lack
an adequate pool of PEOs and PCOs. In addition,
MICE training courses are lacking. Accordingly,
MICE firms are struggling to compete for the
existing staff.

Hosting a MICE event contributes to the economy
tremendously. Even if a company organizing any
such event may gain minimal profits, its indirect
contributions will outweigh associated costs
substantially, e.g. through indirect operations in
the forms of hotel accommodation, as well as taxi
commuting and other kinds of transportation. For
example, VIV Asia welcomes 33,000 delegates,
12,000 of whom are foreign visitors. They all stayed
at high-standard hotels, and some of them would
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stay on to travel as business-with-leisure visitors.
These types of visitors are highly regarded as
quality travelers.

If we wish to give Thailand’s PEOs a big push,
then we should need the following arrangements.
First of all, funding is of utmost importance.
Organizing a trade show requires a 10-20 million
baht investment package. Small Thai companies
are not in a position to undertake this type of
project. Therefore, necessary financial support
arrangements shall need to be put in place for this
purpose. Major large-scale PEOs should be able
to fend for themselves in this respect as a result of
their sufficient financial resources and their
personnel being adequately prepared in all
respects. A pool of new PEO personnel is also
urgently needed. We shall need to build up our
universities’ capabilities. Also, we might have to
create a knowledge bank to store the country’s
intrinsic professional expertise in the form of
research and reference academies to ensure that
the accumulative knowledge and experience
acquired by our generations of practitioners shall
stay on in the country.

Provision of support should be arranged in a
well-designed manner: financial support should be
provided to small and medium-scale PEOs through
an efficient management system. Meanwhile, large
PEOs should receive other in-kind support packages
such as public relations campaigns; creating and
developing new tradeshows is a difficult task,
therefore the government should provide support for
at least 3 consecutive years; foreign PECOs receiving
support from the Thai government should be
committed to host tradeshows in Thailand over an
extended period of time; and the government
could provide funding through creative alternative
sources — e.g. VIP ASIA was once supported by
the government through its ‘Strong Thailand Fund’

designed to enhance the country’s creative sector.
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Apart from providing sufficient MICE funding,
public agencies concerned should make necessary
preparations in the following aspects:

1) Developing long-term operational plans or
strategic business plans with specific clear-cut
timeframes and expected outcomes as part of the
national agenda which are be more likely to
receive comprehensive support.

2) TCEB’s market data development should receive
further funding in an adequate manner.

3) The government sector should conduct a study
of MICE contributions to the Thai economy across
all associated dimensions.

4) A set of KPIs should be employed to determine
what proportions of budget agencies should be
allocated.

5) Cost effectiveness of each investment project
allocated with a budget ceiling should be examined
thoroughly.

In terms of the number of personnel involved in an
undertaking, an appropriate proportion of any such
allocation, rather than the using up of the available
fund, should serve as the overarching criterion in
order to ensure the highest level of efficiency.

Training courses should be arranged in the most
appropriate manner. TCEB could well contribute the
highest possible registration cost support packages.
Any such course should not take an extensive
time length, and should not be organized in a busy
work-load time slot. Also, it should be arranged in
such a way that all the participants may attend it
without any work-related worries.
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What is the Current ASEAN’s PCOs Competition
Scenario like?

The current ASEAN’s PCOs competition scenario
takes the following dimensions.

Firstly, while Thailand has considerable competitive
potential, it is still at a disadvantage in terms of its
human resources in the main. The country’s MICE
sector still needs support from the government and
other agencies. At present, we are still suffering
severe personnel shortages, so the industry needs to
resort to on-the-job-training. In addition, our human
resources also need a third-language skill. The
government may promote the conventions sector in
many ways. For example, customs procedures could be
simplified to facilitate the importation of specimens
and PR documents. As for MICE competition in the AEC
era, no one is in a position to pass any judgment on its
exact nature, but greater competition is anticipated. It
is to be noted that parties concerned do not need to
be involved in any conflict of interests, and should
even be involved in positive interaction further.
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At the firm level, we shall need to make preparations
in various aspects. In terms of linguistic and
multicultural knowledge, organizing conventions
in Thailand should involve different cultural and
operational requirements than those held in
Europe. Secondly, operational financial outlays play
a pivotal part in the entire professional process.
With respect to technological requirements, software
arrangements are important in the facilitation of
registration procedures, abstract preparation, and
marketing undertaking through modern marketing
systems. These facilities have been subject to trials
and errors with a higher level of accuracy. As
importance is a networking system. For example,
the Kenes Group operates a great number of
branches across the world. Therefore, the Group
is capable of coping with a variety of convention
projects in only one bidding deal. To date, the
forthcoming AEC has not had any bearing on the
Kenes Group as a result of the fact that the Group
enjoys the economy of scales as a major group. In
addition, the group has been making necessary
preparations up to now.

What factors can enhance PCOs’ ability to
organize/attract exhibitions at the ASEAN and
International Levels?

With respect to Thailand, the following dimensions
are particularly relevant: firstly, a time consideration
is an important aspect in ensuring political stability.
Prospective organizers do require a certain period
of time to become completely assured of sustainable
developments taking place. A way out for this
situation is for the Tourism Authority of Thailand
(TAT) and TCEB to issue statements related to the
current situation; secondly, public-sector support of
various forms plays a pivotal role in the industry
- e.g. financial support and in-kind packages.
Apart from TCEB’s 4 major marketing packages, it
may well provide other types of support, including
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fast track facilities, road show campaigns, and
special arrangements at airports. In addition,
other public agencies could well provide support
in the organizing of conventions. As for economic
sectors in which Thailand is still not a major
player, other stakeholders shall need to be more
involved in providing further support required;
thirdly, the private sector still experiences POC
personnel shortages. Thailand has been producing
human resources in other fields. However, POC
human resources as such are lacking. Most
students still regard the conventions sector as a
light-and-sound event. In actual fact, conventions are
very much about academic dimensions. Therefore,
a change in the mindset of parties concerned is a
must; fourthly, with regard to MICE capability,
TCEB has initiated programs involving 48 alliance
academic institutions, and providing 4 training
courses for university instructors. From now on,
parties concerned shall need to engage university
students even further; and lastly, organizing
conventions is more about marketing efforts than
public relations undertakings. Convention organizing
parties would wish PCOs to be proactive and
approach them first. PR support on the part of the
government could well complement private-sector
efforts. As far as TCE-supported events are
concerned, TCEB may undertake its PR campaigns
through numerous channels, such as its own website
and representatives abroad. However, it is always
commendable for TCEB to develop websites in
various languages as appropriate.

What Mechanisms Should Enable ASEAN’s PCOs and
MICE Players to Grow and Compete in the Global
Scenario in Relation to their Counterparts in Other
Regions?

Major issues in this respect include the following:
first of all, in the ASEAN context, PCOs are not
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prepared to provide alternatives or options to their
customers. Rather, they prefer to passively attend to
their customers’ ever wish even when it is necessary
to provide alternative professional opinions, pieces of
information or appropriate approaches. The situation
is quite different in Europe. European PCOS are
prepared to offer different services or options if their
customers’ original proposals are not adequately
practical. For example, they may inform their custom-
ers of new software packages and methods. ASEAN
PCOs often please their customers and prefer to
remain in their comfort zones. Singaporean PCOs
resort to the same line of business practices as their
other ASEAN fellow PCOs, but with one difference:
they still try to keep everything in control financially.
It is always wise professionally for PCOs to regard
themselves as their customers’ business partners in any
convention business dealing. They should develop a
sense of ownership in that respect. Negotiation requires
a kind of relationship management on the part of all
parties concerned; secondly, modern technologies such
as e-posters and touch screens should be employed.
These are much less applied in Asia than in Europe; and
last but not least, Thailand’s PCOs sector is still in its
development and learning stages. Therefore, stakeholders
would desire to have it all, when they are not actually
prepared, nor have they reached a maturity stage as
such. As yet, there are fewer than 10 PCO companies in
Thailand. More public relations efforts should be
implemented to ensure that members of the public and
future human resources truly realize what conventions
and PCOs are, and what abstract management and the
role of paper reviewers really mean. New generations of
Thailand’s MICE practitioners need to learn to truly
appreciate their own roles quietly. That is a major feature
of this business!
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In the context of an increasingly competitive industrial
framework, the best logical policy for Thailand’s
MICE constituents and relevant stakeholders should
be based on regular endogenous improvement. What
follows is a series of 9 policy suggestions designed to
enable the Thai MICE industry to achieve performance
sustainability:

1) Creative financial arrangements
2) MICE-related research
3) Software-capacity building
4) Building up relevant authorities’
and MICE staff’s linguistic and
IT proficiency
5) Logistics infrastructure investment
6) Linkage enhancement
7) Strengthening Thailand’s aviation links
8) MICE airfare ticketing arrangements
9) Potential green practices in Thailand’s
MICE sector

Creative Financial Arrangements:
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Financial arrangements constitute a key factor in
ensuring MICE success. Once such example of is
SECB's provision of an incentive scheme as part of its
business strategy for the MICE industry. Under the
“Be in Singapore” or “Business Events in Singapore”
scheme, SECB committed SG$ 170 million drawn out
of the Tourism Development Fund to finance the
development of business events from 2006-2010.
This tremendous incentive scheme helped Singapore
attract, bid for and grow a sustainable volume of
strategic business events to support the development
of key clusters.*” In addition, other innovative forms

49. World Tourism Organization (UNWTO: 2012). MICE Industry — An Asia-Pacific Perspective. Chapter 4: Case Studies on Model MICE Destinations., ibid. p. 46
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of financial facilities could also include the setting-
up of a special support fund for the MICE industry.
The budget ceiling of this fund should be based on
an outbreak of contributions from different subsec-
tors that benefit from the MICE industry as a whole.
In this light, the hotel sector and the aviation indus-
try, among others, should make contributions to this
fund as appropriate, based on the size of the
economic benefits they received from the MICE
activities. In essence, this is a tiered financial facility
system founded on actual statistical and empirical
data that truly reflect the industry’s realities and the
responsibilities of each relevant component.*

MICE-related research:
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Research provides a solid foundation for any major
long-term undertaking. As far as Thailand’s current
MICE sector is concerned, key research projects
should include, among others, the following areas:
1) economic contributions of the MICE sector to
the Thai economy

2) behavioral patterns of MICE visitors and
professional organizers

3) MICE potential of identified strategic sectors.

Research in areas such as these will effectively
provide a set of guidelines for practitioners and
policy formulators, or even budget allocation
practices, all of which are essential factors in the
country’s MICE development.

50. See Charungkiat Phutiratana. Thailand’s Economic Development. Document Portfolio for Interpretation in Economic Affairs. 2012
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Specialized Software-Capacity
Building:
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Specialized software-capacity building is essential
in any country’s MICE development. Three areas
are of particular interest in this respect:

3.1) specialized professional linguistic education
3.2) statistical, IT and data training

3.3) advanced MICE professional training.

3.1) Specialized Professional Linguistic Education:
A global MICE hub shall have to provide specialized
linguistic training for specific areas. In particular,
Thailand shall need to produce first-rate conference
interpreters and other types of personnel equipped
with MICE-related linguistic skills across the whole
gamut of key international languages.’' At present,
Thailand still lacks conference interpreters in such
important specialized areas as medicine, engineering,
sciences, specific businesses and law who practice
their trades in English and all other key languages.
In the main, most local tertiary institutions are not
in a position to cope with this task. If the country
can mitigate this situation, its international MICE
competitiveness will be greatly enhanced.

3.2) Statistical, IT and Data Training:

Capabilities in these areas powerfully provide
support to the MICE sector in terms of marketing,
project implementation, M&E, and trend forecasting.
Aspects of IT utilization involve statistics collection
and administration as well as public relations efforts
as key components in ensuring MICE success.
Therefore, relevant data should be collected at
immigration check-points and MICE venues for
subsequent planning and operations. Basic data
collection and email-based English communications
executed for Hong Kong’s MICE activities and Canton
Fair are two real-world international examples that
prove this point effectively. Thailand should

51. 1) six UN official languages [English, French, Spanish, Russian, Arabic, and Mandarin]; 2) nine major ASEAN languages; and 3) the remaining languages of G 20 economies.
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combine communications technology applications
and a language policy to enhance its MICE
sub-sectors. This may be achieved through running
e-newsletters, preparing tailored web-based contents
and statistics in such fields as information,
engineering, agriculture, as well as medicine and
well-being. In addition, parties concerned should
operate regular emailing in various languages.
Data and processed statistical information must
be updated, comprehensive, and classified in a
user-friendly way, and presented strategically to
serve managerial objectives and niche marketing
practices efficiently. This may be supported with
relevant research projects.”

3.3) Advanced MICE Professional Training:
Currently, 52 Thai state and private tertiary
educational institutions and 33 vocational schools
offer introductory MICE courses in response to
growth in the MICE sector both at home and in
AEC. At present, the country has the most number
of educational institutions that offer MICE courses
in the world.”> Additionally, some Thai institutions
also offer degree MICE courses. It is suggested that
such institutions should operate a cooperative
educational scheme for this purpose. Also, Thailand
should develop advanced and specialized personnel
and professional development programs in order
to create an adequate pool of world-class PEOs,
PCOs and destination management companies
(DMCs) on a par with global MICE destinations such
as the U.S. and Germany.”* These personnel should
be capable of engaging in marketing and operations
both domestically and internationally in order to
ensure that Thailand is a global MICE hub along
the line of Germany, Hong Kong and Singapore.

52. With regard to gaps in meeting industry data, WTO has identified issues associated with MICE studies as the frequent different definitions and the coverage of different components of the

industry, see World Tourism Organization. Measuring the Economic Importance of the Meetings Industry: Developing a Tourism Satellite Account Extension (2006). Madrid, Spain. p. 17-18.
53. TCEB, MICE 101 Curriculum - the First Asian Standard MICE Course. MICE Journal. Issue 4. Jul-Aug 2014. p. 6.

54. TCEB, MICE Movement in Asia, p. 47, (publication year not specified).
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Building up the Authorities’ and MICE
Staff’s Linguistic and IT Proficiency:
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All the staff concerned in MICE development
should be adequately provided with equipment and
state-of-the-art technology. In addition, an adequate
pool of qualified staff with a good working command
of English should be stationed at appropriate points.
For example, an adequate number of immigration
officers should be deployed at airports and major
immigration checkpoints to minimize time requirements.
Additionally, specifically-trained customs authorities
play a pivotal role in facilitating customs requirements
for major exhibitions. A critical number of these
staff should be able to speak other international
and ASEAN languages. During any major MICE
events, an adequate number of special immigration
fast tracks as well as luggage-related arrangements
and liaison staff should be specifically provided
to facilitate the immigration process. Of particular
relevance for MICE purposes are special arrangements
for the collection of information on MICE travelers for
more effective future planning and administration.

Logistics Infrastructure Investment:
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This type of project can enhance linkages relating
numerous economic activities to trickle-down
effects. Additionally, any industrial processing
complexes located near seaports and along the
borders would further induce MICE undertakings
effectively. Key elements of constructive MICE
investments include the following: the Phuket
International Airport expansion program — This
project will double the number of passengers
from 6.5 million to 12.5 million per annum;* the

55. For further details, see Air Transport World. Phuket Airport Expansion Work Begins. Retrieved September 2, 2013, from

http://atwonline.com/airports-amp-routes/phuket-airport-expansion-work-begins.
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second phase of Suvarnabhumi Airport — Upon its
completion in 2017, Suvarnabhumi’s handling
capacity at the airport will be 60 million passengers
per year with an additional 216,000 m* satellite
terminal. The fifth phase will effectively give the
airport an annual capacity of 120 million passengers;
and the construction of international airports and
cargo hubs at Kamphaeng Saen and U-Tapao - The
former aviation hub will serve seaside resorts along
the Western coastline of the Gulf of Thailand, and
Myanmar’s Tavoy Industrial Complex, while the
U-Tapao project can serve Thailand’s coastal resorts
and industrial estates along the Eastern coast, and
Cambodia’s Western provinces. Development projects
involving Suvarnabhumi, U-Tapao, Kamphaeng Saen,
and Don Mueang Airports will make Bangok one
of metropolitan cities on a par with London -as a
global city with most airports in service.

Linkage Enhancement Based on
Forthcoming Economic Corridors
and Transportation Bridges:
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the 4 economic corridors and 2 land bridges
constitute the largest economic corridor development
project in Upper ASEAN, and will substantially
enhance Thailand’s logistics configuration to an
unprecedented degree.”® Of particular use and interest
are 2 types of practical linkages:

6.1) MICE venue-transportation linkages

6.2 intermodal transportation linkages.

56. These are 1) the Nong Khai-Lam Chabang Corridoor; 2) the North-South-Pak Bara Corridor; 3) the East-West Corridor; 4) Tavoy-Lam Chabang-Aranyapratet Land Bridge; 5) the Lad Krabang

ICD-Lam Chabang Corridor; and 6) Pak Bara-Song Khla Land Bridge. See Silapachai Charukasemratana (AaUdie 31sinwusaus). Transportation and Logistics Development Plan (noumisuisuui

s=uvgudinazlaiannd). Retrieved April 23, 2014, from https://webapp.reedtradex.co.th/enews/me12epostshow/image/preparation_of_infrastructure_and_efficient.pdf
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6.1) MICE Venue-Transportation Linkages: Improved
aviation, road and rail networks are instrumental in
enhancing intra-Thailand and international connectivity.
Major additional issues are as follows:
6.1.1) Apart from Bangkok, Thailand’s major
MICE cities are in need of effective intra-city
transportation mode improvements. The three
most feasible options are monorail facilities
(particularly useful in Chiang Mai and Phuket),
enhanced taxi services and mini-bus routes
with additional amenities and support services
such as television fittings, digital maps and
language-support telephone lines operated in
English and other major foreign languages, based
on the relative number of incoming visitors.
Therefore, tourist information services should
also be provided in Mandarin, Japanese, Russian
and Arabic;

6.1.2) although Thailand’s major MICE venues
are mostly located in cities served by airports,
their airport facilities still need to be enlarged
and improved further. Also, medium-haul and
long-haul routes are to be expanded in order
to facilitate travelling and enhance these cities’
market development opportunities. By so doing,
more organizers should be interested in holding
their MICE events in these cities. In particular,
more medium-haul international flights should
be operated as they cover Thailand’s key MICE
markets. Direct flights are ideal market enhancers
as they facilitate travel arrangements as well
as luggage and equipment transportation;

6.1.3) all of these designated MICE cities may
well accommodate more MICE venues to
create additional demand. MICE activities with
unique experiences should serve as potential
development areas
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6.1.4) further destinations could be incorporated
as the country’s major MICE cities on account
of numerous factors, including its geographical
centrality, and the opening of AEC. These cities
include Hat Yai and such major border cities
as Chiang Rai and Ubon Ratchathani.
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6.2) Intermodal transportation Linkages: Details
of feasible connectivity enhancement cases for the
country’s MICE industry are:
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6.2.1) air connectivity — with the expansion of
the country’s airport facilities, it is possible to
achieve air connectivity between its coastal
regions and any aviation center in the world,
including platforms linking its MICE facilities
and venues located at major seaside resort
cities across the Gulf of Thailand and the
Andaman Coast such as Pattaya and Phuket,
which is a major MICE development drive

6.2.2) sea connectivity — Laem Chabang Port is
currently the country’s main port that is capable

of supporting its global MICE events immediately.””

The construction of additional MICE venues could
also be readily implemented within the Eastern
Region or Bangkok which are covered within the
Port’s service areas.”” In addition, Thailand may
also develop tourist ports to promote cruise
operations between Pattaya, Hua Hin and Samui
Island. This will prove beneficial to the country’s
meeting and incentive sectors

6.2.3) land connectivity - the integrated
transportation investment projects can connect
all the major transportation modes and facilities:
i.e. Suvarnabhumi Airport, Laem Chabang
Deep-Sea Port, Sattahip naval base, U-Tapao
Airport, as well as the existing land transportation
system. This intermodal network can effectively
connect Bangkok to Thailand’s Northeastern
and Northern Regions, as well as Cambodia,
Vietnam, Laos and Myanmar.
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57. Laem Chabang Port the world’s no. 24 container port in 2012, handling 5.93 million TEUs. World Shipping Council. Top 50 World Container Ports. Retrieved April 23, 2014, from
http://www.worldshipping.org/about-the- industry/global-trade/top-50-world-container-ports.

58. Silapachai Charukasemratana (Aaude 1sinwusauz). Transportation and Logistics Development Plan (nwumsuisuuns=uvgudinazlaiaging). Retrieved April 23, 2014, from
https://webapp.reedtradex.co.th/enews/me12epostshow/image/preparation_of_infrastructure_and_efficient.pdf.
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Certain major developments and issues are at
work in this direction. The incorporation of
THAl's Thai Smile Air serves the market gap
between low-cost carriers and full service airlines
as a hybrid operator. This new operator is also
expanding into longer aviation routes.”® This will
effectively enhance Thailand’s MICE sector the
way Dragonair has for Hong Kong, and SilkAir has
for Singapore. In addition, Thailand’s aviation
operators should provide a more extensive route
network within a 7-hour radius. This will cover
Asian, ASEAN, and the Oceanic markets effectively.
Potential and feasible route expansions include
the following

7.1) adding aviation routes between Thailand and
China could serve as a stepping stone for Thailand’s
MICE sector. Additional routes with remarkable
potential are those between Bangkok and China’s
major cities: e.g. Qingdao, Junan, Ningbo, Fuzhou,
Shantou, Shenzhen, Nanning, and Hainan

7.2) expanded routes between Bangkok and major
cities in lower ASEAN such as Kuching, Surabaya,
and Medan. Thailand’s flight operators are the
leaders in the upper ASEAN market. This expansion
will make Thai flight operators true ASEAN leaders.

In addition, markets located beyond the 7-hour
radius will serve the country’s MICE industry
further. Such potential markets include flights to
major South American cities and the Eastern
Coast of Northern America. Key candidates in the
South America include Brazil’s Sao Paulo and
Argentina’s Buenos Aires, which are among the
largest cities in the Southern Hemisphere and the
Americas. Meanwhile, major aviation routes between
Thailand and the Eastern Coast of North America
could include Chicago, New York, Washington DC,
Toronto, and Montreal. It is to be noted that these
cities have already been served by Cathay’s direct
fllghts from Hong Kong. This type of arrangement
is a sheer boon to the city’s MICE activities.*

59. See Centre for Aviation. Thai Smile turns attention to international market, including three routes to India. Retrieved September 2, 2013, from

http://centreforaviation.com/analysis/thai-smile-turns-attention-to-international-market-including-three-routes-to-india-100314.

60. Cathay Pacific. Home Page. Retrieved September 16, 2014, from http://www.cathaypacific.com/cx/en_US.html|
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MICE Airfare
Ticketing Arrangements:
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Apart from the air connectivity aspect, airfare
pricing is also a decisive success component of any
international MICE event. One way in which an air
operator can contribute to the success of any such
event is the offering of special airfares for MICE organizers
and visitors. This will enhance the air route operator’s
business turn over substantially. This alliance policy
should be implemented proactively and publicized as
widely as possible. An exemplary case in this direction
is the implementation of this policy by Cathay Pacific,
whereby details of Cathay Pacific flights and airfares
for each major MICE event held in Hong Kong are
arranged and provided to cater for the needs of the
prospective visitors in the most efficient manner. THAI
and THAI Smiles could readily proceed in this direction
to facilitate the international travel component of any
of Thailand’s MICE activity.'

Potential Green Practices in
Thailand’s MICE Sector:
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Potential green practices in the country’s MICE
sector include the following issues:

9.1) with its variegated natural resources and
richly developed traditional wisdom, Thailand
may well take the lead in the wake of current
environmental concerns. The nation’s World
Heritage Sites, coastlines, national wildlife, and
Thai ways of life could readily serve as MICE
themes and associated recreational attractions.

61. Cathay Pacific. About MICE Offers. Retrieved August 31, 2014, from http://www.cathaypacific.com/cx/en_ID/latest-offers/mice- offers/about-mice-offer.html, and Cathay Pacific. Events Calendar.

Retrieved August 31, 2014, from http://www.cathaypacific.com/cx/en_ID/latest-offers/mice-offers/events-calendar.html.
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These can also encourage environmentally-conscious
groups to collectively advocate common ecological
and environmental causes.

9.2) the concept of ‘synchronized MICE sequencing
and grouping’ helps parties concerned to achieve
focus and attention as a way to effectively minimize
resource mobilization efforts. In this light, the
Canton Fair is a powerful case. In terms of planning
and information, this tremendous international
tradeshow is readily accessible. It takes place
twice a year with manufacturers and traders of the
same or similar categories classified into specific
time slots. The Thai MICE industry should deliberate
on the costs and benefits of these arrangements in
order to economize on resource applications.

9.3) the combined concept of event greening and
green meetings is particularly relevant as a concrete
form of action to safeguard the world and as a
green marketing strategy.®” Also applicable in this
regard is the notion of ‘green logistics’. In the
main, logistics is the integrated management of
all activities involved in the transfer of products
through the entire supply chain. In light of rising
concerns for the environment, firms shall need to
take into account the external costs of logistics
with respect to climate change, noise, vibration,
air pollution, and accidents.”?

9.4) in light of current potential aviation route
expansions, more extensive direct international
flight schedules operated by mainstream airlines
and low-coast airlines provide greater flexibility
and cause lower externalities.

62. See City of Cape Town. Smart Events Handbook: Greening Guidelines for Hosting Sustainable Events in Cape Town. First Edition, June 2010. Retrieved September 10, 2013, from

http://www.cticc.co.za/sites/default/files/u123/Cape%20Town%20Smart_Events_Handbook.pdf

63. Green Logistics. What is Green Logistics. Retrieved 1 September 2013, from http://www.greenlogistics.org/.
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This report examines an overview of the MICE industry
and policy suggestions for potential MICE-related
developments. Industrial outlook in 2014 appears
promising. Thailand’s fundamental strengths in
general and the sector’s potential and capacity in
particular still count positively in the determination of
the country’s MICE performance. As the global
economy has started to recover, Thailand’s MICE
industry has exhibited signs of its intrinsic robust
viability. This includes the country’s potential in such
areas as its natural resources, broad-based infrastructure,
strong tourism industry, as well as socio-economic
and social roles within Asia and Pacific. Also
important is the determination of the country’s
public and private MICE agencies in the performing
of their duties.

We have thoroughly examined ASEAN’s MICE case
studies in the context of the forthcoming AEC, which
should prove useful for any MICE constituents as
appropriate. Stakeholders concerned may well
apply MICE practices drawn from ASEAN countries’
experiences with certain adaptations as appropriate
in order to suit Thailand’s MICE context. Thailand’s
MICE sector positively stands a chance of attaining
considerable success, pending further developments in
its dynamically changing socio-economic configuration,
and how the industry adapts itself thereto. This also
depends on how the country copes with changes on
the foundation of its intrinsic strengths in order to
achieve its MICE goals in the wake of the tremendous
AEC firmly taking shape.
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