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The World Bank Group’s Report on Global Economic Prospects (GEP) released January 2015 projected
world growth of 3 percent in 2015, up 0.4 percent from 2014, which posted overall growth of just 2.6 percent. The
report forecast growth in world GDP of 3.2 to 3.3 percent in 2016-2017, based on sharp declines in oil prices, a
strengthening US economy, persistently low interest rates and less volatility as the bigger emerging markets stabilize.
That scenario should contribute to better growth in developing countries, which are expected to achieve 4.5 percent
growth in 2014 and 4.8 percent in 2015, rising to 5.3 and 5.4 percent in 2016 and 2017, respectively. High-income
countries are expected to achieve mid-range growth at 2.2 percent in 2015 (compared to 1.8 percent in 2014),
averaging out at 2.3 percent for 2015-2017, due to a recovering labor market, easing fiscal consolidation,
lower commodity prices, and still-low financing costs. The United States economy is expected to grow 3.2 percent,
from 2.4 percent the previous year. The Euro zone economies are showing weaker-than-anticipated recovery, with
growth of just 1.1 percent projected for 2015 (from 1.8 in 2014), expected to nudge up slightly to 1.6 percent in 2016
and 2017. Meanwhile, Japan is expected to grow 1.2 percent in 2015, up from just 0.2 percent in 2014.

The GEP Report forecast some positive growth trends in world GDP for 2015 compared to 2014, but
cautioned that prospects remain fragile due to a number of attendant risks. Four such threats include weak global
trade due to continuing suppressed demand, the volatility of international finance markets, a slowdown in growth and
trade activity among oil-exporting countries, and the stagnating Euro zone and Japanese economies, which could
experience longer-than-anticipated periods of deflation. Any combination of these factors could cause global growth
in 2015 to fall short of current projections.

According to the report’s projections, soft commodity prices in 2015 will significantly ease inflation pressures, and
current account and fiscal deficits in oil-importing countries, while oil prices will remain low, slowing down the
economies of oil-exporting countries. Of the latter, the Russian economy offers a stark example, with growth
expected to shrink to 2.9 percent in 2015 followed by a mere 0.1 percent projected for 2016.
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East Asia and the Pacific
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East Asia and the Pacific settled into slower but
more balanced overall growth, dipping slightly to 6.9
percent in 2014 due to tightened economic policies
and political tensions in various countries. This
dampened export growth, which also fell short of
expectations but the region remains the fastest-growing
in the developing world nonetheless. East Asia and the
Pacific is expected to grow 6.7 percent in 2015 and to
sustain that rate in 2016 as the Chinese economy
deliberately decelerates, slowing down overall regional
growth. China’s 2017 growth forecast of 6.9 percent,
down from 7.4 percent in 2014, will be attributable to
structural reforms and a cut in economic stimulus
measures. Beyond China, growth is expected to reach
5.5 percent by 2017, up from 4.6 percent in 2014, as
exports and investments pick up along with the return
of greater political stability.
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Europe and Central Asia

nsiavlamaasegiavesyssmanidasinunly
mm%‘[sﬂua vialunany ARy mmwmmmﬂiumm
nsalfisesay 2.4 Wl 2557 mmwanmmﬂummq
wswgnafiliderdoddunivglsy waznnziasughavedn
Fu (stagnation) ) Tusade I@EJﬂ’liLGIUIGMNLﬂiE%ﬂ%‘UEN
nummimammmmm Hududevas 3 Iui‘] 2558
Soway 3.6 lul 2559 uay 3@%” 4 Tud 2560 wsag
segnefalufienisiiuansieiuly mumuaaﬂuamumm
AuAsunsEniNTa@euazgiaTu 1nInsAuTIdendn
UIRIVAUATEFNY mmLaawmq‘vLﬂswﬁﬂw%mﬂusﬂiﬂ
arflszeznaruiuninfiannnisal Lavn15anmIasedsIA
audnlnadasietraiefisinaduiedennudssddy

aasansiivlanaasygiavegiiniad

9

nomaazAuawsNuazuAsSuIbau

Growth in the developing economies of Europe
and Central Asia slowed to a lower-than-anticipated 2.4
percent in 2014, mainly due to intermittent recovery in
Europe and economic stagnation in the Russian Federation.
The region is expected to recover gradually, reaching 3
percent growth in 2015, 3.6 percent in 2016 and 4
percent in 2017, although growth patterns will take
rather divergent paths among the various countries.
Regional prospects also hinge on the ongoing conflict
between Russia and Ukraine, economic sanctions, the
risk of prolonged stagnation in Europe, and continued
declines in commodity prices, all of which could drag
down growth.

The Americas
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Economic growth in the Americas slowed
substantially to just 0.8 percent in 2014, attributed
to regional tensions, recessions in key trading countries
and falling global commaodity prices. On the other hand,
continued economic recovery in North and Central
America may boost exports and other regional economic
drivers, leading to GDP growth of 2.6 percent between
2015 and 2017. However, the region could also be
impacted by a sharper-than-anticipated slowdown in
China and continued declines in world commodity
prices.
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Sub-Saharan Africa
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This region experienced overall slow economic
growth in 2014 at 4.5 percent, reflecting slowdowns in
many of the region’s bigger economies, including South
Africa, which is expected to sustain lower-than-anticipated
growth of 4.6 percent in 2015. This is largely due to
declining world commodity prices. It is projected that
regional GDP will reach 5.1 percent by 2017, chiefly
due to infrastructure investments, higher agricultural
productivity and lower commodity prices.

South Asia
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This region grew approximately 5.5 percent in
2014, up from 4.9 percent in 2013, with the re-emergence
of its largest economy India following a two-year dip.
The region is expected to reach 6.8 percent growth by
2017, due to easing supply constraints in India, softening
political tensions in Pakistan and rising demand for the
various countries’ export firms.

The Middle East and North Africa
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Growth among oil-exporting countries remained
relatively stable in 2014 as economic activity recovered
marginally from a weak 2013, although fiscal and external
imbalances persist. The region is expected to see a slow
recovery to 3.5 percent growth in 2017, up from 1.2
percent in 2013. However, ongoing regional conflicts
and fluctuating oil prices will continue to pose substantial
risks in the medium-term.
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The East Asia Pacific Economic Update’s April 2015 edition
estimated that Thailand’s economy grew 0.7 percent in 2014, slowing
down from 2013, with improvements forecast for 2015-2017. Political
turmoil in 2014 seriously hindered domestic demand and investment.
Fortunately, domestic demand and exports, both sluggish in 2014, are
expected to rebound in 2015 due to lower oil prices, and the recovery
of the tourism and export sectors, both vital economic drivers for Thailand.
Economic growth is expected to recover steadily from 2016-17, with a
major boost from large-scale state infrastructure investments, while
inflation and interest rates remain low.

Thailand’s rate of economic recovery will depend on the
competitiveness of its exports sector as well as continued political
stability in the next period of development. Its tourism sector is expected
to recover in 2015 following a contraction in 2014, with projected
growth of 10 percent in tourist numbers compared to the previous year.
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Overview of the International
Association Meetings Market
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According to International Congress and
11,685
international association meetings were held in 2013,

Convention Association (ICCA) statistics,

up from 11,150 meetings in 2012, a 4.8 percent
increase, reflecting a slower rate of growth compared
to the previous year. Europe maintained its lead in
terms of number of international association meetings
organized, with 6,313 meetings or 54.03 percent of
all international meetings held worldwide. Following
Europe were Latin and North America, with 2,534
meetings or 21.08 percent of meetings worldwide.
They, in turn, were closely followed by Asia and the
Middle East which together held 2,463 meetings, or
21.08 percent of meetings worldwide, and finally
Africa with 375 international association meetings or
3.21 percent of the worldwide total

msAaUszguaviAuuIuEf U 2554 - 2556
International association meetings 2011 - 2013

( AuduMsus=gu N ( N ( N ( h
10,150 11,150 11,685

K Number of Meetings ) K ) K ) K )
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9.85% 4.80%

K Growth Rate ) ) K ) K )
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International Association Meetings By Region

Africa

3.21%

Americas

21.68%

Europe

54.03%

Asia Pacific & Middle East

21.08%

Meetings 2556

Meetings 2013

Europe ) ( 6,313

—

()( )
(2 ) (Crsmrccamisderss ) (a5 )
( 3 ) ( The Americas ) ( 2,534 )
() o= ) » )

Source: International Congress and Convention Association — ICCA, 2013
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829 meetings, (2) Germany — 722 meetings, (3) Spain C 8 ) C China ) C 340 )
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(5) United Kingdom — 525 meetings, (6) Italy —
447 meetings, (7) Japan — 342 meetings, (8) China C I ) ( Netherlands ) ( S0 )
— 340 meetings, (9) Brazil — 315 meetings, and C 11,685 )
(10) Netherlands — 302 meetings. Thailand ranked
29th globally in number of international meetings held.
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international meetings in 2013 were: (1) Paris C ) C S = ) C )
— 204 meetings, (2) Madrid — 186 meetings, ( 2 ) C SEEl ) C e )
(3) Vienna — 182 meetings, (4) Barcelona — 179 C 7 ) ( London ) ( 166 )
meetings, (5) Berlin — 178 meetings, C 8 )C s )C 146 )
(6) Singapore — 175 meetings, (7) London — 166 :

meetings, (8) Istanbul — 146 meetings, (9) Lisbon C > ) C Lisbon ) C 12 )
— 125 meetings, and (10) Seoul — 125 meetings. C I ) C Seoul ) C 125 )
Bangkok ranked 20th globally in number of C 11,718 )

international meetings held.
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( 8 ) C Taipei ) C 78 ) (6) Hong Kong — 89 meetings, (7) Tokyo — 79
: meetings, (8) Taipei — 78 meetings, (9) Shanghai
E 2 % E Sl;anghan % E & % — 72 meetings, and (10) Kuala Lumpur - 68
10 Kuala Lumpur 68 meetings.
G . )

Source: International Congress and Convention Association — ICCA, 2013 statistics
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MuSOUAAIAIIULAAIFUAT
tunomea@auddun

Overview of the Exhibition

Industry in Asia and the
Pacific

5189111158173 ukansduAT lug daia
BeuUdfn T 2557 7 The Global Association of the
Exhibition Industry (UFI) ladnyinsauiu Business
Strategies Group Ltd. (BSG) %amamqmmmmuam
duAlugiiniAe@euddiln 15 Ysewme laussuiunis
natnukansdualugiiaaedewddiin Tuld 2556 1
fis1uaunsdnauLandudiady (No. of trade fairs)
2,013 11U wardfuiisnaunansdudiivnsld (net
square meters sold) 594 17,382,500 A1319LUAT Kty
10T 2555 Uszanudosas 6.6 Insussmadunazdude
LﬁuaaqﬂizmﬂﬁﬁﬁuﬁmﬁmmﬁmsﬁmﬂﬁlqmLﬁué’uﬁu
i 1 wagdusui 2 lugfinnatedeuddiin Tnediiuiian
Nukansduifivigldunda 9,719,750 A15I0UAT way
1,977,000 a1519tuns amua1nu Antdudadiulssunm
Yovay 55.92 uazdovar 17.37 voshufluuansdudi
R

ﬁm%’uﬂimmﬁu"] Aflvunnvesiufidanunans
Fudniivnglsunnlud) 2556 Tudususesasn laun (3) gasn
906,000 M1519L485 (4) BuULAE 854,750 MN1T19LUAT
(5) Lnnale 854,500 m1s1auns (6) laniu 716,250
A151URT (7) PREMSIAY 556,250 M1519.4ns (8) tne
506,250 A1519.uAs (9) d9alUs 329,250 @159
WA (10) 1ale 300,000 A1919uns (11) dulallide
203,000 A1519AT (12) DEAWIY 158,750 ANS19LUAT
(13) avTud 151,250 ans19uns (14) Undaau 77,000
ANSINUAT Wag (15) UAY 72,500 ANSIUAT ATNEIAU

A report written jointly by the Global Association
of the Exhibition Industry (UFI) and the Business
Strategies Group Ltd. (BSG) covering the exhibition
market in fifteen countries in Asia and the Pacific
reported that 2,013 trade fairs were organized in the
region in 2013, selling a combined 17,382,500 net
square meters of exhibition space, up around 6.6
percent from 2012. China and Japan topped the list in
selling the largest amount of exhibition space in the
region, at 9,719,750 and 1,977,000 square meters,
respectively, or 55.92 percent and 17.37 percent of
total exhibition space.

Other countries in the region selling a big
amount of exhibition footage in 2013 ranked as follows:
(3) Hong Kong — 906,000 m2 (4) India — 854,750 m2 (5)
South Korea — 854,500 m2 (6) Taiwan — 716,250 m2 (7)
Australia — 556,250 m2 (8) Thailand — 506,250 m2 (9)
Singapore — 329,250 m2 (10) Malaysia — 300,000 m2
(11) Indonesia — 203,000 m2 (12) Vietnam — 158,750
m2 (13) Philippines — 151,250 m2 (14) Pakistan — 77,000
m2 and (15) Macau — 72,500 m2.
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Trade fair markets by estimated net square meters sold, 2013

No. of Estimated Average
e s —— e e el
identified size in m? in m?
( china ) ( ses ) ( 97970 )( 17203 )
(" Japan ) 29 ) (1977000 )( 6009 )
(" Hongkong ) (109 ) ( 9os000 )( 8312 )
( India ) 1as ) ( esazso ) ( s895 )
( korea ) (160 ) ( ssas00 )( 5341 )
( tawan ) ( s ) ( 7620 )( soss )
(" Autaia ) (179 ) ( sse2s0 ) (3108 )
(" thaitand ) (77 ) ( sosas0 ) (6575 )
(" singapore ) (93 ) ( 320250 )( 3500 )
(" maysia ) (77 ) ( 00000 )( 389 )
(" ndonesia ) (51 ) ( 203000 )( 3980 )
(" viewmam ) (57 ) ( sszso ) (2785 )
( ehilippines ) as ) (1m0 ) (3438 )
(" pakisan ) (29 ) ( 77000 ) (2655 )
(" Macaw ) (9 ) ( 72500 )( sose )
(2013 ) (17382500 ) ( 8635 )

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and
compiled by Business Strategies Group, June 2014.
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UFI A1an158171 Aa1an199a91ulandduan
Tuio@euddinlud 2556 duilyadn niesield
4,418,515,750 \N3Uyansy TngUsenanisiglaain
Muuansduinuiniign Ao Ussimadudsigldainnisda
uuansdudnndusudui 1 f5eldannisdanuy
duA1 1,571,920,000 wiSegyansy 58983 Ao (2) iﬁﬂu
937,666,750 Wistgyansy (3) g04n9 402,849,000 w3eey
ansy (4) Bulhe 261,593,250 Wsuyansy (5) nmdta
249,680,500 Wisugyansy (6) lewiu 197,680,000 ww3agy
ansy (7) evawmside 187,577,000 Wwisegansy (8) lne
174,411,500 wiggyansdy (9) daAlUs 171,344,750
Wisggyansy (10) wale 103,263,000 iM3UQYansy
(11) Bulail@e 49,678,500 wissgyansy (12) Veauy
47,195,750 wiggyansy (13) WaUTYud 24,940,000
Wisegyansy (14) Unfanu 20,577,250 wiSgyansy uay
(15) wLfin 18,138,500 wiTeyansy muaiu

agslsfmumnfiansaludureseldiedese
uULEnIduA1 UFI Useiduin Tul 2556 nannn1s9nenu
wansAudluiedouddfin 15 Ysemeduasdyaniseld
WAy 2,194,990 Wikunansy

Uszmafifisneldadosnoinuainnisdanunans
AudunniBudududl 1 18un (1) gesns Asreldiade
ARULANIFUAT 3,695,862 IMTEANSY 5098911 AB
(2) iﬁ'ﬁu 2,850,051 W3uuansy (3) 3u 2,782,159
Wisegansy (4) liviu 2,125,591 wisegansy (5) lne
2,265,084 wisggyansy (6) w1 2,015,389 niegy
ansy (7) dwnlus 1,925,222 wisegansy (8) wnmale
1,560,503 wiseayansy (9) duldy 1,461,415 Wsugansy
(10) w ey 1,341,078 wsegyansy (11) soainside
1,293,634 Wssgyansy (12) dulail@e 974,088 wisegy
ansy (13) Neau1y 827,996 wisuyansy (14) Urianiu
709,560 Wisgyansy wae (15) NaUTud 566,818 wisesy
A3 AUAIAY
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The Global Association of the Exhibition
Industry (UFI) estimated the exhibition market in the
Asia Pacific region in 2013 to be worth USD
4,418,515,750. China topped the rankings with the
highest number of trade fairs, earning revenues of USD
1,571,920,000. Following China were: (2) Japan — USD
937,666,750 (3) Hong Kong — USD 402,849,000 (4) India
-USD 261,593,250 (5) South Korea — USD 249,680,500
(6) Taiwan — USD 197,680,000 (7) Australia — USD
187,577,000 (8) Thailand — USD 174,411,500
(9) Singapore — USD 171,344,750 (10) Malaysia — USD
103,263,000 (11) Indonesia — USD 49,678,500
(12) Vietnam — USD 47,195,750 (13) Philippines — USD
24,940,000 (14) Pakistan — USD 20,577,250 and
(15) Macau — USD 18,138,500.

In terms of average revenue per trade fair, the
Global Association of the Exhibition Industry (UFI)
estimated that in 2013, each of the fifteen countries in
Asia Pacific could have earned an average of USD
2,194,990 each.

The countries and territories with the highest
average revenue per trade fair were: (1) Hong Kong
- with USD 3,695,862 average revenue per fair,
followed by (2) Japan — USD 2,850,051 (3) China — USD
2,782,159 (4) Taiwan — USD 2,125,591 (5) Thailand
- USD 2,265,084 (6) Macau - USD 2,015,389
(7) Singapore — USD 1,925,222 (8) South Korea — USD
1,560,503 (9) India — USD 1,461,415 (10) Malaysia
- USD 1,341,078 (11) Australia — USD 1,293,634
(12) Indonesia — USD 974,088 (13) Vietnam — USD 827,996
(14) Pakistan — USD 709,560 and (15) Philippines — USD
566,818.



Trade fair markets by estimated net square meters sold, 2013

No. of Estimated Estimated
trade fairs annualized annualized

identified revenues (US$) B revenues (US$)

( China ) ( 565 ) (937,666,750) ( 2,782,159 )
( Japan ) ( 239 ) (937,666,750) ( 2,850,051 )
( Hong Kong ) ( 109 ) (402,849,000) ( 3,695,862 )
( India ) ( 145 ) (261,593,250) ( 1,461,415 )
( Korea ) ( 160 ) (249,680,500) ( 1,560,503 )
( Taiwan ) ( 89 ) (197,680,000) ( 2,125,591 )
( Australia ) ( 179 ) (187,577,000) ( 1,293,634 )
( Thailand ) ( 77 ) (174,411,500) ( 2,194,990 )
( Singapore ) ( 93 ) (103,263,000) ( 2,194,990 )
( Malaysia ) ( 77 ) (103,263,000) ( 2,194,990 )
( Indonesia ) ( 51 ) (49,678,500 ) ( 2,194,990 )
( Vietnam ) ( 57 ) (47,195,750 ) ( 2,194,990 )
( Philippines ) ( 44 ) (24,940,000 ) ( 2,194,990 )
( Pakistan ) ( 29 ) (20,577,250 ) ( 2,194,990 )
( Macau ) ( 9 ) ( 18,138,500 ) ( 2,194,990 )
( 2,013 ) (4,418,515,750) ( 2,194,990 )

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and
compiled by Business Strategies Group, June 2014.
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Top 20 industries in events, 2013 space sales

Estimated
Industry annual size
in m?

Engineering, Industrial, Manufacturing 1,806,500
Machines, Instruments, Hardware

)( 1747750 )
.C )C 1,731,250 )
C

General

Furniture, Interior Design

) C 1,122,750 )

C Food and Beverage, Hospitality )C 1,054,750 )

Electronics, Components

0000

C Construction, Infrastructure )C 1,041,250 )

C Textiles, Apparel, Fashion ) C 1,022,500 )

C Leisure, Hobby, Entertainment )C 1,001,000 )

@ C Premium, Household, Gifts, Toys ) C 954,250 )
C Automobiles, Motorcycles ) C 893,500 )
C IT and Telecommunications ) C 704,000 )
C Health, Medical Equipment ) C 691,500 )
¢ Printing, Packaging )( 57325 )
( Jewelry, Watch & Accessories ) (512,250 )
C Beauty, Cosmetics ) C 374,250 )
(" Business Services, Retail ) (359,250 )
C Energy, Oil, Gas ) C 345,250 )
C Security, Fire Safety, Defense ) C 343,750 )
C Agriculture, Forestry, Fishery ) C 213,250 )
C Optics ) C 211,500 )

C Others ) C 678,750 )

G )

HAfITIIMAIULARIFUATUYTNA
L?JL“UEJLLU‘UWﬂLLEJﬂiW&IE]G]ﬁ'mﬂﬁiJ Tud 2556 wu
ol wmmamammiwuwuwammuamaum
fiungldl (space sales) mmaqm 10 dUAULIA
Usenausig (1) Mun IAINTIN/enamnssy/
nsuan/n3esdnina/inieslegunsal dady
mgeamnssuidnuiiuansdudiiivgls
mﬂﬁqm 1,806,500 A1519LUAT T8989UT AD
(2) mnagaamnssuialy fuiluansdudi
f9neld 1,747,750 A1519uns (3) wuaa
wesiwed waznIssnnussniely 1,731,250
A1S1UAT (4) naandlannselind wazdiu
Jsgnau 1,122,750 919519005 (5) AUIA
91915 WA509RY WaTU3NS 1,054,750 A1974
wns (6) vananeadns waglassadneiiugiu
1,041,250 91519485 (7) MAAme m%lam:ﬂ
Y wazud 1,022,500 $15196U75 (8) 1IN
FUNUINIT UBALIN wazUuLe 1,001,000
AISIUUAT (9) UNIATBINITE ASISEU VB9
Ty LATVDUAU 954,250 M1TINLUAT WAY
(10) ManneuBus uardnseususiinuiuans
Audfiungld 893,500 M131UAT MUEIFU

v
Ao

MIINQAMNTIUTTNUATA LA
aumwmaiﬂmﬂma@ 10 auﬁmmumﬂmu
Soway 71.19 ﬁuaqwummmuamaummw
@siavian YULTVLINGAEMNTILUY St
Farunansdudnfionglesiutulifdesas 30

YDINUNINIULEASFUA A8 AN LA

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and

compiled by Business Strategies Group, June 2014.

15 MICE Review 2015




A 2013 survey of the exhibition market in Asia Pacific, by industry, «"‘-'
found that the top ten industries with the highest space sales were: _—
(1) Engineering/Industrial/Manufacturing/Machines/Instruments/Hardware, ﬂ“
with space sales of 1,806,500 m?, (2) General Industries — 1,747,750 m? -
(3) Furniture and Interior Design — 1,731,250 m? (4) Electronics/Components i"ii
— 1,122,750 m? (5) Food and Beverage/Hospitality — 1,054,750 m? = =
(6) Construction/Infrastructure — 1,041,250 m? (7) Textiles/Apparel/Fashion_ . N :,r-‘"
— 1,022,500 m? (8) Leisure/Hobby/Entertainment — 1,001,000 m“‘ *""?'“-'-!!'::.n. . ';-5@:4’!
(9) Premium / Household/Gifts/Toys — 954,250 m? and
(10) Automobiles/Motorcycles — 893,500 m?. - : -

8 gy 3 T

These top ten industries have a combined 71.19 per,cé'r]g.,ofl' : =
total space sales, while the remaining industries have a combined: ° s o
total of less than 30 percent of total space sales. a1 3 _ -

Industry %

Engineering, Industrial, Manufacturing,

Machines, Instruments, Hardware 10.39 %

—_

General 10.05 %
Furniture, Interior Design 9.96 %
Electronics, Components 6.46 %

ALY
Food and Beverage, Hospitality 6.07 % (i ERneny

Construction, Infrastructure 5.99 %
Textiles, Apparel, Fashion 5.88 %
Leisure, Hobby, Entertainment 5.76 %

© 0 N O U b~ W N

Premium, Household, Gifts, Toys 5.49 %

o

Automobiles, Motorcycles 5.14 %
IT and Telecommunications 4.05 %
Health, Medical Equipment 3.98 %
Printing, Packaging 3.30 %
Jewelry, Watch & Accessories 2.95 %
Beauty, Cosmetics 2.15 %
Business Services, Retail 2.07 %
Energy, Oil, Gas 1.99 %
Security, Fire Safety, Defense 1.98 %

Agriculture, Forestry, Fishery 1.23 %

Optics 1.22 %
Others 3.90 %
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Top 20 industries in events,
estimated revenues, 2013

Estimated
lndustry annual revenues
(US$)

engneerg, vl amiactung) (435329750 )
) ( 338,115,250 )
)( 315744750 )
.C )C 304,941,750 )
C Food and Beverage, Hospitality )C 303,998,000 )
@C Construction, Infrastructure )C 286,131,750 )
C Textiles, Apparel, Fashion ) C 283,758,000 )
C Leisure, Hobby, Entertainment )C 252,883,250 )
@ (" Premium, Household, Gifts, Toys ) (239,511,750 )
C Automobiles, Motorcycles ) C 227,499,750 )
C IT and Telecommunications ) C 222,472,500 )

12 C Health, Medical Equipment )C 201,206,000 )

General

NNE)

0@

Furniture, Interior Design

e

Electronics, Components

‘

\—/
()

Printing, Packaging 165,676,750 )

Jewelry, Watch & Accessories 130,395,000 )

Beauty, Cosmetics 116,684,250 )

Business Services, Retail 115,213,500 )

FEEHEEEEER
YT T YT YT

)
)
)

Energy, Oil, Gas )( 92815500 )
Security, Fire Safety, Defense ) (85,023,000 )
Agriculture, Forestry, Fishery ) 57,507,500 )

Optics )( 57306750 )
Others DIGEENED)

TN NN NN\

Total 4,418,515,750)

Y fmanngaamnssuiilyaci v3e
ﬂaimﬂmw”l,mmﬂmismawwLLamaummm
fign lud 2556 Tu 10 Suduusn Usznau
A8 (1) uan AFINTIN/@AFINNTIU/NT
mam/miawﬂiﬂa/miawaaﬂﬂim :uuam
maimlmmmwmwuwL,Lamaumum
fign 423,329,750 In3uqansy 309a981
fie (2) magmavnssuvly 338,115,250
wiunansy (3) vnawlesiined waziaies
anueaniely 315,744,750 inSegansy
(4) nurndrannsefind wazdrulsynou
304,941,750 W3ggyansy (5) NuIN0INIT
PA3BARL wATU3N1S 303,998,000 gy
ansy (6) mnaneady uarlassaiiefiugu
286,131,750 m%mgaw%g (7) NUINAING
\A30etjein wazuldu 283,758,000 wiey
ansy (8) MUIAFUNUINIG UBALN Az
Juie 252,883,250 seqyansy (9) vuan
Y99A1Ua ATISTOU VDIUTY WasUDILAU
239,511,750 wisegyansy wae (10) MuaneIu
BUA LAYINITLIUBUA 227,499,750 1s8gy
ansg MNany

Imwmmammmiwwam %30
swimmmimawumLLamaummwam 10
Susuusnilidndrudenay 67.35 YDIYAA
‘maiwsﬂ,mmn‘wu‘mammuamaummwiﬂ
Taviae Yaugfivanagmavnssudug Ts1ele
niuisnnuLansduinivgldsiuiosay
32.65 ve3seldannfuiisnuLansduig
e/l diavian

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and

compiled by Business Strategies Group, June 2014.

17 MICE Review 2015




The top-earning industries in terms of revenue generated
from space sales in 2013 were: (1) Engineering/Industrial/
Manufacturing/Machines/lnstruments/Hardware — USD 423, ,750
(2) General Industries — USD 338,115,250 (3) Furnitureflnterior
Design — USD 315,744,750 (4) Electronics/Components™ — USD
304,941,750 (5) Food and Beverage/Hospitality — USD 303,998,000
(6) Construction/Infrastrucutre — USD 286,131,750 (7) Textiles/
Apparel/Fashion — USD 283,758,000 (8) Leisure/Hobby/Entertainment —
USD 252,883,250 (9) Premium/Household/Gifts/Toys —USD 239,511,750
and (10) Automobiles/Motorcycles — USD 227,499,750.

These top ten industries, in terms of revenue-generation from
exhibition space sales, account for 67.35 percent of total space saleg :
A

while remaining industries account for a combined 32.65 percent
total space sales.

Industry

Engineering, Industrial, Manufacturing,
Machines, Instruments, Hardware

=

General

Furniture, Interior Design
Electronics, Components

Food and Beverage, Hospitality
Construction, Infrastructure
Textiles, Apparel, Fashion

Leisure, Hobby, Entertainment

O© 0 N O U1 B~ W N

Premium, Household, Gifts, Toys
Automobiles, Motorcycles

IT and Telecommunications
Health, Medical Equipment
Printing, Packaging

Jewelry, Watch & Accessories
Beauty, Cosmetics

Business Services, Retail

Energy, Oil, Gas

Security, Fire Safety, Defense

Agriculture, Forestry, Fishery

Optics
Others

MICE Review 2015 18



UFI Uszanaunisaldn Usemafifisnsinisiivle
%aﬂﬁuﬁf{’]’mmLLamﬁuﬁﬂﬁﬁmUlﬁ (net square meters)
wnnianluedoudfnlud 2556 e léviu dfuidnay
WEARIAUAII818A7 Souay 13.8 91nT 2555 J89a911 AB
2) vy d8asimsiivlnvesiuiisnnuudnsdudn Sosay
9 (3) Ju Seway 8 (4) dulaflde Seway 7.0 (5) FwAlUS
Jeway 6.8 (6) UnNan1u Sevaz 6.2 (7) uaulu Sevas
5.7 (8) dulhie Sovazy 5.4 (9) WaUTud Seway 4.3
(10) poasIay Souaz 3.6 (11) gond Sovaz 3.4
(12) wnmald $evay 3.4 (13) gUu Fesay 2.3
(18) s Sevar 1.4 waz (15) Ui Sovaz 0 &«
wansilaifinsiiulnvesiudisnanuuandudfivngldan
U 2555 Lay

The Global Association of the Exhibition Industry
(UFI) found that among Asia and Pacific countries, Taiwan
had the highest growth rate from 2012-2013 in terms
of net square meters of exhibition space sold, with a
13.8 percent increase. It was followed by: (2) Thailand
— 9 percent (3) China — 8 percent (4) Indonesia — 7
percent (5) Singapore — 6.8 percent (6) Pakistan — 6.2
percent (7) Vietnam - 5.7 percent (8) India — 5.4 per-
cent (9) Philippines — 4.3 percent (10) Australia — 3.6
percent (11) Hong Kong — 3.4 percent (12) South Korea
— 3.4 percent (13) Japan — 2.3 percent (14) Malaysia —
1.4 percent and (15) Macau - 0 percent, or no increase
from 2012.

Exhibition space sold (net square meters), 2013 vs. 2012

Estimated size
2012 vs. 2013
in % change

2013 GDP growth

Estimated annual
size in m? in 2012

Estimated annual
size in m? in 2013

( Taiwan ) ( 13.8% ) ( 2.1% ) (716,250 ) (629,250 )
( Thailand ) ( 9.0% ) ( 2.9% ) (506,250 ) (464,250 )
( China ) ( 8.0% ) ( 7.7% ) (9719750 ) (899,000 )
( Indonesia ) ( 7.0% ) ( 5.8% ) (. 203000 ) (189,750 )
( Singapore ) ( 6.8% ) ( 4.1% ) (329250 ) (308,250 )
( Pakistan ) ( 6.2% ) ( 3.6% ) ( 77,000 ) ( 72,500 )
( Vietnam ) ( 5.7% ) ( 5.4% ) 158750 ) (150,250 )
( India ) ( 5.4% ) ( 4.4% ) (854,750 ) (810,750 )
( Philippines ) ( 4.3% ) ( 7.2% ) (151,250 ) (145,000 )
( Australia ) ( 3.6% ) ( 2.4% ) 55250 ) (536,750 )
( Hong Kong ) ( 3.4% ) ( 2.9% ) (906,000 ) (876,500 )
( Korea ) ( 3.4% ) ( 2.8% ) ( 854500 ) (826750 )
( Japan ) ( 2.3% ) ( 1.5% ) (. 1977000 ) (1932750 )
( Malaysia ) ( 1.4% ) ( 4.7% ) (300,000 ) (296,000 )
( Macau ) ( 0.0% ) ( 11.9% ) ( 72,500 ) ( 72,500 )
( 6.6% ) ( N/A ) C 17382500 ) ( 16307250 )

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and

compiled by Business Strategies Group, June 2014.
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vz ofiansauuliunisiivlnremainnis
Fouansduiiluiedouddfinlugae 5 T Anwun @
2552-2556) WUl fanan1sdnaiunansduniluiede
wUgAnTugae 5 U Ainunndu dasiivladuediese
fos Inefisnswereiedsisdosas 16.9 910l 2552
WadUszmafifinsidulnvesiuil saaunansdudniiane
Idannign Tugaed 2552-2556 e WAUTuUA Tnnsvene
Frvosfiufisnaundnsdudniivnglddsdesay 84.5 dau
Uszmeifinsiiulnvesfiufisnaunansdudifianele
unfigaludusiusesasn Ao (2) liniu finsvered
e8a 47.0 (3) §9alUs dn1538186 190888 36.5
(4) wa@e dAnsvnuflsesay 28.3 (5) dulatlie 4
AS818Rsear 24.3 (6) duliy dn1sveufiienas
21.5 (7) 3u fn1sveredisesas 19.1 (8) Uiaau &
N1SUL18RISeaE 18.9 (9) g89nd UN158TURISe8AY
15.1 (10) tn1nale dn15v8186 350Uy 14.7
(11) Veauwiy dn1sveemisesay 12.4 (12) tne 4015
YyNuflsosay 8.5 wag (13) pedlnsidy Jn15981867
Yovaz 7.1 awdwiu dmsu (14) Juu wud1 Innsan
A uiinssnuansdudnantes Ussunadesay
0.03 @2 (15) 4 LA1 WU SNuATauLansAUAT
velnanasannt 2552 Seway 25.8

An examination of the growth trends of the
exhibition and trade fair market in Asia Pacific over a
recent five-year span (2009-2013) found steady growth
in the overall market, at a yearly average rate of 16.9
percent from 2009. The Philippines posted the highest
increase in terms of exhibition space sold, with up to
84.5 percent growth over this five-year period. This
was followed by: (2) Taiwan — 47 percent (3) Singapore
- 36.5 percent (4) Malaysia — 28.3 percent (5) Indonesia
— 24.3 percent (6) India — 21.5 percent (7) China —
19.1 percent (8) Pakistan — 18.9 percent (9) Hong Kong
- 15.1 percent (10) South Korea — 14.7 percent
(11) Vietnam — 12.4 percent (12) Thailand — 8.5 percent
and (13) Australia — 7.1 percent, whereas (14) Japan
posted a slight drop with a 0.03 percent decrease in
exhibition space sold and (15) Macau posted a more
significant drop of 25.8 percent in exhibition space
sold compared to 2009.
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Estimated size Estimated size Estimated Estimated Estimated Estimated
2009 vs. 2013 2012 vs. 2013 annual size in annual size annual size annual size

in % change in % chan m? in 2012 in m? in 2011 in m? in 2010 in m? in 2009

( Taiwan ) ( 47.0% )( 716,250 )( 629,250 )( 619,250 )( 552,00 )( 487,250 )

( thailand ) ( 85% ) ( 506250 )( 464250 )( 462500 )( 432500 )( 466500 )
(china ) (191% ) (9719750 )( 8,996,000 ) ( 8733750 ) ( 8,517,500 ) (8,163,250 )
(" indonesia ) ( 243% ) ( 203000 )( 189,750 )( 178000 )( 167,750 )( 163,250 )
(" singapore ) ( 36.5% ) ( 329250 )( 308250 )( 286500 )( 250000 )( 241,250 )
( pakistan ) ( 189% ) ( 329250 )( 72500 )( 70750 )( 66750 )( 64750 )
( vienam ) ( 124% ) ( 158750 )( 150250 )( 143250 )( 141,500 )( 141,250 )
( india ) ( 215% )( 854750 )( 810750 )( 789000 )( 763750 )( 703500 )
(philippines ) ( 845% ) ( 151,250 )( 145000 )( 139,500 )( 128250 )( 82000 )
( Australia ) ( 71% ) ( sse250 )( 536750 )( 522,750 ) ( 528000 )( 519,500 )
(Hongkong ) ( 15.1% ) ( 906000 )( 876500 )( 880000 )( 870000 )( 787000 )
( korea ) ( 147% ) ( 854500 )( 826750 )( 820250 )( 805750 )( 744750 )
(gapan ) (-003% ) (1,977,000 )( 1,932,750 ) (1,873,000 ) ( 1,928,250 ) (_ 1,977,500 )
(" Mmalaysia ) ( 283% ) ( 300000 )( 296000 )( 273500 )( 265000 )( 233750 )
( Mmacau ) ( -258% )( 72500 )( 72500 )( 84500 )( 94750 )( 97750 )
( 169% ) (17,382,500 ) (16,307,250 ) (15,876,500 ) (15,511,750 ) (114,873,250 )

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and
compiled by Business Strategies Group, June 2014.
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Total exhibition space sold (net square meters) in Asia, 2009-2013

Estimated annual size in m?

18,000,000
17,382,500
17,000,000
16,307,20
16,000,000
15,876,500
15,511,750

15,000,000 P21

o=

14,873,250
14,000,000

2009 2010 2011 2012 2013

UFI Uszanaumsaddn Tud 2557 Ysenaluginieg
deuUdiniis 15 Ysemetuisiuiuguduansdudism
§u 200 we Ancduvuaiuiven 7,015,866 #1574
wns Usemeiidiiuiiuansdudunndian Ae Usenedu 3
Sruauguduansdudn 106 wis Tnedfufiuansdudism
11N99 4,845,192 ANSIUAT DUAUADIABD Uiszzﬁﬂu
fauduansdudn 13 wis dfufisan 355,658 msrauns

799891 Ao (3) nwidld deuduansdunn 13
uvis fffufisan 324,368 msnawns (@) Sude dguduans
Audn 14 ure ufisan 290,457 msrawns 5) e 3
AUGLAAIFUAT 9 WU TRufisI 222,984 A1919UAT
(6) A9AlUS UAuduanddun 10 uis fifufisn 219,970
M1519UAT (7) 80909 HAAuSuansduai 2 un fifuism
149,820 an5194As (8) epamside AAuduandudl 10
WAa ST 137,042 a15101as (9) landu daud
WERIAURT 5 uWe HW UM SIu 117,178 #1519
wns (10) Bulafie fauduanddudi 9 wis dluiisa
106,094 m15194uns (11) w1 TAuduansdu 2 i
fifuitsan 76,715 msrawns (12) wade fAuduans

a ¥

Fudn 4 usie SRuTisan 71,292 msrawes (13) Uriaanu
TAuduansduan 2 uus ffui s 39,045 ANS1LUMT
(14) Guauny dauduansdudi 4 uis fifuiisn 33,793
P3RS way (15) HaUTud TRufiuansduddesiian
fAuduandua 3 uu Tnefifuiuansdudngy 26,257
A 1LUAT

The Global Association of the Exhibition
Industry (UFI) found that in 2014, the fifteen countries
and territories in the Asia Pacific region had a combined
200 exhibition centers or a total of 7,015,866 m? of
exhibition space. China had the most exhibition space
with 106 centers and a total area of 4,845,192 m?,
followed by Japan with 13 exhibition centers and a
total area of 355,658 mZ.

They are followed by: (3) South Korea with 13
centers and total exhibition space of 324,368 m? (4) India
with 14 centers and 290,457 m? (5) Thailand with 9
centers and 222,984 m? (6) Singapore with 10 centers and
219,970 m? (7) Hong Kong with 2 centers and 149,820
m? (8) Australia with 10 centers and 137,042 m?
(9) Taiwan with 5 centers and 117,178 m? (10) Indonesia
with 9 centers and 106,094 m? (11) Macau with 2 centers
and 76,715 m? (12) Malaysia with 4 centers and 71,292
m? (13) Pakistan with 2 centers and 39,045 m?
(14) Vietnam with 4 centers and 33,793 m? and
(15) Philippines with 3 centers and 26,257 m? of total
exhibition space.

Source: The Global Association of the Exhibition Industry (UFl). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and

compiled by Business Strategies Group, June 2014.
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Number and total capacity
of international exhibition centers in Asia, end of 2014

Total gross indoor

Country/Region No. of centers

size (m?) 2014

C China ) ( 4,845,192 ) ( 106 )

( Japan I ( 355,658 ) ( E )

( Korea I ( 324,368 ) ( 13 )

( India j ( 290,457 j ( 14 j

( Thailand ) ( 222,984 ) ( 9 )

( singapore ) ( 219,970 ) ( 10 )

( HongKong ) ( 149,820 ) ( 2 )

( Australia ) ( 137,042 ) ( 10 )

( Taiwan ) ( 117,178 ) ( 5 )

( Indonesia ) ( 106,094 ) ( 9 )

( Macau ) ( 76,715 ) ( 2 )

( WEIEWSE! ) ( 71,292 ) ( 4 )

( Pakistan ) ( 39,045 ) ( 2 )

( Vietnam I ( 33,793 ) ( 4 )

( Philippines ) ( 26,257 ) ( 3 )

 omms ) m)

UFI Ysganaunisalian aananisuansdudiluleide The Global Association of the Exhibition
wUgdn U 2557 duazdionsinisiulauszua Seeas Industry (UFI) expected that in 2014, the Asia Pacific
5.7 990U 2556 wazAIANITAIINAIANITLANIAUATTY exhibition market would grow 5.7 percent compared
Teuudinlagsaulud 2015 ﬁ]“mmsumamiﬂamma to 2013, and forecast steady and continual growth in
o Tnoasiignsinisiivlaussana Sepay 11.3 weil 2015, at around 11.3 percent. A major growth driver is
drunisiufunaainnisiivlnuesnainnisuansdudn the steady expansion of the exhibition sectors in China
Tuvsenadu wazdssinalueBonzTusaniaslangs and the Southeast Asian countries. The inauguration of
andulaldegssiaiies saufanssudnduauvesgud new exhibition centers in China, South Korea, India,
wansduAuslualuyszimaiu tnmald dude laniu Taiwan and Indonesia in 2014 and 2015 will further

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and
compiled by Business Strategies Group, June 2014.
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wazdulatl@elud 2014 way 2015 mvmﬂmummalfua
wUBANTTIWIUAUS UAnIFUAT wasiufiuandudnfiuiy
mummummmm%muaLLamaumLmﬂ%ﬂuﬂi“mm
a]uiuﬂ 2014 way 2015 uuamﬂwﬂiummuuwwms
ddd
5,248,692 ANTNLUAT AINEIAU LLavﬁa“maMammuﬁuaa
Huinissnausansdudivestsemeiulul 2014 way
2015 Wisfudevay 69.06 uavidufosas 70.39 vesiud

bump up the total number of exhibition centers and
exhibition space on offer in Asia Pacific. The opening
of new exhibition centers in China in 2014 and 2015
will result in China’s having a total exhibition space of
4,845,192 m? and 5,248,692 m?, respectively. This will
bump up China’s share of the region’s total exhibition
space in 2014 and 2015 to 69.06 percent and 70.30
percent, respectively.

muLLamﬁuﬁwﬁwmmaqgﬁmﬂ

2013 Total 2014 Total 2015 Total
gross indoor gross indoor gross indoor
size size size

% change
(from 2013
to 2015)

2013

No. of centers

Indonesia ) ( 8

Taiwan ) ( 4

) ( 56,094 ) ( 106,094 ) ( 106,094 ) ( 89.1%
) 99278 )( 117178 )( 154818 )( 55.9%
China ) 104 (4615192 )( 4845192 (5248692 )( 1379
Korea ) 12 )( 308368 )( 324368 )( 324368 )(  5.2%
India )13 ) 285457 )( 290457 )( 200457 ) 149
Japan ) 12 )( 355658 )( 355658 )( 355658 )(  0.0%
Thailand ( 9 )( 222984 ) (222984 ) (222984 ) o0.0%
Singapore I )(C 219970 )( 219970 ) ( 219970 ) o0.0%
Hong Kong ) 2 )( 149820 )( 149820 )( 149820 )(C 0.0%
Macau )C 2 ) 7e7is ) 76715 ) 76715 ) 0.0%
Malaysia )( 4 )( 71,292 )( 71,292 )(
Pakistan )C 2 ) 390e5 ) 39045 )(
Vietnam ) 4 )(C 33793 )( 33793 )(
Philippines )C 3 ) 26257 )( 26257 )( 26,257 ) 0.0%
Australia ) 10 (139242 (137042 ) 1370e2 ) -16
(194 )( 6699166 )( 7015866 )( 7457006 )( 11.3%

71,292 )( 0.0%

39,045 )( 0.0%

33,793 ) ( 0.0%

Y Y YA Y YA Y Y YA Y Y Y YA Y

(U P U W W W W W U U U D P P P

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report researched and
compiled by Business Strategies Group, June 2014.
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Thailand’s MICE Outlook

AWdAIATYIDIDNAMNSSUTUG
tudszinaAlna

MICE Contribution
to the Thai Economy

onamnssuludiunidugaamnssuidnigedy
ulngeiignvedlny uagiduddareyarilagsmves
gnamNIINNTieniien gramnssuluduedlneinig
wulnegagdaidestunnaendaus 2553 Tngsgning
¥ 2553 - 2556 Fwautindunsludisnmnisdulais
Fuan 679,585 Ay Wudiuau 1,013,502 Ay uFerfindy
feogar 49.14 uazlielaaingaamnssuludiaulnen
53,515 anuuwitul 2553 (Uu 88,485 duumlud 2556
vioifiudufisfesar 65.35

Toyalul 2557 nuhdwuiniauniuaeseld
ngnamnssuludanasnnt 2556 nediruiutniunig
919,164 AU wazdlswlasiy 80,800 A1UUM Wsvanal
oAz 9.30 uay 8.69 AuddU Vil losndanunisal
melulsemadonadmanenisdndulafumauaznisdn
Nudmiugsianauludlulveld egrdlsfiniu anrunisel
tnidumaazsglanngaamnssuludlulasinausnvesd
2558 L'%'uﬁﬁzyigmﬁwﬁmwﬂﬂﬁ Tnefidnsnadulnde
Wisuiulasuaieanulul 2557 Sovaz 3.00 waziovasy
3.30 MUAIAY

The MICE industry is one of Thailand’s
top-growing industries, while also contributing
significantly to its tourism sector. Thailand'’s
MICE industry has been growing steadily since 2010,
with the number of MICE travelers rising from 679,585
to 1,013,502 individuals from 2010-2013, up 49.14
percent. MICE revenue grew from THB 50.515 billion
in 2010 to THB 88.845 billion in 2013, an increase of
65.35 percent.

Year 2014 statistics indicate a drop in MICE
arrivals and industry revenue from 2013 levels, with
919,164 travelers and revenue of THB 80.8 billion, a
decrease of 9.3 and 8.69 percent, respectively.
Political instability unsettling the country in 2013-2014
clearly discouraged many prospective visitors from
organizing MICE events in Thailand that year. In any
case, positive signs are emerging in Q1 2015
indicating a rebound back to normal, with a 3 percent
increase in tourist arrivals and a 3.3 percent increase
in MICE industry revenue, respectively, compared to
the same period in 2014.

Number of MICE Visitors and Industry Revenue 2010-2013

People Million Baht
1.200.000 330 Fuoulniaumilug (Au)
- 79,770 88,485 ‘ Number of MICE Visitors
1,050,000 80,000
70.625 s1elinnanaiknssulug (auuin)
Number of MICE Visitors
900,000 70,000
80,800
53,515
750,000 / 60,000
60,000 50,000

Source: Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics
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andouuntiunilug
giounnaJinadninua U 2557

andousrglnnnnairknssulug
siomaAmsnaJtnadnikun U 2557

Shares of MICE visitors relative
to total tourist arrivals 2014

3.71% -~

uniaunJilue
MICE visitors

doRasauisuiisusiwiutdnvenfivinay
sreldannisvieniisavesinefusiuuinduniuazsey
laangnamnssuludlul 2557 wudnlnedduauinyies
\Wiehady 24,779,768 Au wazdsrelaainnisvendien
593 1,147,654 &uum lwvasdifiswaudnidunidlud
919,164 AW a@U150a51951810571 80,800 a1uu Tag
ziulaindadruininunsludiiessesay 3.71 setdn
Vieudisananun amnsaadieneldsuandudaday
Yovay 7.04 seseldainnsveaiioniaiun viediuial
Igrseladlasuantnreadieaialulul 2557 widu
46,314 vseau Wisuiisufuseldilasuaninidu
maludludideaiu 87,906 umseAu FelmnuLANeIg
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Myl sEnaRdaun N (Quality Visitors) uag
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Industry) d1wiunianisvieaiisivesing

Share of MICE revenue relative
to total tourism revenue 2014

7.04%

s1alengnairmnssuluy
MICE revenue

In comparing Thailand’s general visitor arrivals
and tourism revenue with MICE-related arrivals and
revenue in 2014, MICE visitors comprised 919,164
of a total 24,779,768 travelers, earning THB 80,800
million of THB 1,147,654 million in tourism receipts.
Thus, the portion of MICE-related visitors was 3.71
percent of total visitors to Thailand, with MICE
revenue accounting for 7.04 percent of total tourism
revenue. This averages to spending per-head of THB
46,314 per general visitor versus THB 87,906 per
MICE visitor in the same period, a substantial
difference prompting industry insiders to dub MICE
travelers “quality visitors”. Clearly, MICE is a High
Potential industry that can contribute significantly to
Thailand’s overall tourism sector.

Source: Calculated from Ministry of Tourism and Sports’ 2014 Tourism Situation Report 2014 and Thailand Convention and Exhibition Bureau

(Public Organization) MICE industry statistics
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The Thai MICE Industry:
Basic Facts

dadrutnaumadudnaunadiunineglud 2556
nwuaulrgunanlumivie@eunissesas 75.7 59989
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AUAINU

Of the MICE travelers visiting Thailand in
2013, the majority (75.7 percent) came from the
Asian continent, 10.1 percent from Europe and 4.7
percent from the United States. The top five countries
in terms of travelers to Thailand are China, India,
Malaysia, Japan and Indonesia.

MICE travelers to Thailand in 2013: by region of origin

Asia

Europe

75.7%

Middle East Oceania

Unidentified

Africa

America

UszinAdseanuniaumdaluguilng gaan 5 drauusn

4.7%

No. of Visitors

( China J( 128437 )
( India ) 103373 )
C Malaysia ) C 65,549 )
C JETEL ) C 61,639 )
C Indonesia ) C 46,539 )

Source: Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics
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Year 2014 statistics on MICE travelers and
revenue may be grouped into the following MICE
categories: meetings, incentive travel, conventions
and exhibitions. The business categories bringing in
the highest number of visitors were: conventions
(31.32 percent), incentive travel (26.17 percent),
meetings (25.32 percent) and international exhibitions
(17.19 percent). The categories generating the highest
revenue were: conventions (33.09 percent), meetings
(31.15 percent), incentive travel (18.90 percent), and
international exhibitions (16.85 percent).

The categories generating the highest average
revenue-per-head were: meetings, conventions,
international exhibitions, and incentive travel, in that
order.

Visitor Number and Revenue by MICE Category in 2014

MICE Category

Number of Visitors

Revenue
(Million Baht)

Average Revenue
Per Head (Baht)

( Meetings ) ( 232,736 ) ( 25,173 ) ( 108,161 )
( Incentive travels ) ( 240,546 ) ( 27,415 ) ( 63,497 )
( Conventions ) ( 287,886 ) ( 26,737 ) ( 92,874 )
( Exhibitions ) ( 157,996 ) ( 61,613 ) ( 86,179 )

M+1+C+E 919,164 80,800 87,906

Source: Calculated from Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics
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MICE travelers to Thailand 2014:
By event type

MICE revenue in Thailand 2014:
By event type

Incentive Travels

26.17% >

Conventions

Incentive Travels

m\ Conventions

31.329
%o 33.09%
Meetings Exhibitions Meetin
gs —_—
25.32% = o Exhibitions
TATT A TRT 66.85%
Average Revenue Per Head in 2014 By MICE Category
Baht
92,874 86,179 87,906
82,500
63,497
55,000
(0]
Meeting Incentive travels  Conventions Exhibitions M+1+C+E
anannssuluding... The Thai MICE Industry...

AngEiunudunsuvuoiian

Standing Strong on the World Stage

NANBAINLAE mmwaammumwmma’maq
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Thailand’s scenic landscapes, diverse travel
sites, renowned hospitality and world-class amenities
make it one of the world’s most popular tourist
destinations. Basic infrastructure is well developed, as
is a burgeoning service industry catering to the entire
tourism supply chain, including information services,
marketing, accommodation for every style and
budget, leisure and recreational activities, financial
services and travel insurance. With these strengths in

Source: Calculated from Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics
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World Economic Forum lafinwiuwaginiii
3184971 Travel & Tourism Competitiveness Index
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fi 35 A 141 Ussmanalan uagdaiduddui 3
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place, Thailand is well-positioned to develop its
potential as it strives to move ever higher on the
world MICE stage.

In its Tourism & Travel Competitiveness Index
2015, the World Economic Forum ranked Thailand
35th out of 141 countries worldwide and 3rd among
ASEAN countries, after Singapore and Malaysia.

The Travel & Tourism Competitiveness Index 2015

Global Ranking ASEAN Ranking Country Score (1-7)
11 ) ( 1 ) ( Singapore ) ( 4.86
28 ) ( 2 ) Malaysia ) ( 4.41

D | N |
o )+ )(

Thailand ) ( 4.26

Indonesia ) ( 4.04

74 ) ( 5 ) Philippines ) (C 3.63
75 I ( 6 )(  vienam ) ( 3.60
96 ) ( . J(  raoror ) ( 3.33

105 ) ( 8 I(
134 ) ( 9 I(

Sofinsananuannsolunsudeiilugnamnssy
vioufrludsuifiusineg wWisuiisuiuusemealugiinie
WsLlERnInran1sAnwlussudnain wuitlned
awsufiddey i Tassadeiiugiudunisusnsinyes
\fign (Tourist Service Infrastructure) NYWEINTSTTUYIR
(Natural Resources) uaglassadafiugiusunsuudmis
81n1¢ (Air Transport Infrastructure) Tnefiuszifudinag
UsuUse un Tassadsfiugiudunsuudsaaiuiuuas
3o (Ground and Port Infrastructure) Tuvaisfiaasiss
asnnmanwalnunulasndy (Safety and Security)
Wewfiuanuindedodmsurnasimnd

Cambodia ) ( 3.24

( 2.72

The same report, in its ranking of Asia Pacific

Y YA YA Y YA Y Y YEA
D W W W W WD D P

Myanmar

countries, listed Tourist Service Infrastructure, Natural
Resources, and Air Transport Infrastructure among
Thailand’s competitive strengths. Areas in need of
improvement include Ground and Port Infrastructure,
and the urgent need to restore confidence among
international visitors regarding the country’s safety
and security following several months of political
instability.

Source: The Travel & Tourism Competitiveness Index 2015 Ranking. (No information on Brunei)
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Thailand Score (1-7)

Rank
(out of 141) Thailand Asia-Pacific
(" Travel & Tourism Competitiveness Index 2015 ) (35 ) (426 ) ( )
e e exoe
( Business Environment ) ( 38 ) 43 ) ( aes )
( Safety and Security ) ( 132 )( 375 )( 520 )
( Health and Hygiene ) ( 89 ) 487 ) ( 514 )
( Human Resources and Labor Market ) ( 29 ) 498 ) ( a2 )
( ICT Readiness ) ( 60 ) 43¢ ) (  a06 )

( Prioritization of Travel & Tourism ) ( 40 ) 45 ) ( ara )
( International Openness ) ( 49 ) 370 )( 334 )
( Price Competitiveness ) ( 36 )J)( s ) ( a5 )
( Environmental Sustainability ) 1e ) 346 ) ( 361 )

( Air Transport Infrastructure ) ( 17 ) ( 4.57 ) ( 3.48 )

( Ground and Port Infrastructure ) ( 71 ) ( 3.41 ) ( 3.83 )

( Tourist Service Infrastructure ) ( 21 ) ( 5.70 ) ( 3.68 )

( Natural Resources ) ( 16 ) ( 4.47 ) ( 3.52 )

( Cultural Resources and Business Travel ) ( 34 ) ( 2.79 ) ( 2.85 )
wnugiandresuuandiviuanuaiuisalunisuyady The chart above illustrates Thailand’s travel and
maqamaqmﬂjjyﬂqj‘m@qmg'ﬂmmﬂjgj‘umgj‘uﬂ‘uﬂj YL tourism competitiveness in relation to other Asia
s[,uﬂl]ﬂ’]ﬁL@LGUEJLLUG(jWﬂE]EJ’]QS{jG]Lf\]u Iﬂga’mqsaqmﬂfjwmu Pacific countries, indicating some of its key competitive
ﬂfgf]gjafmqjﬂuﬂqjumquwuaqlv]gf],@Lﬂu q ﬂau m\m areas, as grouped into the following four categories:

Source: The Travel & Tourism Competitiveness Index 2015

31 MICE Review 2015



15 UN1TUTELIUAILEINITAIUNITUYIT UV
gramnssuludveding ann1sfnwinasdndidues
American Express Global Business Travel Tudsziiu
HesfiAfandmiunisdanisuszyuuazianssy
(Meetings & Events) wuinlnedidnnnuaiuisalunig
wisdwduddudug vesdniae@ewudiin lnedaya
Y 2557 NUdINJUNNUAY mﬁmaﬂmﬁmﬁﬁmﬁmﬁ
mmamamu 6 Imammaqmmam ASEAN Anndduly

ﬂallu&l’e]ﬂ 2 dlag loun ﬁ\‘iﬂiﬂi mmm 1) LaruIna

q
a

Sulafife (E1duil 5)

The American Express Global Business Travel
report on top cities for Meetings and Events ranked
Thailand’s MICE industry among the most competitive
in Asia Pacific. Its 2014 listing ranked Bangkok and
Phuket together in 6th place, among the top ten
destinations. The list includes two other cities from
the ASEAN region, Singapore (ranked 1st) and Bali
(5th).

Usztdunisugsdun inadaoiuaiuisnlnain uidelsaulfau
nudszinAlundniAIFauddwn

Thailand’s key competitive strengths relative to other Asia
Pacific countries

- fAsJas1IluTIUAIUNISUSNISTNNDJILA €9
- NSWEINSSSSUBIA
- {AsIAS1IW UFIUAIUNISIUAINIIDINA

- Tourist Service Infrastructure
- Natural Resources
- Air Transport Infrastructure

Uszifunisug Jgun InafadiuaiuasninatAaifudssina
lunomaAwauddwn

Areas where Thailand ranks about on par with other Asia
Pacific countries

- aMWUIAAdUNIISSAA

- Juniwuazauue

- MAANSIITULAzNSWEINSUUUE

- AxwwsaunuinaiuladaisautnAuazinsAuUIAL
- msihmwuamryzlaquamnssumsnajm83

- A2WaITsnluNISIY JTUATUSIAN

- Business Environment

- Health and Hygiene

- Human Resources and Labor Market
- ICT Readiness

- T&T Policy and Enabling Conditions
- Price Competitiveness

Uszifunisuzg sgun Inagadiuaiuasninataaimuussina
tundnAE@audgwn unlnsuwaus: luuTuaJumun
’NFIZ)SUFHSIIF]TZJUSUUSJ

Areas where Thailand has close capacity to other Asia
Pacific countries but was evaluated below its competitors;
improvement needed

- Ns10AN213s=Ko1IUs=INA
- NSWEINSN1IJIUUSSSUUAzN1SNDJIIN &1FISSNA

- International Openness
- Cultural Resources and Business Travel
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Areas where Thailand lacks competitiveness compared to
other Asia Pacific countries, needing urgent attention

- THSJHSWJUJ UTHUIZHUI'HS?JUEUI'HHUJ ufaulaz I'HlSO
= mwanummunmudaamna

- Ground and Port Infrastructure
- Safety and Security
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International Congress and Convention
Association (ICCA) statistics on international meetings
in 2013 ranked Thailand 29th globally in terms of number
of international meetings held, and 7th in Asia Pacific.
Bangkok ranked 20th among cities worldwide and 4th
in Asia Pacific, following Singapore, Seoul and Beijing.

China MICE Now, published by the Chinese
Economic Review — Asia’s leading online and print media
outlet — described Thailand in its analysis as the most
ideal destination in East Asia for international meetings,
trade fairs and exhibitions. The report cited the richness of
Thailand’s travel opportunities as a major draw for
incentive travel, along with the country’s charm,
innovative service industry, year-round warmth,
good food and beautiful beaches. It also offers
wide-ranging amenities to facilitate MICE events,
boasting some of the highest standards in the industry,
especially in the main cities of Bangkok, Phuket and
Chiang Mai.

Top Ten Cities in Asia and the Pacific
for Meetings & Events

11~ 8lE— Rt g S R

—

. Singapore

. Hong Kong/Macau

. Shanghai

. Sydney

. Bali

. Bangkok and Phuket

. Tokyo

. Seoul

. Ho Chi Minh and Hanoi
10. New Delhi

2
3
4
5
6
7
8
9
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One of Thailand’s principal strengths is its ability to provide an ideal package
where business meets pleasure, making it a choice destination for many travelers and
MICE organizers. Thailand is a unique mix of age-old traditions and cosmopolitan
comforts. It offers natural beauty, diverse travel experiences, an ideal location with
solid basic infrastructure and tourist amenities, and world-renowned hospitality. The
following features are particularly important considerations for MICE events:
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\Ju International Gateway %38 Transit & Transfer
Hub lugiugyhenniAeugudnangiinialalueuias

Thailand is positioned at the center of Southeast
Asia, making it a natural travel and tourism hub for
the region. It offers world-class basic infrastructure,
especially in aviation, as headlined by Suvarnabhumi
International Airport. Thailand is well placed to
develop further as an International Gateway or
regional Transit & Transfer Hub in the near future.

nnmsiEulamaasegivegsedosnidunan
un iuuvdsamuiiddgandssane Wuiidedigne
vosuiTmduthwedaninning uasdufimiaasughaiia
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gsfanddnuesgiinia Uszneudumsinsivesuszren
WiSENI0WTEY (AEC) yhlvmananisAkagnIsasuiinig
Ye1efeg1TIngy Midafanssuludlulnedaunsoasne
Tomavagsialiunviaginnuuasfidniamauldogied
AuwlunnIzay

Thailand has sustained a resilient economic
profile, posting annual growth and attracting
substantial foreign investment over the years. It is
a Southeast Asian economic hub, home to the
regional headquarters of numerous multinationals
and international organizations, and is an important
economic leader among the CLMV countries
(Cambodia, Laos, Myanmar and Vietnam). Upcoming
integration under the ASEAN Economic Community
(AEC) is already accelerating trade and investment
expansion. Thanks to all of these elements, Thailand
is fertile ground for new business opportunities,
which can be of direct benefit to MICE organizers
and delegates.

Inedulszmefilundsvieadivamanavans uaxdl
Q’Uszﬂa‘umsammwaaﬂiﬂ"aﬂimm ANN190MDUAUDIAIIY
Fosnisvesfsznaunisludldlunnssdu daudannud
ionsinieudlafuanudeusziulan anuiidauans
InssansSumemn fesUssyumietesdaidsimnans
UssEIMAsIINTATANysal TUaudsaanuiidauansdudn
yusilvgfiannsnsesiugidrannulsanniilan

Nationwide, Thailand offers diverse travel
destinations and quality MICE professionals trained
to meet client demands. Business meets pleasure at
beachside meeting venues, seminars and dining events
set against scenic backdrops, and high-capacity
exhibition venues equipped to welcome international
audiences.
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Thailand is a unique mix of past and present
cultural influences. Though often portrayed in the past as
something of an exotic gem removed from the outside
world, today’s Thailand has become a cosmopolitan
playground — and no less intriguing for its millions of
annual visitors. Thai society is generally tolerant and
open, and its people incorporate all manner of cultural
influence into the fabric of daily life, creating a distinctive
aesthetic whether in its arts and handicrafts, ceremonies,
traditional architecture, food or clothing.

@Uizﬂaumﬂm‘?ﬁiﬂmEJLﬂuamuﬁaﬁ’mwwazlﬁ%U
nsuinsuuulnedsideidsaszdulannasananiioglu
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wonand mededifanssududunuinisuaznisieadien
Wensinreuiiuiawlednuinune Saduanundamau
funeugrunsnsegsislulszmalne

MICE visitors enjoy world-renowned Thai
hospitality and service throughout their stay — before,
during and after the event. Leisure goes hand in hand
with doing business in Thailand, as a myriad travel and
recreational options provide interesting side activities
and much-needed relaxation when the work is done.

wenanaulanuluUsyfiusnge inaniuiuda
InadaliinauannInan aauu. Lasiusingm1egsng
Anfoulanudromdelunisnauny uanidsuniiud
gruemayaIn wazliudnisausiee weldaunse
a¥vassduludlivszavaudidaigaluynuszian
3319

The Thailand Convention and Exhibition
Bureau (TCEB) and its business partners have created
quality working teams to help MICE organizers plan
their events. These teams are in place to share knowledge,
facilitate preparation and provide the support necessary to
realize creative and successful MICE events across all
business sectors.
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In 2013-2014, Thailand faced significant setbacks due to political unrest and disruptive protests, resulting in
a major governmental shift. The number of MICE arrivals during that period dropped 15 percent, as did aggregate
revenue, falling short of our earlier targets. However, TCEB expects that with the return of political stability
and security, 2015 will restore confidence among MICE travelers. We are assuring prospective visitors that the
interim government run by the National Council for Peace and Order does not intend to introduce unsettling
changes to the country’s basic policies, and that business prospects and day-to-day life remain much the same.

As for the big picture, in 2015 TCEB is focusing on premium and higher-end clients, and encouraging this
target group to lengthen their visits and increase their spending. Thailand has also secured hosting rights/bids for
some major world-class MICE gatherings this year, demonstrating the country’s readiness and potential.

Our strategy is to bring in more business travelers, a target group of “quality visitors” with higher purchasing
power and higher spending per head than the average leisure tourist. We will focus on drawing in 60% of this market
segment from Asia and Oceania countries. Another 20 percent will come from (Western) Europe and America, and
the remaining 20 percent from Africa, Eastern Europe and the Middle East.

aavy. Wumiesuiduleunesjaduganueaisms
A1Ug3N3 (Destination Marketing Organization) {n1s
Nanagnsiielivszimalneiduganuniendnlunisdn
Usgyu msvieadisnieuseta msdauszgauuund
wagnshansdudmund waglugiueiaauu. 1umine
swfiafuayunisdaaiunatn aavy. Jddvianuddaly
Fosn1safranusuduesgavaneUaienie (Destination
Branding) Tsfunntu iffesanluewantinidunislungs
ludazandrganuisvatenisnndeidesunudevszina
oy ulAndegavanenmsiiunadulssmadingy
Fu ne winunliulusuian yavansvanemaaziasu
\Ju asuneu Tafuazuusnen ununisBendeussine
Faunldudsnan aavu. dosnsneulureitondndulyi
dlowineg Tuussmaiinmundouuazdfnenin anunsouts
Auidesiidugemneuarenisdus lushsuszinals

TCEB's policy is to serve as a destination marketing
organization, which aims to position Thailand on the
world stage as a primary destination of choice for
international meetings, exhibitions and incentive travel.
Our work is to support effective marketing which, in
this day and age, requires more attention to destination
branding. MICE travelers are increasingly associating
their experiences with venue cities, rather than the
country itself, so we need strong differentiation
domestically to make each locale distinct and easily
recognizable in their minds. For example, whereas we
used to talk primarily in terms of country destinations
like England, Japan or Thailand, the growing trend is
instead: London, Tokyo, Bangkok. TCEB is therefore
helping selected cities in Thailand to develop their
potential and competitiveness, so they can compete in
a more targeted way against destination cities in other
countries.
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With the MICE industry, the differentiation is
in the detail but we can broadly categorize groups ac-
cording to the purpose of their trip, for example, semi-
nar groups, incentive travel groups, exhibition
groups and international meeting delegates. It's a re-
flection of Thailand’s readiness and multi-faceted capa-
bilities that it can accommodate them all, being in fact
a choice destination for all of these groups. Target
groups traveling to Thailand tend to spend on
tourism activities beyond the meetings and seminars
they came to attend, so one of our main attractions is
the diversity of travel experiences on offer at a lower
cost-per-head compared to other places. Differentiat-
ing among these groups is a smart strategy to help
MICE-related businesses clarify their own strengths. In
doing so, they will be able to seek out the right partners
to develop full-range services tailored to specific group
profiles. We want MICE visitors to find everything they
need without having to travel elsewhere.

Ustinalvefinfenansdsogaudnansgliniaiedu
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gaamnssulud egndlsfinny Ysenalvedeassadadady
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Thailand’s location gives it a natural advantage
as the geo-economic gateway to ASEAN and an
attractive destination for MICE travelers. However, it
must purposely develop other points of attraction,
particularly in business facilitation, to inspire target
groups to organize their events here. This need
prompted TCEB to develop a “Win-Promote-Develop”
strategy as a unifying approach. First, we must Win over
visitors and secondly, Promote Thailand as a regional
hub for MICE events, focusing on creating memorable
experiences for MICE visitors; and, in order to
accomplish the first two, we must Develop our
capabilities in all the relevant facets.
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Win specifically involves boosting Thailand’s capacity
to secure bids for world-class MICE events, of which
Thailand hosts approximately 7,000 yearly. Once we
secure hosting rights, we must market our readiness to
each target group, ensuring them of our capacity to
provide all the right amenities, optimal convenience,
efficient transportation services, and scenic destinations
to visit. Marketing efforts are generally geared to each
travel segment as follows:

- Meetings and Incentive Travel Segment — This
segment focuses on high-potential organizations and
business groups comprising premium, high-end visitors
who have large and wide-ranging networks, which
helps to boost the overall number of MICE visitors.
Examples include direct-sale or insurance companies,
IT groups, and service, transport, energy, and
health-related businesses. TCEB is also focusing on
visitors from high-growth, economically robust
countries like China and Indonesia.

- International meetings segment — In this segment, we
are targeting the medical sector. Thailand’s high-potential
medical sector is already in a good position to build
partnerships with professional associations and expand
the country’s readiness to host these events.

- Exhibition and trade fairs segment — We are focused
on promoting five main industries in this segment,
under our ASEAN Rising Trade Show initiative:
automotive, basic infrastructure, energy, food and
agriculture, and medical and health services. We
particularly want to draw in major international
exhibitions convening for three days and up, with
minimum attendance of 10,000 visitors, as well as
themed mega-events to showcase four of Thailand’s
stand-out facets, namely, art and culture, lifestyle and
creativity, entertainment, and tourism and sports.
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Promote involves promoting Thailand as a MICE hub,
with our Thailand CONNECT to the World campaign
spearheading our on-going public relations activities.
Among our target groups, we need to reinforce
Thailand’s position as a hub that is well-connected to
Asia and the rest of the world. In 2014, TCEB’s Thailand
CONNECT to Asia campaign highlighted three major
attractions pointing to Thailand’s readiness as a
full-service event destination:

Destination: Thailand is the geo-economic hub of
ASEAN, gateway to the Greater Mekong Sub-Region
(GMS) countries, gateway to the BIMSTEC — Bay of
Bengal Initiative for Multi-Sectoral Technical and
Economic Cooperation countries, and a transit point
along the region’s economic corridors. Business
Opportunity: Business opportunities abound in Thailand
thanks to dynamic economic partnerships and various
free trade agreements.

People: International seminars and exhibitions are
professionally executed by MICE industry service
providers who are trained abroad and awarded
diplomas upon course completion. The venues
themselves are inspected to meet ISO standards in
areas like security management and food safety. TCEB
has also created its own Thailand MICE Venue Standard
Certification, ensuring venues provide the high quality
standards necessary for world-class events.
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Develop brings together the 4 P’s necessary for a
successful MICE industry: public sector, private sector,
people and partnerships. It emphasizes collaboration
through partnership and networking agreements,
facilitated and funded by TCEB itself.
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One of TCEB’s main functions is to publicize
developments in our MICE industry to increase the
number of MICE travelers to Thailand. Our Thailand’s
MICE United campaign is designed to prepare
Thailand for regional integration under the ASEAN
Economic Community (AEC) by encouraging MICE-related
businesses to form productive partnerships. The
ASEAN MICE Collaboration project is a partnership
between the public sector and the chambers of
commerce of the ASEAN +6 countries to collaborate on
marketing activities.

TCEB invited representatives from the ASEAN+6
countries to share their MICE industry expertise and
experience, with a view to forming partnerships and
business networks to prepare for the advent of the AEC.

TCEB's international marketing activities include:

- Appointing an international marketing representative,
with budgetary support from TCEB, to create marketing
programs for the international exhibition segment, such as
Be My Guest Plus/Business Matching, and Business
Connect.

- Providing event organization support for MICE
meetings, like Industry Day, IT&CMA, and CTW 2015.
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AIME, IT&CMA China, IMEX Frankfurt, CIBTM

- Supporting marketing efforts through overseas road
shows, bringing along some of Thailand’s business
owners and entrepreneurs to international exhibitions
like IMEX AMERICA, EIBTM, AIME, IT&CMA China,
IMEX Frankfurt, CIBTM.
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TCEB does not have representative offices abroad, but appoints marketing advisers in target countries like China,

Hong Kong, Taiwan, India, Vietnam, United States, and Japan to promote our industry and attract business

travelers to Thailand. Our target for 2015 is to welcome 1,036,300 MICE visitors, up 5 percent from 2014,

contributing a projected THB 106,780 million to the Thai economy.
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gsfaludinisudesduge naussmanisugaBanguida
vunosunagnsaneg lnglnefiguisiiddnluninig
ondoudefuegs Asalusuazanale Jeilanumdey
FruassyulnauardssuisaiuagaIn uenanisd
Uszimaiilunnsednnilsussina Ao Sulaiids 3guna
wiazUssmAiimissnuivhmihiisuieduaauu.vedlne
uazatiungugnénma iRty Ky anusimie
dmsunainlegnvesaalu. Usednd 2559 Ae lngazadi
ANULARaliag1als?

Today’s MICE industry is fiercely competitive,
with dozens of countries vying for their share of the
market. Thailand’s primary competitors are its
ASEAN neighbors, like Singapore and Malaysia,
which boast high-standard public utilities and
wide-ranging amenities. Another emerging star to
watch out for is Indonesia. Each country has
dedicated state agencies doing similar work to TCEB
and actively targeting the same market segments.
Hence, TCEB’s major challenge for 2016 is to answer
this question: How will Thailand differentiate itself?
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Tolanwsul 2558
2015 Highlights

- 11U Bangkok Entertainment Week Feuen 4 9w
Tngjunsuiundundousn 1ur 911 Bangkok Comic Con
x Anime Festival Asia Thailand, Thailand Comic Con,
Bangkok International Digital Content Festival, and
the Thailand Toy Expo (27 w.8.-3 W.A. 2558)

- Asia Pacific Herbalife Extravaganza 2015 91u3u
20,000 A (11-14 H.8. 2558)

- FDI Annual World Dental Congress 2015 37u7u
13,000 AU (22-25 n.8. 2558)

- World Travel Blogger (TIBEX 2015) 97u7u 1,000 Ay
(15-17 m.p. 2558)

- One Young World 97121 2,000 AY (18-21 W.¢. 58)

- The Bangkok Entertainment Week, which brought
together four major events for the first time: Bangkok
Comic Con x Anime Festival Asia Thailand, Thailand
Comic Con, Bangkok International Digital Content
Festival, and the Thailand Toy Expo (27 April-3 May
2015)

- Asia Pacific Herbalife Extravaganza 2015 with 20,000
attendees (11-14 June 2015)

- FDI Annual World Dental Congress 2015, with 13,000
attendees (22-25 September 2015)

- World Travel Blogger (TIBEX 2015), with 1,000
attendees (15-17 October 2015)

- One Young World, with 2,000 attendees (18-21
November 2015)

aavu.ldfimuanagnsgnaainludludssinela
aenndesfuuluisvesiguiailininuddyedisgadu
nsfuindeuAsugiafiegnavnssuienfisnaylud
wazidsmsiiiussldnnnisieadiedlulssnannniniy
waznANYY lnglanignisnseduliiansdnussyuway
dunuaielulseina duasunisdnanusansduanigly
Uszmeegnadugusssy wieufnunnagnsnisnainds
snisszdunsludssmaaz i ielisemalne
Juagudnanansdnuszguuazaunansdui

TCEB’s marketing strategy aligns with
government policy to develop the MICE and tourism
sectors as high-priority economic drivers. We
actively encourage the private and public sector to
organize MICE events in the country to stimulate
revenue from domestic tourism. We are also working
to increase the number of exhibitions staged in the
country, and establishing market penetration strategies
on the domestic and international level to make
Thailand a true hub for meetings and exhibitions.
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- A1SNANIUNITALESTUNITAAN

- MsfadunsInnsesfaNuiaglia1UInm

This strategy involves targeted development of the
country’s five MICE cities of Bangkok, Pattaya, Chiang
Mai, Phuket, and Khon Kaen, through three basic
measures:

- Providing policy and strategy directions

- Supporting marketing and promotion efforts

- Providing knowledge and consultation
services

lnefAnuanInsgIugsnaluduasuinsgulugdn
MIULUINVBY Growth Driver Usgnausiensasnanse
Pearwsauiefunfisineg ludsume ilonseduguasd
LLawaUmuwmstaawwmmmamammsﬂm‘iuﬂivmﬂ
I¥un mwmagﬂmwaainiamamqqﬁm JCERRERL
AanssukaznIsnaInlugiuuf1eg duasuaiiusivie
FENINMUBNUTTUAZLENTU

wonani aavy. Seiinsivununulsauaulud
Usgdrdmin ileadgaduiiunnsine afnramainvans
LwiavﬁuuﬁmmﬁmﬂumaLﬁaﬂﬁm%’umﬁmmﬂﬁvwLLa“
wansdunlulszinels iaummiwwmﬂuwauaﬂivm
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We want our MICE cities and the industry to
become even bigger Growth Drivers. To fulfill that
potential TCEB sets industry standards and
encourages network-building to stimulate supply
and demand in every MICE-relevant field. We
organize various marketing activities and liaise
between public and private players to form
partnerships, thereby helping to create new business
opportunities.

TCEB has also outlined a roadmap to help
each province differentiate itself so that, as a whole,
Thailand can offer diverse options for ever-evolving
meeting and exhibition styles. This includes
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developing a MICE Intelligence Center for each
region, in collaboration with the relevant MICE City,
to gather and analyze market data; setting up
human resource training centers; and establishing
MICE coordination facilities. Altogether, this will
create synergy and momentum to rev up Thailand’s
capacity to stage ever-more creative and innovative
exhibitions throughout the country.

2

odunsnauausilofuiusiingiitonsedu
mmmﬁaﬂumﬁauqsﬁﬂwﬁuﬂismméﬁ&mmﬂﬁy “Uszaul
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dulassmaiftoatuayulinndefdmsnludiueieg i
MafuLATYEi Aandew deu Jaussay wu nsade
1y Manszeneldisludaasughiauassvieiisaia
Useina nsenseRuaunden nsimuiiudl e
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uFFuazunaiafismms 81f maiFeuinisi
udutula maﬁuvﬂuasmﬁmﬁﬂw Wusu dauunasvios
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Falun sy aavu. sudmunetniuniangy
lugneludsemasiuiu 18,343,500 Au @ulnaind 2557
Savar 5 Andusiglasiuiu 14,230 d1uum

Our strategy emphasizes the formation of new
partnerships to drive the domestic MICE market. To
this end, we continue to roll out “Meeting in Thailand”
events in key provinces, familiarization trips and the
Domestic MICE MART to stimulate cooperation among
a variety of stakeholders, for our shared economic,
environmental, societal and cultural benefit. These
interactions create employment and enable wider
revenue distribution through tourism and other
business activities. Ultimtately, these activities help to
develop a locality and increase its capacity to host
MICE events. We are also promoting incentive
travel experiences at the country’s Royal Initiative
Projects and Royal Thai Military tourism sites. Royal
Initiative Projects give visitors novel hands-on
experiences, for instance, with terraced rice farming
or forest conservation. Royal Military Tourism
sites offer adventure and team-building activities,
cultural tours on the local way of life, and historical
tours following in the footsteps of the heroes who
have shaped the nation. We will initially run this
project in the provinces of Satun, Lampang and
Petchburi.

As for the bigger picture, in 2015, TCEB is
targeting 18,343,500 domestic MICE travelers, up 5
percent from 2014, with projected revenue of THB
14,230 million.
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984 Union of International Associations (UIA) wu3nd
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Tudrduil 15 voslan Tnefingalvardudeauransusza
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The South Korean government purposefully
prioritized its MICE industry over the years,
designating it in 2009 as one of the country’s
New Growth Engines. It provided budgetary
support towards the development of industry
professionals, developed basic infrastructure and
stimulated competitiveness within the country
itself. As a result, the South Korean MICE industry
developed in a focused manner and made great
strides in positioning itself as a top global destination.
According to information from th e Union of
International Associations (UIA), in 2007, South
Korea’s MICE industry was ranked 15th in the
world, with Seoul in 9th place. Just six years later,
in 2013, South Korea had moved up the rankings
to 3rd in the world with Seoul ranking 4th globally.

Among the World’s Top 5 MICE Destinations

nmalddanuldivssunniumisiidmessanalugiuz
fdugudnansnisauuiauiidifyueseds nviadsdinng
afrunsovsanuauvuddnidenlesludmnanuiidday
valan Usgneudunisadisanimuindenvosusyinels
wioudmiunissessuianssuludlannuuin lnsaniy
Aanssuuiatng Inedgayemanglimnmalamdudszine
vnefinfigndmiuionssulud

South Korea capitalized on its strategic geography by
investing in extensive transportation networks and
positioning itself as a globally-accessible transport hub
for East Asia. It also created a MICE-capable environment
throughout the country to accommodate intimate to
large-scale events, in its push to become one of the
world’s top preferred MICE destinations.
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World-Class Infrastructure
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3yUUNTVUAlUUTEIA (Transportation System) 61178
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anudnnisuseyuseaulan (World-Class Convention
Center) Wiaslugvaunindldiieunnidesasiauduseau
YUALRY wardiniieuied Ut NuIn1sInnIg

$7uAU Korea MICE Bureau @atduniissiunananiald
A1AUY8Y Korea Tourism Organization (KTO) Lielw

amsmgaamnssuludvesdseme aulaluluiwinig
wazansgudaduiisenivvesialan Jagtunimaldd
AudmsUszyuvualng 13 wis lifusamaniuiidanis
Uszyailulsausunasgudnsussyaluseiusesadludsiey
Jusumnnsgnenudiosdifyiiusene

a01uiinn (Lodging Facilities) 1 ualédfiwndimsuiin
Aumadeniinldod1amainansnuAudednis faus
FRnuuusLRuTsinsendnealinuuning Tsaususialy
Tsausuiifinasuimsaulaswunitslulssma Tuauds
Tsausuiivimsalaowuduisesulan

High Technology

South Korea purposefully developed its basic
infrastructure, tourism and MICE amenities,
including:

Transportation System - Its transportation
networks enable convenient travel around the
country, with transportation links provided from
international airports to other domestic destinations,
and an efficient public transportation system

serving the major cities.

World-Class Convention Centers — Virtually every
major city in the country has its own large-scale
convention center and a local management agency
coordinating with the Korea MICE Bureau, which
operates under the Korea Tourism Organization
(KTO). This helps to ensure that the country’s
MICE industry develops in synergy and to world
standards. South Korea currently has 13 dedicated
large-scale convention centers, on top of a multitude
of hotel meeting facilities and smaller convention
centers throughout the country’s major cities.

Lodging Facilities — South Korea offers accommodation
options to suit every taste and budget, from traditional
Korean-style lodges to standard hotels, and hotel chains
managed by domestic as well as world-class international
hospitality groups.

inmdldfiszuumaluladivuadouasdaaninssdy
Tanuiiosessufanssunaznisinnededs o1f szuu
Sumaﬁﬁmmmﬁagq waghlrlansnsas fedl inmaldd
UsEnaumaluladtuiinanswis 919 Samsung LG uag
Hyundai udy

South Korea provides connectivity through world-
standard communication technology networks,
including high-speed internet and public WiFi. It also
boasts some of the world’s leading technology brands,
including Samsung, LG and Hyundai.
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Variety of Travel Attractions
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Entertainment and Cultural Events

South Korea offers all kinds of attractions to suit diverse

traveler needs, from the natural to the cultural, along
with ancient and modern architectural sites. It has also
positioned itself as a leading shopping destination. A
survey found that more than 80 percent of Asian
travelers see Korea as a major regional shopping
destination.

nndlidudszimaduguisiuainuduliisiiddy
vauoily lngdniAunIs@INnsamIsNnIshanslagig
wanuany naddunisuansiifuiausssuuusaiuly
ﬁ]ummsLLamiﬂLLwiwwmaumLa +fid0idueszaulan
wonand mudaludetufitraanmaldseduumeas
fsgarnuaulanniinfiunsnnilantdidueesidnde

Delicious Cuisine

South Korea is a major entertainment hub for Asia,
offering diverse attractions from traditional
performances to modern showcases earning world-
wide recognition. Its media and entertainment
offerings have proven a big hit across the region,
inspiring legions of fans and prompting many to
choose Korea as their next travel destination.

a1msinnalasuaufeusazduseuainausialanly
gmzﬁlﬂummiﬁﬁsamaﬁ LLﬁzETQL‘ﬁuEJ’IM’]iLﬁIEJQSZJﬂ’IW
Sndne TneUssiavermsiidedewazlduanuiey
170 9191 AN (Kimji) Ju399%n (Hanjeongsik) AinA1al
(Dak galbi) m1ad (Galbi) yalni (Bulgogi) wazddudu
(Bibimbap) LUusu

Korean food is quickly gaining in popularity, with
flavorsome and healthy dishes like Kimji, Hanjeongsik,
Dak galbi, Galbi, Bulgogi and Bibimbap appreciated by
people around the world.
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The development of MICE Cities was instrumental
in driving South Korea’s MICE industry to world
prominence. Building numerous MICE-capable destinations
taps into the needs of today’s MICE travelers who are
increasingly seeking unique alternatives — but with the
same high-standard amenities and convenience. Korea
developed its MICE cities over several years, investing in
amenities and basic infrastructure and establishing efficient
management models. Coordinating local MICE offices with
the centrally-administered Korea MICE Bureau helped to
define unique branding profiles for each locale. This
arrangement also allows the central agency to steer the
nationwide development of the industry, to ensure that it
grows in alignment with national policies and maintains
world-class standards throughout. There are currently 13
MICE cities in Korea, each with their own strengths and
branding.
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MICE Amenities

Vgauazusuruna

Seoul & Vicinity

{ga Metropolitan Incheon Int’l Airport; UAueiUs=gu 3 uKa Taun Coex, At Center ua: Setec ua:r”iuinm@sgnu
City with Gimpo Int’l Airport A1uou 28,529 KoJ seasudidnsoumsuszgu 1iind1 7,000 AU/ASI
Seoul Tradition
and History Three convention centers (Coex, At Center and Setec); 28,529
hotel rooms; facilities can accommodate over 7,000 MICE visitors
at a time
dugou Global Landmark Incheon Int’l Airport AugUszgu Songdo Convensia uazAWNUIRSTIUFILOU 3,032 KoJ
sJ5U ginsoumsus=gulandn 2,100 AU/ASI
Incheon
Three convention centers (Coex, At Center and Setec); 28,529
hotel rooms; facilities can accommodate over 7,000 MICE visitors
at a time
AIndnndoan Promotes Its Charms ~ Promotes Its Charms  DfugiUs=au Kintex (Korea International Exhibition Center) ua=fiuin
Around the World Around the World UIRsTIUAIUDU 9,360 Kod saisudidisounisuszgu T6in31 7,000 AU/
Gyeonggi ASJ
Province
Kintex (Korea International Exhibition Center); 9,360 hotel rooms;
facilities can accommodate over 7,000 MICE
visitors at a time
Woaaidsuusssunazus=dnmans Historical & Cultural
AflolA Treasure Trove of Incheon Int’l Airport GAueUs=qu Gyeongju Hwabaek International ua=Awnuins3u
i World Heritage 1Udu 4,205 KoJ soasumsus=gu 1in311,700 AU/ASI
Gyeongju Gyeongju Hwabaek International Convention Center; 4,205 hotel
rooms; facilities can accommodate over 1,700 MICE visitors at a
time
goul City of Korean Incheon Int’l Airport  GRAWNUIASTIUTIUDU 450 Kou saa5uMsUs=guTEind 800 AU/ASI
Tradition
. 450 hotel rooms; facilities can accommodate over 800 MICE
Jeonju visitors at a time
333 City of History Incheon Int’l Airport;  DAugiUs=3u Kimdaejung Convention Center uasAwnuInsTIUAIUIU
and Art Muan Int’l Airport 1,527 KoJ saisumisuszgulandn 1,500 AU/ASI
Gwangju Kimdaejung Convention Center; 1,527 hotel rooms; facilities can

accommodate over 1,500 MICE visitors at a time
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Transport
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MICE Amenities

weaJanamnssuuazinatulaé  Technology & Industrial

un3vu City of Scientific Incheon Int’l Airport  GAutUs=gu Daejeon Convention Center wazAWNUINSTIUAIUDU
Technology 1,312 KaJ sessumsus=gulinda 2,000 Au/ASI
Daejeon
Daejeon Convention Center; 1,312 hotel rooms; facilities can
accommodate over 2,000 MICE visitors at a time
unn City of Green Energy Incheon Int’l Airport;  DAugUs:=3u Exco waznwnuimsTusiuou 5,769 o sessumisus=gu
Daegu Int’l Airport Tiin31 1,600 AU/ASI
Daegu
Exco Convention Center; 5,769 hotel rooms; facilities can
accommodate over 1,600 MICE visitors at a time
Agoiuu Advanced Industrial ~ Advanced Industrial AueUs=gu Changwon Exhibition Convention Center uaziujn
Region Region uIRsSTIUAIUDU 4,387 KoJ seaSumsuUs=gulandn 2,000 Au/ASI
Gyeongnam
Exco Convention Center; 5,769 hotel rooms; facilities can
accommodate over 1,600 MICE visitors at a time
wWeosdnSumswnaounauiy  Outdoor Retreats
AIHdInAI0U Province with Incheon Int’l Airport  GAugUs=gu Alpensia Convention Center ua=iwnuins3uILUIU
a Spectacular 14,385 KoJ sasSumsuszgulsnga 3,400 AU/ASJ
Gangwon Environment
Province Alpensia Convention Center; 14,385 hotel rooms; facilities can
accommodate over 3,400 MICE visitors at a time
€89y Maritime City Incheon Int’l Airport; ~ GAUEUS:gL Bexco waziwnuIRSTIU 41UdU 7,428 KoJ s8ISUMS
and Host of an Daegu Int'l Airport Uszguleinon 2,400 Au/AS)
Yeosu International Expo
827 hotel rooms; facilities can accommodate 684 MICE visitors at
a time
you International Incheon Int’l Airport;  OfueUs:=gu Bexco tazAWNUINSTIU 41UdU 7,428 KoJ soJ5ums
Port City Gimhae Int’l Airport Us=gulanon 2,400 Au/ASI
Busan
Bexco Convention Center; 7,428 hotel rooms; facilities can
accommodate over 2,400 MICE visitors at a time
B3 Fantastic Incheon Int’l Airport;  OAueUs:=gu Icc Jeju (International Convention Center Jeju) ua:
Volcanic Island Jeju Int’l Airport AwnuIRSTIUAIUDU 8,268 Kod soaSumsUs:gulandi 4,300 AU/ASI
Jeju

International Convention Center Jeju; 8,268 hotel rooms; facilities
can accommodate over 4,300 MICE visitors at a time
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Sgunanmalalag Korea MICE Bureau fiuleuiy
Wnrsadvayun1sdaussyuivdnseavuiunvia
(Conventions) wanissululszmadisldlamdudinm
Faruluseiusenan sausnsviideiauelasinig nns
Ussrdunusdenneuseine luaudenisaniiuianssy
FEMINNITINU Imsﬂﬁﬂﬁaﬁuauuﬂ%ﬁLﬁ‘flu&f'gﬁu ns
TSN nsesnonasiuses naenauesosielunis
WwlsnumnIEUIUNAne Tneilseasdeadeelud

The Korea MICE Bureau supports its MICE
cities through the entire event cycle, from bidding,
to preparing project proposals and organizing public
relations activities overseas, and provides backup
during the event itself. It provides funding and advice,
issues official certifying documents, and contributes
equipment and other resources needed to realize an
event. This support is detailed below:

Type A

mMsUszgAndnidalngesdnsseninsUssinanionadns
AfaudndussdnsseninsUszima Tid1uszgamnnda
300 A waziduw1aeaIAuInndd 100 au laeu1an
1 5 Usena wazdiudauszqudaud 3 Suiuly o
¥ sunsaiuayunsnsdudaelud

1. Anlganelunisiiuntakaznwn (baiy 2 Ad)
2. N15IAVNVDLEUDLATINNG
3. N1S8IUIYAINUALAINAINSUNITAITIVADIUNIANIU

4. fanssuatduayulusnslsema W Korea Night uag
Korea Booth Husu

Monetary support, applying to international conventions
or events organized by entities that have international
organizations as members, with a minimum 300-person
attendance, 100 of whom are foreign travelers from at
least five countries, convening for a minimum of three
days.

1. Travel and accommodation expenses (maximum
two seats)

2. Assistance with project proposal preparation
3. Facilitating surveys/visits of available venues

4. Supporting activities abroad such as Korea Night
and Korea Booth
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YBIDIANTIENINNUTENA LAgHB1IA19YIRLTITINIIU
11NN91 150 AU wariszeznainsianusaud 2 Yuiy
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1. nilsdasusesnisaduayunIsineIuan CEO vo3
Korea Tourism Organization

2. AANAULALARUNINYUAT
3. MU9ABWULUINTVIB WAL TUTTIS WasWHUT

4. AUYIYLUNABNISTANANTTUAN Korea Tourism
Organization @1tnsua1Uszina

5. Special Support ﬂ’iiﬁﬁLﬁumiﬂiu%uﬁﬁ?jﬂﬁhwﬂa
Lmiammmnmﬂ 1,000 AY %avlmummuuaumw:u
W wadl nssanlimiuSaen mssamsouaaudl was
NMFIANANTTLUIEAdUNUST9n19UTEIe (S2UAU Korea
Tourism Organization)

This applies to conventions that do not involve
international organization members. Requires at least
150 foreign participants convening for a minimum
two days.

1. Official letter of support from the Korea Tourism
Organization CEO

2. Photos and video clips showcasing Korea
3. Travel information, brochures and maps

4. Assistance from foreign offices of the Korea Tourism
Organization in organizing events and activities

5. Special Support — This is provided for large-scale
events attended by a minimum of 1,000 foreign
visitors. It provides advice and consultation, venue
preparation, and public relations activities abroad in
coordination with the Korea Tourism Organization.

MICE Review 2015 56




Type A

nMsUszuAndni dnlagosdnsseninassmanioosdns
AfaudndussdnsseninsUszima Tidruszaumnnd
300 au wastuyae19AnInnd 100 au lagunain
1077 5 Useine waediTudauserudaug 3 uduly
wldsumsaiuayunsnsdudaselud

1. N133alUsTIsN1sUsEYULAL RN SEaN
2. 11399 Korea Night

3. 115497 Korea Booth

Type B

This provides monetary support for international
conventions or events organized by entities that have
international organizations as members, with minimum
300-person attendance, 100 of whom are foreign
travelers from at least five countries, convening for a
minimum three days.

1. Production of event brochures and souvenirs
2. Staging a Korea Night

3. Staging a Korea Booth

N139AUsE gV TN UIUIIAN TAlneaeAnsT i ldangn
YDIDIANTTENINUTENA 1AgTdY1IR1991RL9157891U
110171 150 AU WaTHSEELIAINITIAIUGILE 2 TUTU
1 agldsunisadvayuasaludl

1. pnaekasAduNIneuUns

2. MI9ABWULUINITVIOWN Y TUSTT WATWEUTN

3. AULIULUNADNITTIANANTIUINN Korea Tourism
Organization @11n3tun1sdszineg
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This applies to conventions that do not involve
international organization members. Requires a
minimum 150 foreign participants convening for a

minimum of two days.

1. Photos and video clips showcasing Korea
2. Travel guidebooks, brochures and maps

3. Assistance from Korea Tourism Organization’s
overseas offices in staging promotional activities




Type A
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3. 11597 Korea Booth

Type B

This provides monetary support for international
conventions or events organized by entities that have
international organizations as members, with
minimum 300-person attendance, 100 of whom are
foreign travelers from at least five countries,
convening for a minimum three days.

1. Production of event brochures and souvenirs

2. Organizing receptions, performances and travel
activities during the event

3. taging a Korea Booth
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5. Special Support ﬂﬁaﬁﬁLﬂuﬂﬂiﬂisﬁquﬁﬁmwﬁwmﬁ
Wrsamauannndn 500 au azldfunisatuayuiia
du dall nsdasofudsdnugidnsaunisussry uas
Aanssurieaiien (§alae Korea Tourism Organization)

This applies to conventions that do not involve
international organization members. Requires a
minimum 150 foreign participants convening for a

minimum of two days.

1. Consultation and advice throughout the course of
the event

2. Photos and video clips showcasing Korea
3. Travel guidebooks, brochures and maps

4. Assistance from Korea Tourism Organization’s
verseas offices in staging promotional activities

5. This is provided for bigger events attended by a
minimum of 500 foreign visitors. It provides shuttle
bus service for event attendees and travel activities
organized by the Korea Tourism Organization.
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Korea has all the elements of a dynamic tourism industry in
place, with its mix of cultural and natural attractions, architectural
sites of interest, and high-tech infrastructure — combining to
create a unique Korean experience. World-class basic infrastructure,
large-scale convention centers, MICE amenities and high-end hotel
accommodation are some of the essential “hardware” components
contributing to Korea’s MICE potential and competitiveness.

To support industry growth and distribute MICE revenue
nationwide, Korea built large-scale convention centers and developed
the relevant basic infrastructure in several of its major cities. The
Korea MICE Bureau, operating under the Korea Tourism Organization,
provides support and liaises with relevant organizations, particularly
with the MICE office in each major city. This set-up enables the country
to develop its MICE industry in a coordinated manner, in alignment
with national policies. It also helps to ensure the maintenance of
world-class standards throughout the country. It is also government
policy to provide budgetary and resource support, help prepare project
proposals, stage public relations activities overseas, and organize
add-on activities during MICE events to create new hosting
opportunities for the country.

The success of Korea’s MICE industry then is the result of
purposeful vision, targeted development and advanced planning.
With a basic blueprint in mind, Korea successfully developed all the
elements needed to create a MICE-friendly environment and
ultimately propel Korea as a MICE hub for Asia. To recap, following
are the main elements for success:
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Location and connectivity. Korea has a geographical
advantage and many natural attractions, made
accessible through well-developed basic infrastructure
in transportation and logistics, in the air and at sea.
Korea is also conveniently linked by air to aviation hubs
around the world, supporting its positioning as a transport
hub for East Asia.
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Tourism infrastructure and resources. Korea boasts
all manner of attractions from cultural to natural
and man-made, offering something for every
segment of the travel market. It is also a standout

world technology leader.
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Smart planning and investment. This applies to basic
transport, communication infrastructure and MICE-
related amenities, including the initiative to place
large-scale convention centers in virtually all of its

major cities.
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Efficient management systems. Establishing a network
of MICE cities all coordinating with a central agency
helps each locale to define and develop its own unique
branding, while at the same time helping to ensure
that the MICE industry as a whole develops in a
concerted manner, and to world-class standards.
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Concrete government support. The government
provides backing through budgetary support, consultation
and resources, enabling Korea to develop the capacity to
host large-scale conventions. With large-scale events
comes world renown and credibility, but the government
continues to promote smaller MICE activities as well.
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The MICE sector has the potential to contribute
significant added-value to an economy. MICE travelers
are known as “quality visitors” in industry-speak, as
they tend to have more purchasing power and higher
expectations for quality goods and services relative to
the average tourist. However, the MICE sector is highly
sensitive to external factors, such as political instability
and perceived security concerns, as well as fluctuations
in the world economy. Internal political conflicts
playing out in Thailand in 2013-2014, for instance,
dealt a serious blow to the industry’s growth trajectory.

Although the MICE market in Thailand has
since rebounded, the industry must closely track the
goings-on in the world economy. Thailand’s MICE sector
may not be directly affected by the Euro-zone economic
slowdown, but could be forced to shoulder unavoidable
impacts if those troubles ripple out to its primary
customer markets of China and India.

As things stand, Thailand’s MICE industry
remains poised for continued growth. More opportunities
for market expansion will emerge following the 2016
launch of the ASEAN Economic Community (AEC),
particularly in the CLMV countries (Cambodia, Laos,
Myanmar and Vietnam) whose MICE industries are as
yet not as developed as Thailand’s. In the meantime,
Thailand must rev up its own capacities in the following
areas:
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Basic tourism infrastructure and MICE-related amenities

iesesfunisiivlavesgnainnssulud ne
Sndudeassiamnialassaiefiugiudunisveniien
wazdssrunreanuazainilisatestugaaivnssulud
Tlfunsgiussduaina 01f anufidauszqu il
LanaduAn LdUNINITANUIANTUAY SEUVADANTLAS
Tnsauuiny vinnssulsausuuazdinn 1Wudu Tuvae
Wenfufidesdiniseysnvundwiondfiodliegluanini

anysalnaennal Wewnunawieniisnfelulededa
Tugaamnssulud

]

ulauianijoJurilug
MICE City Initiative

To support MICE industry growth, Thailand must
hasten development of tourism infrastructure and
MICE-related amenities. This involves building and
upgrading meeting venues, convention centers,
exhibition halls, transportation and logistics systems,
information and communication (ICT) technology
networks, and hotel accommodation, to international
standards. At the same time, it must take care to preserve
the condition of its natural and cultural attractions, as the
unique travel experiences they offer are some of the
biggest draws for MICE travelers visiting Thailand.
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TCEB launched the MICE City initiative targeting
the country’s major urban and economic regions, to
engage them in the development of the country’s MICE
sector. The five current MICE cities of Bangkok, Chiang
Mai, Pattaya, Phuket and Khon Kaen are being groomed
to contribute ever more productively to MICE growth.
The initiative aims to distribute MICE revenue and basic
infrastructure development across the country’s major
regions, rather than concentrating resources in the
capital city alone. Building true capacity across the
regions is also crucial for Thailand to position itself as a
MICE hub for the ASEAN region when the AEC comes
into effect in 2016.
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Developing MICE Cities: Boosting MICE sales domestically
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Under its “Domestic MICE” concept, TCEB
advises MICE cities to focus on growing within the
country before pursuing international markets. Putting
down strong roots domestically strengthens the
industry from the inside out, while stimulating the local
economy and encouraging steady growth that is not too
dependent on the foreign market. The industry is also
benefiting from the government’s policy for state
organizations to employ domestic MICE services for
their own meetings. TCEB is also rolling out events like
the “2nd Thailand Domestic MICE Mart 2015” in the
five MICE cities of Bangkok, Chiang Mai, Pattaya, Phuket
and Khon Kaen, bringing together buyers and sellers to
deal directly with one another, encouraging efficient
and continuous growth in the domestic MICE industry.
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Developing MICE Cities: From the domestic to the international stage
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When a city develops enough capacity as a
domestic MICE destination, TCEB helps to boost them
to the next level with its International MICE initiatives.
After developing domestically for many years, for
example, Chiang Mai was able to seek more business
from abroad, starting with ASEAN networks like the
GMS (Greater Mekong Sub-Region) and BIMSTEC
countries, and Chiang Mai Sister Cities. These initiatives
have accelerated Chiang Mai’s capacity, placing
it in good stead to position itself as a full-service
international MICE hub in the near future.
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Human resource development
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As a service-based endeavor, the MICE industry
could not exist without properly-trained human
resources. One of TCEB’s chief missions is to populate
the industry with knowledgeable and capable personnel,
enabling the country to meet growing demand in the
decades to come. This involves education, formulating
appropriate training modules for next-generation
personnel, skills training and practical work. Senior
MICE executives cannot be overlooked either as the
industry needs creative leadership, especially in the
years ahead. Staff and senior management alike must
prepare themselves to handle new challenges headed
their way.
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ICT Development

sunvuntsTaUszyunasdununludagduls
fn19ldimaluladdunisdearsuazrinsauuinuidy
WddusndwigAuaraIn 919 n15UTEYUNIA
lna (Teleconference) &avaeliiiismussyuiioy
AuAzan Ui a1 saUszyNTINTuLazatnsaline Uy
lauuuiuf niensdndedoyaseninenisuszyuniy
syuudidnea \Hudu Feuualvunisuiunaluladdoans
warlnsanuipualglunisdnussyuuasdunuvinlvlng
denudndudiavdoanssulassasrei ugrunisdiud
Iidaunsoulaziiganason1sdnuszyuuazduuun
Tuauan

Today’s meetings rely on updated information
and communication technologies. Teleconferencing,
enabling delegates to communicate in real time with
counterparts in another city or country, has become
standard practice, as is quick digital dissemination
of information. It is vital that Thailand accelerate
ICT infrastructure development to accommodate such
rapidly-evolving needs and expectations.
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