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Setting the Scene for
the MICE industry in 2014:
World Economic Prospects

Aanssuesugivlantaeiluudunsedatu uaziimswennsel
hanmnsaiagUsusiausnlutagd 2557-2558 lanfiuse
nsgdududfyaznanUssmaTE s vihd s yghe
76974 World Economic Outlook ¥ 2557 Faineunslu
Wouwwey wennsalinasvgialanasifiulatu 3.6% Tl
2557 wag 3.9% lud 2558 (30 3% lul 2556) lung
Ussmaiiiasugiarnomindu mamsalhnmsiulnaeity
Jutswann 2.25% Tusewined 2557-2558 Geduindiudh
Winduuszann 1% ndaiand 2556'

aﬁa ﬂa&VJUﬂﬁﬁuiszUismﬂ 739 International Monetary
Fund (IMF) wennsaidiluwaiiuiiduanaglsiumsiivla
aduvinudriagusnganumainvae nanfelse
ununasazilaaudaunds yrussmaiiviiunnasseune
i1 dmsumaafifndaasaiuln (Emerging Markets) wae
Useimamdsiam dnsaavunednasugiaazaos’) Tniu
10 4.7% T 2556 Wuuszana 5% Wl 2557 uaw 5.25%
10l 2558 adiAsugRaanAvlnbeiuangUasdnieueni
WistuanUssnaiiiiaseghatami wiaamnnsainig
nsuiAaiuntuasiilinaiulavesgUasdniely
Uszmeauszaunnzaeindu’

Global economic activity has generally strengthened
and is forecast to improve further in 2014-15,
with much of the impetus coming from advanced
economies. The April 2014 World Economic Outlook
projects that global growth will increase to 3.6%
in 2014 and 3.9% in 2015 (from 3% in 2013). In
advanced economies, growth is expected to rise to
approximately 2.25% in 2014-15, representing an
improvement of approximately one percentage
point in comparison to the 2013 figure.'

Growth is projected to be positive but varied in
the euro area: i.e. stronger in the core, but weaker
in countries with high debt. In emerging markets and
developing economies, growth is projected to pick
up gradually from 4.7% in 2013 to approximately
5% in 2014 and 5.25% in 2015. Growth will be
boosted by stronger external demand from advanced
economies, but tighter financial conditions will
dampen domestic demand growth.’

1. IMF. The April 2014 World Economic Outlook. Executive Summary, p.p. xv- xv. Meanwhile, ADB predicts that the major industrial economies — the US, euro area members, and Japan — grew

by a collective 1.0% in 2013. The momentum is expected to quicken to 1.9% in 2014 and 2.2% in 2015.

2. IMF. The April 2014 World Economic Outlook. loc.cit.
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Developing Asia’s steady growth is expected to
continue. The region’s growth should edge up from
6.1% in 2013 to 6.2% in 2014 and 6.4% in 2015.
Moderate growth in China as its economy adjusts
to more balanced growth will offset to a certain
degree the stronger demand expected from the

industrial countries as their economies recover.

Asia’s regional growth outlook depends on continued
recovery in the major industrial economies and on
China managing to contain internal credit growth
smoothly.” Certain major features of Asia’s economic

development are as follows:

3. ADB. Asian Development Outlook 2014: Fiscal Policy for Inclusive Growth, Description. Retrieved April 19, 2014, from
http://www.adb.org/publications/asian-development-outlook-2014-fiscal-policy-inclusive-growth.
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venedipgvainanalusnin 6.1% Tl 2556 Fududn
ANUSsEIuRenfufudleUnountintiu

developing Asia’s gross domestic product (GDP)
expanded steadily by 6.1% in 2013, the same pace
as in the previous year

wandsluszmaduAulafes 7.7% Tul 2556 deglu
suulndestunanaalulneuninty egdlsimunsiasey
Wulpduultigvzaafaduoman Liewinisuiaiud
Wenefidnasunsadaduladaduenudusssy diu
wazildnuaizauga

Output in China grew by 7.7% in 2013, matching
the performance of the previous year. However,
growth is set to slow somewhat in the years ahead
as policy promotes growth that is more equitable,
sustainable, and balanced

wlsuignisadaanunsatisligiinasuiioduanuliaue
maninay lnensduasulvidleniaaueniaiu

Fiscal policy can help the region tackle rising
inequality by fostering equality of opportunity

N15l318a1515UEAIUNITANYY NITRUAAVAIN KAZNIS
\ERUENERUYUNNIAT DN INRINAIANTY @505
suliAnanudusssuuivivielenduldanasuildes

niWUsemeRliseAun s Wesugnanmnthuasyssmne
nflsgaunsimunszauie) duluanfuewsnime

Public spending on education, health care, and
direct transfers can contribute to equity. Yet, Asia
underspends not only the advanced economies in

these areas, but also its peers in Latin America

N15LNUT g NsAanTuazuleueNTanwaruinn sy
£ = v g L

ansaadnduuleviensadinilulsslomiseusenvuy

dneglenaluniviedeundsn’

Strategic planning and innovative policies can

contribute to more inclusive fiscal policy in Asia.*

4. ADB. Fiscal Policy for Inclusive Growth, Key Messages, loc.cit.
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World Travel

ANTIBUNLEIINSAUNSlanYe ITB Berlin U 2556/2557
(ITB World Travel Trends Report 2013/2014) gnennssu
mMadumaialan (World Travel Industry) #nsiiuladia
Tud 2556 wiiiasugialanazdmnuliuiusuing S
Fiennmsiumseanuenysyma (Outbound Travel) vl
4% drunstidedvin 69%° deyafiddlunenuatud
figaseluil

According to the ITB World Travel Trends Report
2013/2014, the world travel industry achieved good
growth in 2013 despite the uncertain world economy.
Outbound travel grew by 4% in terms of trips
while spending grew by 6%.° Key results in this

report are as follows:

5. ITB. ITB World Travel Trends Report 2013/2014 (prepared on behalf of ITB Berlin by IPK International). Retrieved March 10, 2014, from
http://wysetc.files.wordpress.com/2013/12/wttr_report_2014_web.pdf, pp. 2-12.
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\swgRanguUszmauind (BRIC) faflgynaiid uifinluuns
Ustinaiy JutazunBasziinisidvlafianawusinguiuslnn
Adurutunandunanariiasfendiselafiannsaldane
Lﬁamﬂaumqmmﬁu ﬁy’aﬁﬁmm IPK International’s World
Travel Monitor (WTM) FhmsiumsesnuenUssimailan

dulmduethannlul 2556

foinaassuaziuauivatuansdguasdnfganisiums
fimadunszuadfiysziulan wiieziBnganisaimensitu
AMILATYENIINN0Y dn1MNsiilaanUisuwlawmaaniia
I g d a4 ¥ X
waranrdnliasluiuivanegliaafnuvisiuseanns
F1uu 1 Tu 3 Mdufunisiuialan daael 2556 Giag

ansnsAulafNfseLlasiunast 2553

IPK Fadunguudsminmsnunisvieadisdssninsyszine
(International Tourism Consulting Group) fiReiduahlan
wensali Wl 2557 panansiunissznineUssmailan
ausiulaluseiu 4 - 5% dwsulul 2563 IPK AmInlungy
mwgﬁaﬁﬂ’wmLLéhﬂgumammnﬁumqﬁwdwﬂizmﬂ%
fimsidule ‘weauans’ Sslaevdn udesdunauiainms
fswaudielunsiumnsdenadiemisefiudu i
arwalumadiumsgstu smalmiidulstuiuasbole
pmna eidesniitnidumeiiiumadundousn
F1uaumn Wil maniseidn ‘sudunarsidlannguln’
(New World Middle Class) a¢4iiaiu 2 wihnelud 2573
s auautunarsiidiumaiududn 1,500 &1ueu
lan SsazivBsunmszezenvesnmsiuniaiilan ails
g IinAluedeuazng fusennasara ‘Yed

TINUNMSHUNY (Travel Gap) fiuglsy awiEnunile g

Prospects for BRIC economies remain good despite
slowing growth in some countries (e.g. China and
Brazil). Middle-class consumers in these markets
continue to have more disposable income for travel.
World outbound travel grew solidly in 2013, according
to results from IPK International’s World Travel
Monitor (WTM).

These facts and figures represent solid demand
despite financial crises, recessions, political turmoil
and civil unrest in various parts of the world.
Traveling continues to be a global mega-trend with
1/3 of the human population traveling across the
world. 2013 figures maintain good growth rates
since 2010.

IPK forecasts a robust growth of 4 - 5% for the
worldwide international travel market in 2014.
In 2020, IPK predicted that ‘modest’ growth in the
developed world will come mainly from more trips
per inhabitant, leading to a higher travel frequency.
Emerging markets will grow fast due to a surge in
first-time visitors. The ‘new world middle class’ is
expected to double by 2030, resulting in 1.5 billion
more middle-class people traveling across the globe.
This will change the long-term picture of world
travel. Regions such as Asia and the Middle East are
expected to close the “travel gap’ with Europe,
North America, Japan, Australia and New Zealand,
while growth in the ‘South’ is predicted to be led

by countries such as Brazil and India.
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Ussmnsvesmaausidlvie tdaasgydusnilandudy
FINguvEnveskulinsRunesEAuiinialul 2556
TaoiigfinAuiedons Jusennatauaraidusiuiniay

wulsduagnaunn

The strong growth of international travel by people
in emerging economies around the world was the
dominant element of regional travel trends in
2013. Regions such as Asia, the Middle East and

Latin America grew strongly.
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Fudinaiuladunaey Tnesuamdealunisiiung
penuanUssmeRuinty 26% Wi ofls Juasessusiu 1
dsunsiidnesin Sudu 2 dususauiienmsiunia
wars Uiy 4 fusruauAuiivnusy dawsuawdiedlunis
umsesnuenUssmAvesusadefiuty 12%
Tuwnsiisavuosusdaiiudu 6%

anamnssulugIAUInSONIIMAIGUMY
ssmsUuuuimuuIn maduludiidndou
54% J9INAINMISIAUMIAIUSSIASIU
TtunaumadoulugiumamsnaJiied
ioilus1ida (Incentives) mamsuUs=gu
uilu1zn (Conventions) uazn1ANS

Us=gu (Conferences) i5iuintuonsi 61%
9nS1 44% UazonNs1 27% MIUAINU
tuiausd 2552 Inaiusonazau tu
Inu=AMSIAUMIZDIUSENTUSUIUUIAL
[traditional company trips] (UanaJ 10%

China continued its exemplary growth with a 26%
rise in outbound trips this year, and is now no. 1
for total spending, no. 2 for the volume of trips, and
no. 4 for the quantity of overnight stays. Outbound
trips made by Russians grew by 12%, while Brazil

grew by 6%.

dwsumsiumatasmsvisafinvidiuarnesnvamiy
glsUlul 2556 tuiedluinasinn wiheidymiuasugi
finu Faiifinswensalimsifunsesnuenussimaves
auglsUlul 2557 agfiniaivlngstu Tuvaeiidaauns
Wumadiuseinaenvazuladininegnens

nmaRumaienieudulngininafunaiegsia
og1edaau luraa 5 Iikiuan nislidedmiuTungaiia
B 25% wagnslidnedniy ‘MaBeunseusiiuasiiiow
V30 Visiting Family and Friends (VFR) il 17% aun1s
Lﬁumuﬁaﬁqsﬁmﬁwﬁu 16%

Europe had a good year for outbound and inbound
travel and tourism in 2013 despite the continent’s
economic problems. Higher growth is predicted
for outbound travel in 2014 while inbound travel

might be somewhat slower.

Leisure travel is clearly outgrowing business travel.
Over the last 5 years spending on holidays has grown
by 25% and on "Visiting Family and Friends’ (VFR) by

17%, while business travel only increased by 16%.
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melunaemsifumaiiegsiia (Business Travel Market) th
nngaannssaulud (MICE Sector) Wiulnsinsaninnia
nsiAuegsnaguuluuLRal (Traditional Business Travel) s
Hudauddl 2552 Fen1snsuiiunisvesuisnegtennidu
wanandndmiuuuliui lurae 8 Wouusnvesd 2556
magaamnsauludladu 6% luvugiininfunisgsia

TusUuuuifuanas 10% magnanvnssuludAndudadan 5%
YBINAANSLALNNEGINATI (Total Business Travel Market)

saiinelunagaamnsssuludiosiumamsveniieile
\Hus9¥a (Incentives) mAn1suszaLnLmA (Conventions)
wazn1AN13UsEYY (Conferences) Wiulnludnsn 61%
§991 44% uadns 27% audduiiudaund 2552 Tae
\usenazan luvagiimsidumavesuisvluguiuuidy
anas 10%

Within the business travel market, the MICE sector
has grown far more rapidly than traditional business
travel since 2009. Substantial cuts in corporate travel
spending are a key reason for this trend. In the

first 8 months of 2013, the MICE segment grew by

6%, while traditional business travel dropped by

The MICE sector has grown much

faster than traditional business travel
since 2009. The MICE segment now
accounts for 54% of the total business
travel market. Within the MICE
sector, incentives, conventions, and
conferences have posted 61%, 44%,
and 27% growth rates respectively
since 2009 on a cumulative basis
while traditional company trips have
slumped by 10%.

10%. The MICE segment now accounts for 54% of

the total business travel market.

Within the MICE sector, incentives, conventions,
and conferences have posted 61%, 44%, and 27%
growth rates respectively since 2009 on a cumulative
basis, while traditional company trips have slumped
by 10%.
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Tud 2556 nsvieaiisaialansefindufvlanludranda
wdwniildvihateadflud 2555 TneddnAunissewing
Uszinadunllifoulssmasuiiangn 1 wudrueamdu
afusn eendlsiresnsmaviefiorlanuisemuszanuni v
United Nations World Tourism Organization (UNWTO)
feanuifidmiud 2557 esananunisaiasvgialan
fauliuuueu

w1 siunismaznsvienfiendsnufulaluniusuna
NINTAUIANAIUNAUTZNDUAITNIINITR UYL ADAAS
dntleglul 2556 sudeyaves World Travel and Tourism
Council (WTTQ) qma’mmimmilﬁuwLLa:miw’aﬂLﬁ'm
asuelimemsdiinmsegialandnuu 2.1 susuvisegy
ansye duavdasifutwdundt 6 Suduniegansse
Slevumavadensne Sediawhifuuszana 9% vesdRiian
wonani gnamMnIsulugI1991uAuTILIY 102 d1uau
Ao 8.79% vowhumisauiilan

World tourism continued to power ahead in 2013
after a new record in 2012 when international
arrivals broke through the 1 billion benchmark for
the first time. Yet, the United Nations World Tourism
Organization (UNWTO) is more cautious for 2014

due to the uncertain global economic situation.

Although travel and tourism is growing in volume
terms, the industry’s aggregate turnover growth
has slowed slightly in 2013, according to the World
Travel and Tourism Council (WTTC). The travel and
tourism industry directly contributes USD 2.1 trillion
to the world economy. This figure rises to more
than USD 6 trillion when incorporating indirect
effects, representing approximately 9% of the
world’s GDP. In addition, the sector employs 102

million people, representing 8.7% of all positions

across the globe.




12 | MICE Review 2014
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Asia’s Travel Trends

AUTI897U IPK’s Asian Travel Monitor® ﬁﬂmmﬁmm‘i
WunseonuanUseinAvesaulalaiuln 8% lurisaan
8 Whouwsnuesl 2556 agslsinnainnainnan 2 Aaie
fiauuanaauegiaunn suwdisansiiunseenuen
Usznarasinifunnaenniunsly 26% niduaudien
msLaumnaaﬂuaﬂﬂssmmaaﬂuzﬁﬂuﬂé’uamm 2% Tugy
aouimnelunsiiumeiu U 2556 o dulia dmsu
niveeildnvoniisnfumaniufindu 6.3% sswin
WouunMALLazAINAL mMusauaInesinsnIsvieialan
iTenzYuoonidedld Snamseiuiunisiings Tnewdiuln 129%
N iuln 9% letiiug dhue@eldiiuin 6% Watuan
4% 1) 2555 el Tt 4% Fuludnsiiulniiiedesam
dowflos  lumensstrusiuauiniunmslusiiiunmenly
iTonzfuoenduanilodulalusnsdl anasd 3% luda 8
deuwsniledisutiusasivia 6% g

AaANTsiAuNIeesnuenUsemAIudnafivlnegrannlul
2556 §runufisanisiiuniesnuenUssmAiudy 26%
SmnumsTnAAuRITY 12% wazmslsedingu 15%
Tugas 8 iouusnvesdil Srunuiieansiiumessesen
(@ Aunseunnndn) Wiiadu 28% Wewieufu 21% dmdu
Fenmsiumassesiu vliszesnanaasluiinsiuma
syminassmaiutudntesduussina 6 du Alddne
faidie (1,765 gls) uagsiofu (294 ls) anas fauuszina
Fudadulsemedusiu 1 vedanmumitdnesilunisiiunig
gonuanUszne SuiU 2 dnsusunudisinsiung was

LYY

FUAU 4 AUTIUIUAITINAAY

Outbound trips by Asians grew by 8% over the first
8 months of 2013, according to IPK’s Asian Travel
Monitor®. The 2 major markets, however, showed
dramatic differences. Outbound trips by Chinese
travelers soared by 26%, but the number of Japanese
outbound trips declined by 2%. As a destination, Asia
had a strong year in 2013, with international arrivals up
by 6.3% between January and August, according to
figures from the World Tourism Organization. South-East
Asia is performing strongly with a 12% increase after 9%
growth last year, and South Asia has grown by 6%,
up from 4% in 2012. Oceania is growing at a
stable 4%. In contrast, North-East Asia has dropped
back to a low 3% increase in arrivals over the first

8 months compared to 6% growth last year.

The Chinese outbound travel market continued to
boom in 2013. The number of outbound trips soared
by 26%, the number of overnight stays by 12% and
spending by 15% over the first 8 months of this year.
The number of long trips (4 nights or more) rose by 28%
compared to 21% for short trips, increasing the average
length of an international trip fractionally to 6 nights.
Spending per trip (€ 1,765) and per night (€ 294) has
declined. Therefore, China is now the world’s no. 1 for

total spending on outbound travel, no. 2 for the volume

of trips and no. 4 for the quantity of overnight stays.
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wrldunisiivlaseduginialunivieWeasyiouguuuy
msdumeednegfutuaaavunevellulanee Jusn S
wumsdndvghdunsifiumenigluglinng wunelunil
glsy fedusunuiismadumeesmiullanuiivang
TweleSaiiatu 31% lud 2556 luvaefinsiumeszey
Tnauiiuduites 13% nsdivlavuulngesmsiunmsly
v 13u sxdadulaselulul 2557 ¥133udiuiu 44%
Naunuaziunslud 2557 wntunind 2556 luvaei
46% HUNNLNIINAL Taesn IPK wensalinnisiiumng

sanuenUssinalungyiduasladuis 18% lud 2557

ma’mLﬁumnmaaﬂmﬂﬂimmjﬂuﬁLLu’ﬂﬁmamaq U
Wienfumsanas 29 lut 8 Wouusnuesd 2556 $uau
Auiiinifumnainanas 3% wazAildiieanas 6% anmnsed
whiinsenudedauiimnglue@ennnianuivenesyes
lna eududfiniisansidumslugaandaug Afliniu
B 2% wisuaudiendunsluiimngluniivede
anas 10% 1ud 2557 fuslarymdUuilrnuiansesings is
TUNITIWNUNITAUNIG TLflee 18% T 19uHuaTAiunig
TUar9UsEImNA 37U 50% MUNUUEDULAN 11U 13%
MIUNUIBLAUNIEAAT wagduIude 19% azluinunialy
fiaUsTINe

uuliumsiauinszaupuimatundd@a
aznousduuumsiaunindgs) NUNU
na1nsuintknytulanaz3unn 3Jns
ituna@sutinyidunisiaunianatiu

nioma wWumatunddaisy asuuituou

INaOMSIAUNITDIZDAUUamunKHug
ue@aiwudu 31% tut) 2556 Tuaru=n
mistiiiuns:g=Tnatuauliias 13%

The regional growth trend reflects similar travel
patterns in large Western markets where most travel
is intra-regional. As such, the number of trips by
Chinese to Asian destinations grew by 31% in 2013,
while long-haul trips have grown only 13%. The
boom in Chinese travel will continue in 2014. A high
44% plan to travel more in 2014 than this year, while
46% will travel just as much. In aggregate, IPK
predicts Chinese outbound travel will grow by a
robust 18% in 2014.

The Japanese outbound travel market is exhibiting
a downward trend. The number of trips decreased
by 2% in the first 8 months of 2013, total night
stays fell by 3% and spending was 6% lower. This
state of affairs is affecting Asian destinations more
than long-haul destinations. The Japanese have
increased non-Asia trips by 2%, but trips to Asian
destinations have dropped by 10%. In 2014, the
mood among Japanese consumers for travel planning
is cautious. Only 18% plan to travel abroad more,
50% about the same, 13% less, and a high of 19%

will not travel abroad.

The regional growth trend reflects
similar travel patterns in large Western
markets where most travel is intra-
regional. Thus, the number of trips
by Chinese to Asian destinations
increased by 31% in 2013 whereas

long-haul trips have grown only 13%.
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didumasedefidunesnanussmavesmutuiini
AAnTarou3nisgs efuindunsaumisazaamiaguty
WaiauUsyasd anusuiu LATNANTTUYBIUNAUNI
dufinnududouuaziudsuuvadiaenaen mans1ansd
T0aWe3 WIHU WRNMINEIRUEITUANERSIEYIYIBLT
SadumssshsUssmAlu g unanniu wasdums
sevduq luefernniude aensdufunusinidalena
nansmann Tuvagfiaonivingluen@euiidsudedu
Wiolausununsvisuiiodlutungadmiveeds lned

L S A VI V)

Auiydn ‘dudaduanueuguuriselieny ueandels’

6. ITB. ibid., pp. 12-17.

Asian outbound travelers deservedly have high
service expectations. Their requirements, wishes and
behavior are complex and changing according to
Professor Walter Jamieson of Thammasat University.
More Asians are traveling internationally on holiday,
and are making more short trips within Asia. The
low-cost airlines are opening up markets, while
ASEAN destinations are working together to offer

a wider range of holidays for Asian visitors under

the slogan ‘Southeast Asia - Feel the warmth’.’
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1.2
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Meetings Industry:
Signs of Stability across the World

wdanndiasugialandanuliuiuewduinaivaned
gramnssunsUszguiduiiafiosnmanadmils Weueuas
wusgaa VNI sLEsielasasidugsAatiogned
Ussvsnminasieiatiosnmuasnisueei Tasfiuuali

o

daeylunipdiunisusern (Meetings) H6eil

4 q

After years of uncertainty, there is now a sense of
stability returning to the meetings industry. Influencing
this stability and expansion is a rise in meetings-related
policies and programs designed to ensure that
meetings are executed in an efficient way. Major
trends indentified within the sector are:
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The meetings sector has grown across many regions
over the last two years. Modest budget and activity
increases have been the trend, with caution in some
areas driven by economic challenges and uncertainty

that continue to trouble certain EU countries.

Across Europe, the region will likely undergo
strong variations by country. Germany and the
United Kingdom see optimism in nearly all meeting
categories. Meanwhile, France, Sweden and Spain
are predicting small declines in key categories
such as spending, the number of attendees, and the
number of meetings in 2014. Additionally, as firms
expand in BRIC economies (Brazil, Russia, India
and China), so does the effort to create formal

meeting programs in these economies.

As the use of meeting-specific applications and
social media within meeting settings increases,
expectations regarding interactivity with other
participants are growing. The same applies to the
ability to share opinions, review meetings in progress,
and access deeper information about presenters and
content. Employing appropriate communication
tools, one can mitigate many of the pressures,
including safety and security concerns, globalization,

and changing attendees’ expectations.”

7. Issa Jouaneh. American Express 2014 Global Meetings and Events Forecast. Retrived March 10, 2014, from http://www.congreswereld.nl/files/documents_upload/documents_upload_2013/2014_

Meetings_Forecast_FINAL_US.pdf, pp. 3-5.



18 | MICE Review 2014

lE@auazudain:
NAaNssuMsuUs:gu

ASIA and the PACIFIC:
Meetings Activity
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° aw 2 v o =t
U sUszgseuITnzanaudntosludng 1.2% nail
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3unansenulunisveasiianiailie ofls Weeuiu
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wenanigadimaneinsaliin lud 2557 Sruaugdnsaunis
Useyul (Meeting Attendance) lugiinialaideuazuddiin
wanaq nsztiufina 40% vesounuuasunulsinniiey
finswasuutaslag

anmuituitiiiun Tnssuduiuulduiinsssaned
unLanas (Smaller Meetings) ninfduwaltisnusznns
Andusneugiuluie Suwilduamesegpamnssmio
FIHUTEN NE1IRDNINTIUNMTUTEYLRNITUTENVTIANTE
QRATNTIUT AT asfisty warsuaudidnamns

Usyyudanaiy

In aggregate, the number of meetings per company
is predicted to slightly decline by 1.2% in 2014.
After 2 years of increases, the Asia and Pacific
region is slowing down. Segments to suffer this
setback include financial and pharmaceutical sectors.
In particular, Hong Kong would have greater venue
availability than usual. However, almost 1/3 of the
respondents envisage that activity will increase.

The Asia-Pacific region is also predicted to experience
a decline in meeting attendance for 2014. However,
40% of respondents are expecting no change.

These results point to an industry-by industry, or
firm-by-firm pattern versus an overall trend towards

smaller meetings.
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nan1sETANdAYUsENIDUSlinssalUll
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aouiiludiewuelvgiumadenndndifuusndndu
anufinisusEan (Meeting Locations) luieideuasudiin
Lﬁaqmmﬂmmsaﬁmmﬁuﬁmiﬂiwu (Meeting Space)
Fmnzaulugon@idudiowmalngldheninmnn

Other salient survey results are:

Meeting demand from other regions into Asia and
Europe is expected to rise, with other regions likely to
experience their demand from Asia Pacific declining
in 2014. Staying close to home is one of the easiest
ways to contain spending. However, it is to be noted
that the continued appreciation of the Chinese
Yuan over the last few years has stimulated some

additional demand for meetings outside of China.?

Large city locations dominate as the primary choice
for meeting locations in Asia Pacific as a result of
appropriate meeting space being much easier to

source in the larger city locations.

lWoJ 10 sauauuSNdIKSU
misUs:zguuazaoun

Top 10 cities for

meetings and events

Source: American Express Meetings & Events Destination Analysis, October, 2013. Quoted in Issa Jouaneh. American Express 2014 global meetings and events forecast, table 12,

Retrived March 10, 2014, from http://www.congreswereld.nl/files/documents_upload/documents_upload_201 4_Meetings_Forecast_FINAL_US.pdf.

8. 60% of the survey respondents expect demand to remain the same in 2014, and no survey respondents saw their demand for North America increasing at all over the same period.
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Bangkok and Chiang Mai

Ul
Hong Kong and Macau
GfiN

(Fe1318 / Shanghai
doJnJua:

tninao / Tokyo
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=
=

ajn

Jnde / Sydney

9. Issa Jouaneh. ibid., pp. 64-68.

Demand for mid-tier properties is expected to
increase in 2014 across Asia as with the rest of the
world. Compliance policies prohibiting the use of
higher-tier properties accounts for most of the
increase, especially in the pharmaceutical industry.
In aggregate, meeting planners also anticipate that
luxury property demand will decrease slightly. For
larger events, firms select a 3-star over a 4 or 5-star

property to stay within their meeting budget.’

u/

AJUdNTD

{oAluKLazoudE /

Ho Chi Minh and Hanoi
oAlaunla:

Oakland and Queenstown

i

JUnny / Beijing
uulu / Mumbai
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1.3

MsUs=3uanAuUUIZR

Association Conventions

International Congress and Convention Association (ICCA)
1891t 2555 aain1sussYLaNANTEnI Y TEme
(International Association Meetings Market) §simau
3 oA 10 a ao ¢
LEUILLN IINBDEUDN gurn ICCA LazAEIYUDIDIANT
ICCA seydiinnsdmdlauviaunny (Association Events)
n71 11,150 A5y Twl 2555 @sidnuiuuinninnintud
2554 1Wuduau 1,000 ASa

mv31)
M13099 2 IunsUsEganAseUssna Tudl 2555

The International Congress and Convention Association
(ICCA) reported that 2012 was a year of continued
strength in the international association meetings
market.’ Over 11,150 association events were
identified by ICCA members and ICCA’s in-house
research team as having taken place during 2012
— over 1,000 more than specified in 2011.

(Right Page)
Table 2 Number of Association Meetings per
Country in 2012

10. ICCA. ICCA 2011 statistics: international association sector is resilient and showing healthy growth. Retrieved 10 September 10, 2014, from
http://www.iccaworld.com/newsarchives/archivedetails.cfm?id=3541. It is to be noted that all association meetings in the ICCA Association Database must:

1) rotate between at least 3 countries; 2) attract at least 50 participants; and 3) be held with a certain frequency. No ad hoc meetings are registered.
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dnu / Rank UszinA / Country A1uoumsus:gu / Number of Meetings

anS3awsm / USA 833

lgasui / Germany 649

awu / Spain 550

ans1gonunins / UK 477

dJSaAa / France 469

oma / Italy 390

us13a / Brazil 360

ju / Japan 341

wisosuaun / Netherlands 315

Au / China-P.R. 311

2oadinsda / Austria 278

uAu1mM / Canada 273

ooainstaga / Australia 253

asngosuaun / Switzerland 241

adiau / Sweden 233

iNKats / Republic of Korea 229

Wsawna / Portugal 213

91s1ufun / Argentina 202

waidawy / Belgium 194

tuuasn / Denmark 185

sou / Total 11,219

Source: ICCA. The association meetings market 2012. Worldwide rankings: number of meetings per country. Country and city Rankings 2012. International
association meetings market. Abstract for international associations, press, universities, students and consultants, p. 13.
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Salient features of the international association
meetings market are as follows:

The top 10 countries showed little change in the
ranking, with the top 7 repeating their positions, led
by the USA, Germany and Spain. Japan jumped back
into the top 10, moving upward from 13" to 8™ place.

In Asia and Oceania, countries hosting association
meetings may be divided into 5 geographical
groups. In aggregate, East Asia was the most
successful region, followed by Southeast Asia.
Details of their relative rankings within Asia and
Oceania are provided below in the parentheses
after the name of each country (See Table 4).

East Asian countries: Japan (no. 1), China (no. 2),
South Korea (no. 4), Taiwan (no. 8), and Hong Kong
(no. 10);

Southeast Asian countries: Thailand (no. 5), Singapore
(no. 5), Malaysia (no. 9), Indonesia (no. 11), Philippines
(no. 13), and Vietnam (no. 15);

Oceanic countries: Australia (no. 3), and New
Zealand (no. 14);

South Asian countries: India (no. 5), Sri Lanka (no. 18),
and Nepal (no. 20);

Middle East countries: United Arab Emirates (no. 12),
Israel (no. 16), Qatar (no. 17), and Jordan (no. 19).

With regard to the city ranking, the figures clearly
point to the fact that European cities reigned supreme
in terms of the number of meetings per city in 2012.
Vienna retained its no. 1 status with 195 meetings,
and Paris was still in 2nd place. Berlin climbed one
place to 3rd, while Spain’s Madrid and Barcelona
were 4th and 5th. London and Singapore shared
6" place. Beijing fell 3 places to 13",

Of all Asian and Oceanic cities hosting international
association meetings, Southeast Asian and East
Asian cities were particularly successful. All of the
relatively active Oceanic cities in the key cities
ranking were located in Australia. Meanwhile,
South Asian and Middle East cities are relatively
much less involved, with the exception of the
cities included in Table 5. Details of these top 20
cities are as follows:
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Southeast Asian cities: Singapore (no. 1), Bangkok
(no. 3), Kuala Lumpur (no. 8), Bali (no. 14), and
Manila (no. 19);

East Asian cities: Beijing (no. 2), Seoul (no. 4),
Hong Kong (no. 5), Taipei (no. 7), Tokyo (no. 8),
Shanghai (no. 10), Kyoto (no. 11), Jeju (no. 17)
Busan (no. 18), and Fukuoka (no. 20);

Oceanic cities: Sydney (no. 6), Melbourne (no.
12), and Brisbane (no. 15);

Southeast cities: New Delhi (no. 13); and

Middle East cities: Dubai (no. 16).

In 2012, the international association sector
exhibited robust growth, as has been the case
throughout the last few years of global economic
uncertainty. ICCA envisages key reasons for this
state of affairs as follows:

1) almost all international associations have a
statutory duty to meet on a regular basis, and
their annual or biannual main congresses have
become increasingly ‘mission critical’ for their
communities of members and stakeholders

2) economic strength in certain regions of the
world stimulates growth in regionally rotating
association meetings, particularly in Asia and
Latin America. This trend has also been observed
to have emerged in Africa and the Middle East

3) association congresses are largely driven by
scientific, healthcare and technological advances.
This is now an era where the accelerated expansion of
discovery and innovation occurs to an unprecedented
degree, creating entirely new associations and events
to share an insight into this new knowledge and
develop new business opportunities therefrom.

All these bode well for continuing growth in the
future. In this light, ICCA argues that any destination
or company wishing to be a serious long-term player
in the international meetings business should
make sure that it is involved in the international
association sector.'!

(Next Page)
Table 3 Number of Meetings per City in 2012

11. ICCA. ICCA Press Resources. Retrieved 21 April, 2014, from http://www.iccaworld.com/npps/iccapresskit.cfm.
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du / Rank woa / City A1uoumisus=gu / Number of Meetings
1 1Bauun / Vienna 195
2 Unsa / Paris 181
3 wasau / Berlin 172
4 uIASA / Madrid 164
5 uastalaun / Barcelona 154
6 aounau / London 150
6 asalds / Singapore 150
8 TAwWueinu / Copenhagen 137
9 danuuya / Istanbul 128
10 oualnasnau / Amsterdam 122
11 Usan / Prague 112
12 afontoau / Stockholm 110
13 UniJ / Beijing 109
14 uSaisad / Brussels (174
15 aaueau / Lisbon 106
16 nsJinwuriuAs / Bangkok 105
17 1wadan / Helsinki 100
17 1sa / Seoul 100
19 Udlualeisa / Buenos Aires 99
20 uawasi / Budapest 98
20 1su / Rome 98
sou / Total 11,219

Source: ICCA. The Association meetings market 2012. Worldwide rankings: number of meetings per city. Country and city rankings 2012. International association
meetings market. Abstract for international associations, press, universities, students and consultants, p. 18-19.



26 | MICE Review 2014

mswA 4 uoumsusguanauianduiuls-naAtupimate@aua:lo@eantia 20 Us:naAusntull 2555
Table 4 Number of Meetings Held in Top 20 Asian and Oceanic Countries in 2012

anu / Rank

UszinA / Country

A1uoumsus:gu / Number of Meetings

| niju / Japan (8) 341
2 Au / China (10) 311
3 oodwnsiag / Australia (13) 253
4 muatls / South Korea (16) 229
5 dutid / India (25) 150
5 JiAlls / Singapore (25) 150
5 Tna / Thailand (25) 150
] Teidu / Chinese Taipei (33) 117
9 unada / Malaysia (35) 109
10 doana / Hongkong (38) 926
11 dulniitda / Indonesia (41) 73
12 anSIOHSULISH / (%]
United Arab Emirates (42)
13 waddua / Philipines (49) 48
14 to3uaun / New Zealand (51) 45
15 Baauiu / Vietnam (55) 35
16 dasmoa / Israel (56) 34
17 nms / Qatar (66) 20
18 ASain / Sri Lanka (73) 14
19 q9suau / Jordan (78) 11
20 wuha / Nepal (80) 10

Source: ICCA. The association meetings market 2012. Asia Pacific & Middle East rankings: number of meetings per country. Country and city Rankings 2012.
International association meetings market. Abstract for international associations, press, universities, students and consultants, p. 35.
NB: The numeral in parentheses after the name of each country designates its world ranking.
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Auoumsus=guaviavniIatuds:inAIGE
uazlowdawa 5 UszinAusniud 2555

No. of Assocation Meetings Held in

Top 5 Asian and Oceanic Countries in 2012

The rest
33%

China P.R.
13%

Thailand
6%

Singapore
6% Australia

India 1%

6% South Korea
10%

Source: Analyzed by the research team, based on ICCA. The association meetings market 2012. Asia Pacific & Middle East rankings: number of meetings per country. Country and city rankings 2012.
International association meetings market. Abstract for international associations, press, universities, students and consultants, pp. 35-36.
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mMs13N 5 ounuliiosniInus:guanAuiunedaualodaita
Table 5 Asian and Oceanic City Rankings

dau / Rank  waa / City A1uoumsus:gu / Number of Meetings

1 asalls / Singapore (6) 150 2

z

=4 3

2 Unna / Beijing (13) 109 ‘—éJ

3 nsJinwuniuAs / Bangkok (16) 105 3

=)

g,

4 1sa / Seoul (17) 100 =

3

5 doanJy / Hong Kong (23) 96 i

g

Q

6 Jnlid Gognoad / Sydney, NSW (24) 86 =
7 Tnw / Taipei (26) 80
8 ndarauvwos / Kuala Lumpur (31) 69
8 Touniad / Tokyo (31) 69
10 1Baals / Shanghai (35) 64
11 wnadin / Kyoto (36) 61

12 waltsu 3nnaisa/ Melbourne, VIC (39) 54 o

g

13 uonmaa/ New Delhi (46) 48 B

oL

z

14 u1Ha / Bali (48) 47 &

S

(@)

15 uSawu Aduduaue / Brisbane, QLD (56) 40 o

:

16 alu / Dubai (60) 38 Y
17 13 / Jeju (71) 33
18 UJz1u / Busan (72) 32
19 p:ztian / Manila (74) 31
20 ulnton: / Fukuoka (27) 23

Source: ICCA. The association meetings market 2012. Asia Pacific & Middle East rankings: number of meetings per city. Country and city Rankings 2012.
International association meetings market. Abstract for international associations, press, universities, students and consultants, p. 37.
NB: The numeral in parentheses after the name of each city designates its world ranking.
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NUUEAIAUAUUNTE

Exhibitions/Trade Fairs

T0®) 2555 fasuneituinuuand@ufe 16,307,250 a5l
Tigniessluviviods Andusannsiuln 2.7% e
WReuifeufuifui 15,876,500 ma. Wil 255 (a9l 1)
Tustuauzautl Stuuitudinn 559% wnelulssmeiu wa 12%
Tudszimadgiu’? Fesemavnit 2 difosaufuudrAndu
$ruaudle 67% oils Tuussmaunansdudidiuau 1,948
Q’luﬁagﬂugﬂusﬁ'auva%aﬁ Business Strategies Group (BSG)
thu s 874 uvdednidu 459% datululssme 2
Usinail

dmsuselasiuanauuansduivemiviedalud 2555
thuvnify 4,200 Sruwnyaniss deitu 2.3% nshiay Tl
2554 UseineRudsasnsosinuvisi 1 Tneflsensaud 1,500
Suwienanis Tneiduln 3.2% Weifisused dmiudihm
Dumaneilvaldiusiu 2 dulntu 2.5% e wWisuiteudded
911 897 duniseeyansgnlu 919 Suwiuganiga’

)
AT 6 AAIANTULAAIFUAIALINANNNUTIAVEU ST
nsvele (13.4.) wasselauszununstul 2555

In 2012, a total of 16,307,250 m2 of trade fair space
was sold by exhibition organizers to their clients in
Asia, representing a 2.7% growth rate in comparison to
15,876,500 m? in 2011 (see table 1). Of this aggregate
number, more than 55% was sold in China and 12%
in Japan'? — key figures which when combined
represent a staggering 67%. Among the 1,948 trade
fairs included in the BSG database, 874 or 45%
were held in these two countries.

In aggregate, revenues from trade fairs in Asia in 2012
were USD 4.2 billion, up 2.3% over the 2011 figure.
China continued to hold the top position at USD 1.5
billion, representing a 3.2% increase year-on-year.
Japan, the 2nd largest market, grew 2.5% year-on-year
from USD 897 million to USD 919 million."

(Right Page)
Table 6 Asian Trade Fair Markets by Estimated
Net M2 Sold and Estimated Revenues in 2012

12. UFI. the Trade Fair Industry in Asia. 9th Edition. Researched and compiled by Business Strategies Group. June 2013, p. 11. This figure is based on BSG research database developed for UFI.

The rankings for China and Japan are the same as in 2010 and 2011.

13. Ibid, p.12.
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Figure2 Estimated Revenues of Top 10 Asian Trade Fair Markets in Percentage (2012)

1,600,000,000

3u / China

&) [l Estimated 2012 Revenues (USD)

1,200,000,000

nJlJU / Japqn
(332)

800,000,000
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400,000,000 { |3,g g ooansiag / Australia

IMHKa / Korea S il (176) aiatds / Singapore
556 (86)
(138) 163U / Taiwan Tna / Thailand viaide / Malaysia

I (74 83J I (64)

Source: Prepared by the Research Team, based on the data in Table 2, UFI, the trade fair ind ia. 9th edition. Researched and compiled by Business Strategies Group. June 2013, p. 12.
NB: The figure in parentheses after the name of each country designates the number of trade tified for that particular country.
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NCcu=
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U
&

UszinA @ufiansUszunumsinalei(ms.u.) s1alaus:uums (HSaryarnsid)
Country Estimated Annual Size in M2 Estimated Annualized Revenues (USD)
Au / China (542) 8,996,000 1,455,479,000
§Ju / Japan (332) 1,932,750 919,278,000
doana / Hong Kong (113) 876,500 391,113,250
inKa / Korea (156) 826,750 242,404,500

[9)
Sutiie / India (138) 810,750 178,642,000 g
TeiKdu / Taiwan (74) 629,250 153,212,000 :f’:
ooainsiaa / Australia (176) 536,750 253,971,250 i
Tna / Thailand (83) 464,250 147,245,000 ;
JaAlls /Singapore (86) 308,250 151,748,000 é
unaidg / Malaysia (64) 296,000 106,083,500
dulntida / Indonesia (49) 189,750 46,864,750
Banuy / Vietnam (55) 150,250 45,378,000
wWaJdud Philipines (43) 145,000 24,212250
v / Macau (9) 72,500 18,005,250
Uhnanu / Pakistan (28) 72,500 19,784,750
sou / Total (1,948) 16,307,250 4,153,421,500

Source: Adjusted from tables 1 and 2, UFI, the trade fair industry in Asia. 9th edition. Researched and compiled by Business Strategies Group. June 2013, pp. 11-12.
NB: The figure in parentheses after the name of each country designates the number of trade fairs identified for that particular country.
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Tuwiselfiaderonuuansdud 1 nudusensssnnses
funtadudv 1 Yszdniinielud 2555 lnediseldiads
Ao 3.5 Suvinyansr genidfiuiinsesusiu 2
ogjile 25% (Favdmuduiniu 2.8 Suvdsyanig)
mi‘ﬁ"&faqmﬁmﬁ']iﬁ'quaauj'mmful,ﬁ'aqmmﬂmuﬁ’mm
duf (Sourcing Fairs) wualugiissiusiadidoudisgs
doflsuiuinmsguvesgiinianaindusn 3 wisidsele
WdeseugIn 2 Auwioyanigs Tl 2555 loun

In terms of average revenue per fair, Hong Kong still held
the regional top position in 2012 with an average
revenue per fair of USD 3.5 million, which is 25%
higher than the second-placed Japan (USD 2.8 million).
Hong Kong’s wide lead was driven by its large-scale
sourcing fairs which maintain relatively high prices by
the region’s standards. The only 3 other markets to

average more than USD 2 million per fair in 2012 were

MSIN 7 ANAIULGAIFUMAIUITUMUSIETAINAgADIULIAZIUNAIAgADIIU (S.U.) luEdaualo@ata tul 2555

Table 7 Asian and Oceanic Trade Fair Markets by Average Revenue per Fair and Average Size per Fair in M? in 2012

Us:zinA sralanagsionu (Saryansia) IUNARAFEHRINU (MS.U.)
Country Average Revenue per Fair (USD) Average Size per Fair in M?
g0JnJ / Hong Kong (113) 3,461,179 7,757
Ju / Japan (332) 2,768,910 5,822
Au / China (542) 2,685,386 16,598
Teiudu / Taiwan (74) 2,070,432 8,503
vm / Macau (9) 2,000,583 8,506
Tna / Thailand (83) 1,774,036 5,593
Jinlls /Singapore (86) 1,764,512 3,584
unaida / Malaysia (64) 1,657,555 4,625
in1HKa / Korea (156) 1,553,875 5,300
ooainsiaa / Australia (176) 1,443,018 3,050
duifia / India (138) 1,294,507 5,875
dulntida / Indonesia (49) 956,423 3,872
Vaaulu / Vietnam (55) 825,055 2,732
Uanamu / Pakistan (28) 706,598 2,589
wWaddud Philippines (43) 563,076 3,372
sou / Total (1,948) 2,132,147 8,371
Source: Adjusted by the research team, based on tables 1 and 2, UFI, the trade fair industry in Asia. 9th edition. Researched and compiled by Business Strategies Group. June 2013, pp. 11-12.

NB: The figure in parentheses after the name of each country designates the number of trade fairs identified for that particular country.
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A (2.7 g wieyansy) iviu (2.1 Suvleyanss)
wazaifin (2.0 Auvsesyansy)™

anuidnanuuansdud (Venues)
Tuwdvnaiuiisamiunarsuelngiaiedons fueen
idenyTusendedld edeld uarleaidedusngi
Usee Teuutsgeaninusema Susgradiuladn

China (USD 2.7 million), Taiwan (USD 2.1 million),
and Macau (USD 2.0 million).™

Trade Fair Venues
In terms of venue capacity across major markets in
East Asia, Southeast Asia, South Asia, and Oceania,

China has the lion’s share

csIn 8: ’i’lu:)ugueiua:zlmm‘ﬁuf’iim'luuamﬁuﬁ1u1u12nﬁ (ms.u.) tul 2555
Table 8 Number of Exhibition Centers and Total Space (M?) in 2012

enue|RM)AssutLEyerusLUmMLUE

UszinA/noma AuouAuE anABURTUSY (As.u.)
Country/Region No. of Centers Total Gross Indoor Size in M?
Au / China 101 4,533,782
gdu / Japan 13 355,658
in1Ha / Korea 12 308,368
auwia / India 13 285,457
Tna / Thailand ] 222,984
JaAlls /Singapore 4 219,970
doanJa / Hong Kong 2 149,820
ooainsiaa / Australia 10 139,242
T6indu / Taiwan 4 99,278
v / Macau 2 76,715
unawda / Malaysia 4 71,292
dulntitda / Indonesia 8 56,094
Uanamu / Pakistan 2 39,045
Banuu / Vietnam 4 33,793
wWadJdud Philippines 3 26,257
191 6,617,755

Source: Adjusted by the research team, based on table 7, UFI, the trade fair industry in Asia. 9th edition. Researched and compiled by Business Strategies Group. June 2013, p. 20.

14. Loc.cit., p. 12.
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Fudvenaidelul 2555 onvasulaneil®

1wl 2555 mAnsuansdurvsael@uiula 2.7% winin
etiRandls g Reuidieuiusnsivin 4.3% way 2.6%
dusul 2553 way 2554 auanau lelenyiueenidedls
wulpgedianlud 2555 TnsTnadouazasnlusiuln 8.25%
waz 7.6% mudsu luvaiiussmadsdiuamannnisuans
FumlngninUsemaluelony Tusenidosldsiiiuln
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YUNBANAITIUDATT 3.0%, 3.2% Wag 2.8% AUAIHU

BSG nennsaituiiavisiinnelduesiuasdimaiulayszana
3.0% Wi 2557 hilnsduneindnwiuazdndnnulud
Tunquiiiussindudreiulndesiaaiiganitdinn
nudAgyluliodnnulaniduaiiomany Wun9e1
Wodld wezduiudunensaliesduladediay 2 vdn

Tuwdvesiiuiidnauiinelddemegnamnssuduusng i
nsutingunsmeituiimemadiw/gaamnssudnadoudng
AsiludnunsiReafulneunthiu (and 2548 Fa 2555)
Arnnssuemand/eamnssudinathisunvmemsTasessuiu
aeanil® 2556 Taefituiidnnusnsldsam 1,711,750 aga
puRnshesensilulasieieadeu Sdiuiineldduoy
1,638,500 M3.41. kg 1,590,500 A5.4. AINAAU

Certain salient features and major developments in
Asia’s trade fair sector in 2012 may be summarized
as follows;”

In 2012, Asia’ trade fair sector experienced a 2.7%
growth as measured by space sold, in comparison
to 4.3% (for 2010) and 2.6% (for 2011) growth
figures. Southeast Asia was the growth champion in
2012 with Malaysia and Singapore registering 8.2
and 7.6% growth figures respectively. Meanwhile,
larger players experience perceivable growth
performance - i.e. China, Japan, and India all
went modestly upbeat in the order of 3.0%, 3.2%,
and 2.8%.

BSG forecasts that China would experience aggregate
growth in net space sold of approximately 3.0% in 2014.
It is to be noted that category-leading events and
organizers would forge ahead with far higher
growth figures. Double-digit growth is predicted
for key events in major trade fair destinations
such as Guangzhou, Shanghai, and Shenzhen.

In terms of venue space sold per industry the
segmentation of space sale by sector/industry has
remained relatively consistent, very much in the

15. Ibid., pp. 12-55.
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1) guémsUssyuuazIanaduiUI T AadeiiunsBedls
(Shanghai Honggiao Convention and Exhibition Centre)
wazdedlsRatiduaus (Shanghai Disneyland) fifwunada
uénaSanelud) 2558 quisisiariiiuiiuuansduilusy
wirfiu 400,000 ms.41. vilinaneduaudussguuaznsuana
dufn unnnAnivgfigaluniviede's
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2) @nSUDW Y UTLNSIANVIWIANUN IR UNE1AtYeY 3

]
&

uis Tuewandulndidluduladifouazunaide Ifungud
New MATRADE lungsaanduiessiimmuniiuiiuion
100,000 #5.4. Tul 2557 Tudnwagieaiungainisnag
Ui §ad1uYian 160,000 asa. # BSD Convention
Center tag Alam Sutera International Exhibition and
Convention Center #di#fufl 100,000 #15.1. Ua¥ 60,000 A5

AUANAU

3) giug TWTC T (TWTC Nangang) vedliniusifun
sdlunulid 2558 Tilwfvmunaiiivinty 83,000 as.
mm‘hmuﬁuﬁﬂwﬁugﬂqmmm 45,000 $5.41. VBT
'f':ﬁad']Lflumia'aLzﬁuaammaﬁuﬁ‘iumwmm‘lwﬁmwm
U89 TAITRA - %Qiimﬁﬂ COMPUTEX

4) NuPTnnuvasn valdasinsfiudniios Tnednisimun
@us‘imi"dizsqmmmsma Seoul Station Convention Center
Fuanlysl Wuismue 16,000 9540, Tt 2557Y7

same vein as the previous years (from 2005 to
2012). Engineering/industrial products remains
the top categories in 2013, representing 1,711,750
m? of venue space sold, closely followed by the
general and furniture categories with 1,638,500
m? and 1,590,500 m2 sold, respectively.

With respect to the continent’s venue capacity
landscape, certain upward developments have been
identified in markets with high market potential:

1) The Shanghai Honggiao Convention and
Exhibition Centre and Shanghai Disneyland are
set to be completed by 2015. The complex is set
to occupy an indoor trade fair space of 400,000
m? to become Asia’s largest convention and
exhibition center.'®

2) Three of the most remarkable forthcoming
venue capacity additions occur in ASEAN - Indonesia
and Malaysia. Kuala Lumpur’'s New MATRADE
venue is scheduled to add 100,000 m? in 2414. In
the same vein, Jakarta will add another 160,000
m2 (BSD Convention Center and Alam Sutera
International Exhibition and Convention Center
with 100,000 m? and 60,000 m? event spaces

respectively).

3) Taiwan’s TWTC Nangang is scheduled to be
operational in 2015 to reach a space capacity of
83,000 m? (from its current 45,000 m? space ceiling).
This expansion is hailed as a boost in space sales at

certain TAITRA's largest events —- COMPUTEX included.

4) Korea’s venue capacity will be modestly
increased with the newly redeveloped Seoul Station
Convention Center opened, featuring a total of
16,000 m? available space in 2014."7

16. Meanwhile, Shanghai. Disney World will be composed of 5 themed zones, while 2 Disneyland hotels are in the pipeline, see eChinacities. Honggiao Convention and Exhibition Centre and

Disneyland to be completed by 2015. Retrieved April 20, 2014, from http://www.echinacities.com/news/Hongqiao-Convention-and-Exhibition- Centre-and-Disneyland-to-be-completed-by-2015

17. UFI. op.cit. p. 50.
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Thailand’s MICE
Situation:

A Success Story
Against All Odds!
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ulmsunan 1 JsuUszuntu 2557 1913
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ndUITI 72% m=duodnnaniilunann
gAngMwad Iwaumsieivinty 525%
AugaAsllunainauniknyanuazgdanid
anlanandnsumadouluzgaling Tng
BUIRTD 177% UMAMSUSULINUNE
(Convention Sector) 1Junainnikny
Ranluwizosfuoutazs1als atsuou
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fiolUt MsUs=auununmiaiuou 58,682
AU AAnssumsnainadtliolusiida
(Incentive Sector) AMUdU 58,564 AU
MsuUs=gu  (Meetings) f1udu 38,318 AU
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J1uduU 31,303 Au

d
n

In the 1" quarter of the fiscal year 2014,
Asia dominated Thailand’s aggregate
MICE market with a lion’s share of
72%. The Middle East constituted a
potential market, recording the highest
growth of 525%. China remained
the most sizeable and promising
market for Thailand’s MICE sector,
registering a 177% growth rate. The
convention sector constituted the
largest market in terms of volume and
revenue. 58,682, 58,564, 38,318, and
31,303 visitors traveled to Thailand
for conventions, incentive activities,
meetings, and exhibitions respectively.
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sulszana 2557 (anas — Suaiau 2556) elududiuau
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AIME 2014 (Asia-Pacific Incentive & Meetings Expo) g UAT
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The Thai MICE sector’s performance is a much
debated topic amidst the current economic
dynamism. Now, certain clearly positive trends

have emerged:'®

Thailand’s MICE industry continued to exhibit
solid growth in the 1st quarter of the country’s fiscal
year 2014 (October — December 2013), both in terms
of the number of MICE visitors and revenue.'® TCEB
also stepped its efforts, shoring up its promotional
campaign with the launch of the “Thailand’s MICE
Rewards” at AIME 2014 (Asia-Pacific Incentive &
Meetings Expo) in Melbourne, Australia. The Bureau
also forecasted that in the 2014 fiscal year, the MICE

industry should generate THB 96.9 billion in revenue.

The 1% quarter of the fiscal year 2014 ushered in 186,864
MICE visitors, a respectable increase of 5.16% and
revenue of THB 16.03 billion which has risen by 6.16%.
The top 10 incoming MICE travelers came mostly from
Asia, led by China (38,036 visitors), Malaysia (13,103
visitors), Singapore (11,741 visitors), India (9,519 visitors),
Philippines (6,688 visitors), Australia (6,303 visitors),
Korea (4,859 visitors), America (4,447 visitors), Japan
(4,043 visitors), and Hong Kong (3,692 visitors).

By region, Asia dominated the nation’s aggregate MICE
market with a lion’s share of 72%, representing a
remarkable 20.35% growth rate. The Middle East
constitutes a market with great potential, and has
unmistakably been exhibiting robust growth rates
over the past years. The Middle East market
recorded the highest growth of 525% in the 1%
quarter of the fiscal year 2014, while Oceania
rose by 16.63%.

18. Many industry experts are of the opinion that the single most influential factor, not to be ignored, that exerts the most profound bearing on the country’s MICE sector during this period is the
nation’s political dynamics. This holds true as a result of the fact that MICE activities require extensive planning and involve demanding clientele, see World Tourism Organization, Conclusions of
the International Seminar on MICE Tourism and Business Tourism, Santiago, Chile, 25-26 May 2005. However, a great number of firms believe that the current situation also presents opportunities.
After somewhat less active business signs in early 2014, the situation seems to have picked up, especially in the trade fairs sector, whereby numerous companies operating in the domestic markets
have started to resort to the hard-sale marketing approach to achieve their market shares and regain their lost grounds in April and May, 2014, see Prachachart Thurakit. Hard-Sale Events Planned

to Boost Sales in Q1. 20-30 April, 2014, p.13.

19. Thailand Convention and Exhibition Bureau. TCEB Newsletter, Issue 34 Jan-Feb 2014, p. 5.; and MICE journal Issue: Jan-Feb 2014, p.3.
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Country-wise, China remained the most sizeable
and promising market for Thailand’s MICE sector,
registering an impressively staggering growth rate
of 177% in the 1st quarter of the fiscal year 2014
in comparison to the same quarter in the fiscal
year 2013.

Categorized by sector, the convention sector
constituted the largest market in terms of volume
and revenue. Conventions involved 58,682
delegates, representing a rise of 9.29%, and
generated TBT 5.81 billion in revenue (a 9.30%
increase). Meanwhile, 58,564 travelers visited
Thailand in the incentive sector; 38,318 delegates
flocked in for meetings, and 31,303 visitors for

exhibitions.

According to a market research project
conducted during the 1st quarter of this fiscal
year, Thailand’s exhibition sector was successful
in capturing quality market segments. A target of
5% growth in visitors’ numbers and 10% increase
in revenue were earlier set for the exhibitions’
sector. In reality, the actual number of travelers

visiting the exhibitions held increased by 5.59%,

while the actual revenue figures grew by 10.02%.

Even in the wake of the current dynamic political
scenario in Thailand, the overall situation remains
relatively stable. As the focal agency in charge of
promoting Thailand’s MICE industry, the Bureau
shall be flexing its muscles in a bid to restore
confidence and provide support to international
organizers who select Thailand as their MICE

venues.
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TCEB has proactively developed enticing packages to
boost the confidence of the country’s MICE visitors.
Under the “Thailand’s MICE Rewards Scheme”, TCEB
is offering 4 promotional campaigns:

1) ‘Meetings Bonus’: Organizers are offered generous
financial subsidies worth from THB 100,000 to
THB 1 million for groups of 200-1,000 delegates
staying in Thailand over three nights or longer

2) ‘Conventions Bonus': This campaign offers associations,
PCOs, governments and educational institutions
significant financial subsidies from THB 200,000
to THB 500,000 for groups of 300-1,000 delegates
attending international conventions in Thailand
3) The ‘Business Up 2 U Initiative’: This a fixed subsidy
program for exhibitions based on their performance
in previous years. This campaign offers TCEB’s
guaranteed support

4) The ‘Be My Guest Campaign’: This campaign aims to
attract high-quality international exhibition buyers and
visitors with financial support for room night allocation, up

to a maximum of two room nights per person per exhibition.

Additionally, TCEB launched the Thailand’s MICE
Rewards at AIME 2014 in Melbourne, Australia.
This is one of the leading trade shows for meetings
and incentives in the Asia-Pacific Region. It is to
be noted that Oceania constituted a market with

a high growth rate in the 1st quarter of this year.

The country’s marketing plan for the 2nd quarter
of the fiscal year 2014 (January- March 2014) and
beyond involves a revision of its marketing strategy
anchored on a recovery of such key markets as
India, Japan, South Korea and Hong Kong. TCEB

also focuses on creating a new strategic network
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for greater collaboration and boosting confidence
through its “Thai Team” in promoting both domestic
and international MICE industries. The meeting and
incentive sectors are mainly geared towards quality
market segments, while the convention sector will be
expanded to include various high-quality markets including
the educational sector, technology, telecommunications,
finance and accounting, and the creative industries. As
for the exhibitions industry, TCEB aims to maintain the
country’s existing markets, expand into new markets, and
increase the number of exhibitions in several industries,

including tourism, aviation and the creative fields.

TCEB has set a target of 296,000 MICE travelers in
the 2" quarter of the fiscal year 2014, generating
THB 29.07 billion. This target is expected to effectively
constitute an engine of growth for the national economy.
The Thailand’s MICE Rewards, together with Thailand
CONNECT brand marketing support and TCEB'’s
continued marketing promotions are envisaged as a set
of mechanism effectively enhancing the sector’s

continuous growth.

The Bureau aims to attract 987,000 MICE travelers
from across the world in the fiscal year 2014,
representing a 5% increase to a 10% growth rate in
revenue to THB 96.9 billion. The market remains robust
despite the current political turmoil. Key organizers
are still confirming their choice of Thailand as the
venue for such major events as the Unicity Global
Convention, the 3rd Global Congress for Consensus
in Pediatrics and Child Health, the International
Congress of Pharmaceutical Sciences — FIP 2014,
the 10th International Mycological Congress (IMC),
INTERMA CH 2014, ProPak Asia 2014, and Food &
Hotel Thailand 2014.
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The Bastion of
Thailand’s MICE Strength
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In actual fact, Thailand’s MICE results mentioned above are justifiable
if one revisits Thailand’s intrinsic features and strengths across the board:

TassasgutiumuszaulangaidszinAlng UIRSTIUUSMISS=AUATUNMWEITOIUSEINA

Thailand’s world-class infrastructure Thailand’s high-quality service standards

waiUs:zaluszKHINIDIANS JRUUSSSULIA=SSSUBA
mASitazNMaAwnsuluNAdgIU

anamnssulug

Thailand’s natural endowments

Thailand’s public-private
organizational synergy
in the MICE sector.

TAsIasuAsyINMNISINUKaINKaaua:zUNUINluNAINSS:KNJIUSEINAZEINTMA

Thailand’s broad-based economic structure and roles in the region’s international affairs
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Thailand’s World-Class Infrastructure
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In many respects, Thailand enjoys a relatively
efficient infrastructure amenable to the development
of a robust MICE sector. Of particular relevance
for our purposes here is the country’s world-class
MICE facilities and comprehensive international
aviation network. Based on the most recent UFI figures,
Thailand’s is ASEAN’s no. 1 trade fair market in terms
of estimated net square meters sold and in average
revenue per fair in 2012.%° Space-wise, Thailand has
the largest total gross indoor size (m2) of all the
international exhibition centers in the ASEAN and
Hong Kong SAR, followed by Singapore and Hong Kong
respectively.?! Also, Bangkok’s IMPACT Muang Thong
Thani is currently ASEAN’s largest exhibition center
and Asia’s 5 largest exhibition center.

In terms of its aviation connectivity, Suvarnabhumi
Airport is clearly a major global airport. As of
December 2013, it was the world’s 8th busiest
airport in terms of international passengers for the
past 12 months ending December 2013. This airport
handled 41,302,852 international passengers in that
particular year.?? It is to be noted that this figure
includes only international passengers and that
international passengers at Bangkok’s Don Mueang
International Airport are not included. At present, the
Airports of Thailand Public Company (AOC) operates
6 international airports, all of which may serve as

gateways for the country’s MICE activities.

20. Thailand Convention and Exhibition Bureau. TCEB Ready to Power up Business Growth for France Trade Show Organizers through Strong Thailand Exhibition Platform Capturing ASEAN Rich

business opportunity and government support in focus. Retrieved April 18, 2014, from

http://www.businesseventsthailand.com/th/nc/news-download-center/news/detail/article/tceb-ready-to-power-up-business-growth-for-france-trade-show-organizers-through-strong-thailand-exhi/.

21. UFI. op.cit., p. 20.

22. The Airports Councils International. International Passenger Traffic for past 12 months ending December 2013. Retrieved March 15, 2013, from http://www.aci.aero/Data-Centre/Monthly-Traffic-
Data/International-Passenger-Rankings/12-months, and Airport Council International. Preliminary 2012 World Airport Traffic and Rankings. Media Release. Retrieved 26 March 2013, from

http://charmeck.org/city/charlotte/airport/news/documents/release-acirankings2012preliminary.pdf.
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Thailand’s High-Quality Service Standards
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Thailand’s hospitality sector is world-renowned as
reflected in the country’s success in international
tourism. In this connection, Bangkok has been
voted by the readers of the New York-based
Travel and Leisure Magazine as the best tourism
city in the world for 4 consecutive years. In 2013,
Bangkok scored 90.40 out of a possible 100 points,
while Chiang Mai scored 88.15 points to finish as
the 10th best city. The fact that 2 of the country’s
5 designated MICE cities scored very high as 2 of
the world’s best tourism cities bodes very well for
the country’s MICE industry. Specifically in this regard,
Bangkok was also voted the 3" best city for business
events in Asia for a 2"
2011 - by the readership of CEl Magazine.

year in a row — 2012 and

As relevant is the standard of quality provided in the
MICE sector. In this connection, Plaza Anthénée
Bangkok was voted Asia’s 2nd best hotel for business
events, while its events team was voted the 2"
best hotel events team for the entire continent by

CEl Asia’s readers.??

23. CEI. Find out who was deemed 'Best in Asia' for business events. Retrieved April 17, 2014, from http://www.cei.asia/Article/368074,readers-choice-cei-industry-survey.aspx.
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Thailand’s Natural and Cultural Endowments
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The country is well-endowed with natural beauty
in various forms such as the seas, mountains,
waterfalls, national parts and things galore. This
provides a foundation for an endless array of MICE
activities. For example, Khao Yai National Park,
a World Heritage Site located approximately 2 hours
away by car from either Bangkok or Pattaya, is
designated the world’s 7" best ozone area. Another
act of recognition of the country’s MICE success
which results in part from the country pristine
natural beauty is the voting of Phuket as Asia’s
3rd best resort destination for business events in
2013 by the CEl Magazine readers.** In this light,
Chiang Mai’s mountain ranges and cultural legacies
deserve as much accolade internationally, and
should prove instrumental in the city’s forging
ahead in the global MICE arena.

24. CEL loc.cit.
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Thailand’s Broad-Based Economic
Structure and Roles in the Region’s
International Affairs

Thailand is characterized by its broad-based
economic structure, encompassing manufacturing,
agriculture, and myriad service sectors. All these
economic sub-sectors serve as an inducing factor,
attracting MICE activities to the country’s MICE
cities. Additionally, the country is a major social
actor in the ASEAN region, playing host to the
UN’s Economic and Social Commission for Asia and
Pacific — a proof of Thailand’s socio-economic role
and stability in the region at large.
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Thailand’s Public-Private Organizational
Synergy in the MICE Sector
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TCEB is the focal public agency constituted in the
form of a public organization, and is entrusted
with the task of driving Thailand’s MICE mission.
TCEB’s efforts have once again been recognized
by CEI Asia’s readers as the region’s top 3 convention
bureau for 2013. Its efficient team, continued
financial, other incentive packages provided, as
well as support resources all ranked favorably.
TCEB has also been strengthening its ties with such
local industry entities as the Thai Hotels Association
(THA), the Thai Exhibition Association (TEA), and the
Thailand Incentive and Convention Association
(TICA). The Thailand Creative Event Awards provide
professional recognition opportunities.”> Meanwhile,
new industry entrants receive support through
training and education programs. This year has seen
TCEB moving towards a more regional focus,
positioning Thailand as a hub for the Greater
Mekong Sub-region and the forthcoming ASEAN

economic community.?®

25. See Contest War. Us=non s113amsInnussiaidiasiiassa (Thailand Creative Event Awards [TCEA]). Retrieved April 20, 2014, from http://www.contestwar.com/contest/49#sthash.DOmHrdfd gBsRIHLN.dpuf.

26. CEI, CEI Asia’s readers picked Singapore Tourism again for the top spot. Retrieved April 17, 2014, from http://www.cei.asia/Article/328295,best-convention-bureau.aspx.
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Case Studies:
Jewels in the Crown
(Hong Kong and Singapore)
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Singapore: A MICE Island Set in the Sea
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OCBC Investment Research has identified three
key drivers of Singapore’s hospitality industry as
the MICE business, the casino-integrated resorts
and the medical tourism business. With special
reference to the MICE sector, the Singapore’s King
of MICE is a global market leader. According to the
Union of International Associations (UIA), Singapore
accounted for the largest number of international
meetings among all the cities in the world for
2011 with a substantial lead over the runner-up,
Brussels. This was the 5 time that Singapore was

crowned the top city for international meetings.

STB estimates that a third of the 13 million visitor
arrivals in 2011 were attending business events.
Given the economies of scale available as a result of
its dominant position, the MICE industry in Singapore
is forecast to grow continuously, and hospitality
establishments should see increasing numbers of

corporate delegates.”’

Often identified as major contributing factors
underpinning Singapore’s MICE success are:

1) its relative position as a regional and global
economic and financial hub

2) its geographical centrality (7 hours by flight to
most parts of Asia and the Oceania)

3) its cosmopolitan linguistic environment (with a
sizeable proportion of the population speaking
English, Mandarin, Malay and several other languages)
4) the city’s high standards of safety, and efficient
and comprehensive international/transcontinental

and public transportation.

27. Singapore Business Weekly. Here are the 3 key drivers of Singapore's hospitality industry. Retrieved 16 April 2014, from

http://sbr.com.sg/hotels-tourism/news/here-are-3-key- drivers-singapores-hospitality-industry.
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SINGAPORE’S MICE
SUCCESS IN 2013
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Singapore was the only Asian city in the Top
10 Convention Cities in the world, according
to the latest ICCA Global Rankings. The
country has also maintained its position as
Asia’s Top Convention City for 11 consecutive
years, hosting 150 ICCA events in 2012.

The country welcomed a record high 14.4
million visitors, representing a 9% increase
from 2011 while tourism receipts stood
at SGD 23.0 billion.

BTMICE traveler arrivals increased to
2.5 million from January to September 2012,
representing a 6% growth. Expenditure
by these business travelers rose 7%
year-on-year to an estimated SGD
4.29 billion.
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Championing
Singapore’s
Business Travel
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Talvduszaunisal Wiawd 1S ug 1A un19d 1ug 319
Tngvihnuswiuiiusinsgnanmnssugnsmand iieains
Uszaunsal isuiudmivnuiasmsdidunsilud

3) lugnustinmseanaseaulanvesdanlus SECB vl
RanssumsaanauazsaNERLaINvIaNY Welhuanuzeg
Ussiadsd nmdnuwaliduanuiididugsionasdnfanssy
ludseduia uenanimaditinan sdlinsaduayudy

As a constituent group of the Singapore Tourism
Board (STB), the Singapore Exhibition & Convention
Bureau™ (SECB) has a mission to champion the country’s
business travel and business events. As an enabler for
industry growth and a key driver of the tourism
sector, it aims to establish the city as a dynamic
MICE destination where a milieu of ideas, personnel,
and technology draws on vibrant knowledge and
wide networks to tailor success for MICE players.
As the country’s focal entity for the MICE sector,
SECB fulfills the following major roles:

1) As Singapore’s business events champion, the
Bureau aims to create, grow, and attract business
events that strengthen Singapore’s standing as a
business and intellectual center. In this light, SECB
partners organizers and other public entities to
leverage the nation’s established strengths in key
industries such as biomedical and healthcare
sectors, transport and security, lifestyle and cruise
activities, ICT and media, environment and energy,
infrastructure, business, trade and professional
services, and futures

2) As Singapore’s experienced architect, the Bureau
champions and delivers exceptional experiences
for business visitors, working with strategic industry
alliances to create seamless experiences for their MICE
events and undertakings
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MInan warnsUsenduiusuienssanauiedningy

o

Wwnenslussiuginauazseiulan

4) lugusininiugnanssuvedalus SECB vimtni
afvanmwndeunugsiauazanannssuludnandn

a a =

Tnegjalvidiesrnsanavnssuludnivsednsnm Twusiing

iduuda Tnssadreuiuguiiaads uaziiyransludssau

il

MinwegedauInnne”

AR5 L UT99ANT SECB USEnaumigntigauseny

=

dhefivihmihideatugaamnssuludinua 3 devdn &
dulddunisnsssuunuiiesiutudnasulwdsalusidu
aountuti lunsadunismulug lawn

1) MIUTLYUINNFA UaranFIMnNIIUNTUTYY

(Conventions and Meetings)

2) NMIuARIFUAUILITIRRAZNTUTEYY

(Exhibitions and Conferences)

3) MIRawuINSYiBNe UG

(Business Tourism Development)

TuAUNITUTEYUUINI VA UL R AAIMNTTUN1TUTEY Y
(Conventions and Meetings) thy SECB Tmnutaewmde
smumsUszauazianssudaaty lneviewtogiinsinuseya
Tumsimunfufulssyauuudanduieludmiumsdadiaust
sulaid (MICE Events) Samdoyaiferduuszifuiiozsia
THlunsiwieuenansdmiunisuszya Wesinisduduas
FANTUTEINUIYIE (Conventions) Tufewlusian s
SECB  azlvinnutiemderiieldnanuinsmmsyse
unnwd Mieadeslusinsstina Asumsussguununmd
adrifuazdntuaidludsalud vailidwihfives SECB wiouil
wiidunsiiaueiiioduaiuanuzvesdenlusiidugud
Faeulud (MICE Venue) Inginan1sussguuiungd was

3) As Singapore’s global marketer, SECB is
engaged in various marketing and promotional
activities in order to reinforce the country’s
standing as the foremost Business and MICE
venue. It also provides marketing and publicity
support for partners to reach their target audience

both regionally and globally

4) As Singapore’s industry developer, the Bureau
functions to create a vibrant Business and MICE
milieu with efficient industry players, robust
alliances, state-of-the-art infrastructure, and an

emerging pool of MICE talents.”

Organizationally speaking, SECB comprises 3 main
divisions, all of which are designed to collectively
promote Singapore as a leading venue for MICE
undertakings:

1) Conventions and Meetings

2) Exhibitions and Conferences

3) Business Tourism Development.

With regard to conventions and meetings, SECB
provides bidding and promotional assistance,
assisting bidders in determining the next open
submission date for a bid to hold a MICE event,
obtaining information on what needs to be
included in the documentation arrangement for a
bid. When a convention is confirmed to be held
in Singapore, the Bureau shall provide assistance
to ensure that organizers concerned may attend
relevant conventions overseas prior to the conference
actually taking place back in the country. SECB
staff members stand ready to make presentations

in order to promote Singapore’s position as a MICE

28. SECB. Why Singapore. Retrieved 16 April 2014, from http://www.yoursingapore.com/content/mice/en/why-singapore/singapore-exhibition-convention-bureau.html.
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QUEAMNTIUMIUsEYIINIUTINAUERamIN TN INATA
Wiewannvemafifiussansain naenaulszaunsaliie
TieadnssinsUsemadnunIanIsUssguuIT ka1 SU S8
(Conventions and Meetings) Tuasalusogusaiiion

thensiansdumuuwkasn1suseyu (Exhibitions and
Conferences Division) a1 IdnBwismugsna uagvinau
Swfiugdnduvidlean®n (Professional Event Organizers)
WiefannnsUssEIYRRUEIRa (Business Conventions)
WAENSHARSEIANLTNNGY/ I 3ANTT (Trade Fairs/Exhibitions)
T funiidmiuinivngsia (Business Professionals) 1ite
aaedotnenaniUdsuanufauiu wasuasmngmaily
UsgmruazinaUseme allamsdhonisuansduimununnd
wagmsUszuilsvhauednslndlatuesdnstuindeungy
QAEVNTSH 017 VNEIUTIWNS danesl Fo Uit meen
sugramnsslad ielinsdadluiussaumnudiSesed

c‘haﬁmmﬂﬁv'la%%ﬁ’m?iﬁﬁ] (Business Tourism Development
Division) $uRAgaUgLanITAulakaznITWALINITANIN
wadeufunsAumadegsaazgnavinssuiiudaunse
Sulszneulufednmuaninsa Wusing uarlaswasnetu
ﬁugmﬁmmﬂuma aflstheiannmsvieniiugsiads
UIMITIANIINITINUNUTIENSANERTVR SECB nasnau
Uszanunuuag3BuRanssudunisnannuazysssndunig
Wieassanunmyesdealuslugusvanesugsiauaslud
svuwuani uenmitenntumadien Sidneuszau
MseduasTRL PGz ER v Woduaasvaumsal
YatnAuNIeugInanae®

venue. The Division works closely in tandem with
the industry to develop more efficient channels
and experiences to ensure a continued inflow of

conventions and meetings.

The Exhibitions and Conferences Division promotes
business events, and works in conjunction with
professional event organizers to develop business
conventions and trade fairs/exhibitions as platforms for
business professionals to network, exchange ideas,
and seek out commercial prospects both at home and
abroad. The Division also works closely with major
drivers of the industry clusters, such as public
agencies, associations, media, leading corporations,
as well as the MICE industry, to ensure the successful

staging of their events.

The Business Tourism Development Division is
responsible for the growth and development of a
vibrant Business Travel and MICE industry ecosystem
of capabilities, alliances and infrastructure. It also
manages the SECB'’s strategic planning, as well as
co-ordinates and initiates marketing and PR
activities to establish Singapore’s position as a
premier Business and MICE destination. Additionally,
the Division facilitates the creation and development
of new concepts and products to enhance the

business traveler’s experience.”

29. SECB. What We Do. Retrieved 16, April, 2014, from http://www.yoursingapore.com/content/mice/en/why-singapore/what-we-do.html|
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doinJ: 1WoJ9MAHNSSY
MsUSzguIazMSIdAIAUAUNUNEIR
szaulan

Hong Kong: A Global MICE Story
Convention and Exhibition Industry
in Hong Kong

geansliimwaunaaidugudnananisdauszguununyi
LLaxﬂ73Lgamﬁuﬁﬂmmmﬁﬁﬁzulﬁﬂﬁuaﬁqﬁmﬂwaw{fﬂ
gosnaflszuunmsidenlownsenniaiins HuansduA LAY
dnvend sreraidunisldidesinasdldlneazan
Fadummmaysenavisiivilfan it uaouidsldsy
AATELEMTUNSUSE ALY RS MIUAASFLAU YR
(International Conventions and Exhibitions)*® ga4n4
Iesumsendesgegelugusiiu dosgsiefindigalulan”
(Best Business City in the World) Tustuuszniasieianis
Business Traveller Asia-Pacific Travel Awards Uszd1U
2555 uagldisumsussmateity “iosiffigndmsusiou
AUFINA” (Best City for Business Events) Tun1sdsia
naMNTINYeY CEl Usednd 2556 (CEI Industry Survey
2013) T 2555 geansdanuuansdudn 3 nuiidneglu
nauuitlvgiiigalulan uazsuuansdud 10 Muiidaeg

lunguanuilvejigaluedy

JoIN3SIua=AIay
fud 2553 manssvludlduuraiIiniJunuy
IAWRaNUdU 69,150 cnuKUI NmAddun

lAsuUs:laguvinnanfioo1KisuaziASaJny

mismuJanuazIsiusy Fioandounisiiju
minaannanssulugnids:uiru 59%

Hong Kong has developed into one of the region’s
premier convention and exhibition centers. With its
superb air connectivity, exhibitors and visitors may
travel to this free port conveniently — one of the
reasons that make this place a preferred venue for
international conventions and exhibitions.*® Hong
Kong received the supreme accolade as the “Best
Business City in the World” at the 2012 Business
Traveller Asia-Pacific Travel Awards, and was
named the “Best City for Business Events” in the CEl
Industry Survey 2013. In 2012, Hong Kong hosted
three of the world's largest trade exhibitions, and ten
of Asia's largest trade fairs.

Facts and Figures:

In 2010, the industry's activities provided an
employment equivalent to 69,150 full-time
jobs. Sectors benefiting the most were retail,
hotel, and food and beverage, taking up an

estimated 59% of the employment created.

30. HKTDC and Jacqueline Yuen. Convention and Exhibition Industry in Hong Kong. Retrieved 17, April, 2014, from

http://hong-kong-economy-research.hktdc.com/business-news/article/Hong-Kong-Industry-Profiles/Convention-and-Exhibition-Industry-in-Hong-Kong/hkip/en/1/1X000000/1X0018NP.htm
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gosndldumsdnidentviiu “desiiAnandmiudiusis
3n0” el 3 U uay d1whanu Meetings and Exhibitions
Hong Kong (MEHK) Tudsin Hong Kong Tourism Board
(HKTB) esunisdmdentidudinauduaiunisussyuy
UIUNAT AT eusiend snamanisdsags sz and
2556-2557 34 CEl Asia Wugiiunisési

uaﬂﬁ]’mﬁ Hong Kong Convention and Exhibition Centre
(HKCEQ) wazaud AsiaWorld-Expo (AWE) tJuuddnau
NMsUsERLUNATIATIdR 2 Sudiuusn ofls MEHK ud
mhenuludeinres HKTB  lasunisAnienivieglungy
dnaudaaiunisuseyuuuv@ (Convention Bureau)
firflandundiusn fadunisendosisnnusiuimyos HKTB
setamariuandiifiuingesnadudesiiiuaniuiidn
msUszyn (Meeting Venues) sesulaniidfianuviands
ofls Mnszfunardssrnruazansyiuansen niou
aszuunsnuuaLLaziASetansvuasiiUsEAnaw
gavilaug wnunisgsiaaiuisanidnuagyiaulu
anmmsaluagdsraunisaiivainuane’
ﬁy’aﬁﬁamuﬁ%’mmmmmmaﬂﬁ’uﬂdﬂ 50 wislugeansdmsu
NuuanduAILan1TUTEYIUILIYIR (Trade Fairs and
Convention) anufidnauvdndmiuianssulud loun
HKCEC Tuwmgsniananadies AWE Indaunaiu uag Hong Kong
International Trade and Exhibition Centre IULGUGlEiW?LﬂWQU
MuiansuansEuAuTTRsa (Total Exhibition Space)
Yoegaenatlinnndi 150,000 #3.41. Wl 2555 geansdinemuuans
Aufnndn 140 s Feusufiinsmauladunsisusemed
Fufusnunh 17 &y isniiianuuandun
UNNYAT HKCEC wag AWE Tuthaggnia fifinisliuinmsge
ik thevimsessesnsisiddnueudululflums
e HKCEC seeedl 3 el Sgunardam Jeduiianngud
AWE Witesuiiunsuene AWE szeei 2 1% Saiaauiiasials
mnduiunsvens AWE szasii 2 udasa fuiifanuuans
AufuumPasiintuann 66,000 Azl 1 100,000 A5,

Hong Kong has been voted the Best City for
Business Events for the third consecutive year.
Meanwhile, Meetings and Exhibitions Hong Kong
(MEHK) of the Hong Kong Tourism Board (HKTB)
was named one of the best convention bureaus,
according to the 2013-14 readers’ poll conducted
by CEI Asia. Additionally, the Hong Kong Conven-
tion and Exhibition Centre (HKCEC) and the
AsiaWorld-Expo (AWE) are the top 2 venues in the
Best Convention Centre category. MEHK, a division
of the HKTB, was listed among the best convention
bureaus for the first time, which is a tribute to the
HKTB’s dedication. These accolades demonstrate that
the city is one of the world’s greatest global meeting
venues. The city’s superlative accommodations and
business facilities, together with its highly efficient
telecommunications and transport networks, allow
business delegates to enjoy their stay amidst a

diversity of experiences.’’

Over 50 venues of various sizes are available in
Hong Kong for trade fairs and convention purposes.
The main venues for MICE activities are HKCEC in the
central business zone, AWE near the airport, and the
Hong Kong International Trade and Exhibition Centre in
the Kowloon Bay area. Hong Kong’s total exhibition
space exceeds 150,000 m2. In 2012, Hong Kong hosted
over 140 trade fairs, welcoming more than 1.7 million
foreign overnight MICE travelers. With the tight supply of
exhibition spaces at HKCEC and AWE during peak
seasons, the city is currently examining the feasibility of
HKCEC Phase 3 expansion. The government was
discussing with the AWE developer to carry out the AWE
Phase 2 expansion project as soon as possible. The AWE
Phase 2 expansion project, if implemented, will expand
AWE's exhibition area from 66,000 m2 to 100,000 mZ.

31. 2013 ushered in a number of large-scale conventions and exhibitions in Hong Kong, including the USANA Asia Pacific Convention, Art Basel Hong Kong, Watches and Wonders, and BlackBerry Jam
Asia. According to HKTB statistics, total overnight MICE arrivals in the first 10 months in 2013 increased 1.8% to 1.309 million, among which 586,000 (+3.1%) were from the Mainland. See MEHK. Hong
Kong Named the Best City for Business Events Three Years in a Row. Retrieved 17 April, 2014, from http://partnernet.hktb.com/filemanager/intranet/PRESS/ EnglishPress/CA2013-E/CEI2013-E1_0.html.
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uaﬂmﬂﬁ%’gmaé’ﬂé’dnLﬂ%mmama “wilsny desanui”
(One Show, Two Locations) Tudausd 2552 Tnednau
Souffutiedl HKCEC waz AWE Lﬁa%’uﬁaﬁ’uﬂmmﬁuﬁmm
wnaudl HKCEC luggnisdedimsdnaumunuiiu fems
atuayuiMuUINISYeIsEUIe 89 Usnssnsuddlaedian
yar Usingihdnuluduisanu wu September Hong Kong
Jewellery and Gern Fair ldthuumsiiluldlguszaunu
dSaoudd 2552 sheilsnsmaivinvesuansaudumn
¥ wawdidnsamaugetuann 15% u 33% luraed 2552
wagl 2555

unuINgaJ Hong Kong Tourism Board

Also, the government has promoted the “one show, two
locations” approach since 2009, holding one event in
both HKCEC and AWE to cope with the space shortage
challenge at HKCEC during the peak seasons. An example
in this direction is the fact that the September Hong Kong
Jewellery and Gem Fair has successfully adopted this
approach since 2009 with the government’s service
support such as a free shuttle bus service. The growth
rate of the exhibitors and participants recorded rose
15% and 33% from 2009 to 2012 respectively.

HKTB'’s Role

Hong Kong Tourism Board (HKTB) ifuminsauiilésu
M3afuayun1an1sEuINgEUG Ineuiuaniuganain Hong
Kong Tourist Association ¥t HKTB liyniuiuniagiu
3o awAnslalugnamngsy uaranunsaaluayulselovy
gesmsviendiengosndaesauld Tufoungednieu 2551
HKTB TeiUmdniinitu Meetings and Exhibitions Hong
Kong (MEHK) tielvinsatiuayuiuuiionndn o qafien
uAtihsusunazgdafonssulud Jadengomnaiuaniud
AN TUTLYUUALNULAAFUAIWINIA  (Meetings and
Exhibitions) U3nsfidativansusznns Gesamiansdaaiy
tinvieaiey nMsUssndniug msUszaunuiionsnga
anaaui mssneUsraunadyiiteddugeanatn
$297U warUsraunuiuvitisnundnaieg o MEHK
Tsumssensulusuuinsidnunm TngldFumsiadiin
nudaeiumsUssguunnaiafiaasudu 2 lumsdsi
9naunTINYes CEl (CEPs Industry Survey) Fedalag
fingans CEl Asia Pacific Tutl 2556

rgUsvasAves HKTB Taail
1) WY URANUNUIMES 1A UVDINIANTTNB LTI IRDIA
UNATRINLAYEDINS

As a subvented public agency reconstituted from
the Hong Kong Tourist Association, HKTB has no
affiliation to any specific sector or organization
within the industry, and is able to support the interests
of Hong Kong's tourism in its entirety. In November
2008, the Hong Kong Tourism Board (HKTB) launched
MEHK to offer one-stop professional support to MICE
planners and organizers choosing the city as their
destination for meetings and exhibitions. Services
provided include visitor promotion, publicity,
coordination of site inspection, facilitation in
securing local dignitaries as officiating guests,
and liaisons with focal public agencies. In recog-
nition of its quality services, MEHK’s was ranked
second for the “Best Convention Bureau” in CEl’s
Industry Survey organized by CEl Asia Pacific
magazine in 2013.

HKTB’s objectives are:
1) endeavor to increase the contribution of tourism
to Hong Kong
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2) duiduwmnasesiiwsasnsilanlug o
Futhluede wasiimnedunisondessiulan

3) duaRumsUSuUR A eALazandmIUTivieaiie
1) afuayusguialumsdaaduauddyvesnisvieaiien
R

5) atfuayuAanssuesyanailuInsuAtvioadie i
M NYRUNATOINLAYEDININNALADT

6) WaauauuzuazALuzIULIRI1519N151UAUNATES
fumvgasndludniifesiunmsnislan So1aassuiunis
Wldaieiaseiudneiu®

v

Tunsandunstiussaingussasetiu medinaueminnu
Sufumhenuiazesdnsasisne  meduiiiedestu
Madung  wazesdnssugiiAedestunisvieadienau
fufle ves HKTB dusaululugvesmemiFeduld
dnlddnnde waznsdhdluniuaengunsovsmans
#1949 afla HKTB duflunisidelaeninavinedesdnvay
way puUszasdvesiniung Jaman1ideiasldidens
fvuAgVsAERinIRaIAYes HKTB dvsumanauvadian
vostinviondisnduseusemanasinvieaiisiniadiu
aneidusenia

iiofiazdoasmnuudaunsawomsgesnuiiniegsia
siuNe (Travel Trade) e wawifuSlaavilan HKTB
Tdownauazniivannvats uazdnnissausidnsounauii
fe naenaulassnsianssuludidfyapaond Farmuei
sonuvui elvdniumaludlafivszaunsaivarnvans
wagaiesngugsnaliiunndeiisates duinau
duaSunmsUsEgLLUNTRkaYMSYisuiien (Convention and
Visitor Bureaus) anunsaiseuseslslatnsannusgaunisal
Y99 SECB wayg MEHK

2) promote Hong Kong globally as a leading international
city in Asia and a world-class tourist destination
3) promote the improvement of facilities for visitors
4) support the government in its efforts to promote
the importance of tourism to the community

5) support, as appropriate, the activities of persons
providing services for visitors to Hong Kong

6) make recommendations to and advise the Chief
Executive (of the Hong Kong Special Administrative
Region) in relation to any measures which may be

taken to further any of the foregoing matters.*

In carrying out its objectives, the Bureau works in
conjunction with relevant focal public agencies
and organizations, the travel-related sectors, and
other entities related to tourism. HKTB'’s cooperation
efforts also take the form of regular consultation with
stakeholders, and participation in many strategy forums
and groups. HKTB conducts extensive research into
visitor profiles and preferences, the results of which
are used to set forth HKTB's marketing strategies

for diverse visitor source markets and segments.

In a bid to communicate the city's brand strengths
to travel trade, media and consumers across the world,
HKTB utilizes various channels and platforms, and
organizes comprehensive campaigns and a year-round
program of major MICE activities — all of which are
designed to enrich visitors’ experiences and provide

a business landscape for parties concerned.?

32. HKTB. The Winning Formula. Hong Kong Tourism Board Annual Report 2012 / 13, p. 61. Retrieved April 17, 2014, from http://www.legco.gov.hk/yr13-14/english/counmtg/papers/cm1218-sp051-e.pdf

33. HKTB. Corporate Information. Retrieved April 17, 2014, from http://www.discoverhongkong.com/au/about-hktb/corporate-information.jsp#ixzz2z5MP7XQp.
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AMNNSUANYIANUANISATOI
aJAatdsuazgoainiiJowasnun

— 2 —

ogJazdanAuadAIKUlAID

P

unasunanisolJu

1 MEHK uaz SECB fild\fussinsdasslunuetethadui
wiuszn1sla nivhaduduviesesdinslve Toun HKTB
uaz STB MWy Bauudmnassdnseuuuimeiiodnsg
Umsnisvieadisauaresdnsndnsuludusnainiudu
2 ewns MeENsUMsANvafInanfnsinuegadl
Useanduals  lneonfenisianusiuiuwuuiifansnany
Tuvaziidansmnududassuazanudanguvosnuey u
AND39 MEHK wag SECB duusmisednsdiuss@nsnn
wazdimnundenlun1sanduluInieensin naenauinis
Uszanuanuiimlunsuimsdansnsvieaiisuazgnavinsa
i Topaguudn Ussiiuiidrdyiigafenisussgieisns
WuuuuiiusEansam  sedSnssunannvianefidnas
Usganudutmanesuiu mnanunsasenuuunazaiiiu
nslensnsananugULuusaswhlimnzasliuge:
SiliAnnsHanundaiienshaunsIngUsyasdls™

14 HKTB (%9 MEHK &3fineg) uag STB (39 SECB darinag)
whunsdeansiaelinuvesgnindudify HKTB Teaun
< X < ¢ & \ a g ¢

Auledturaneiuledidunwsne 919 Auled Hong Kong,
Asia’s World City (14 aw1)*® Jules The Meetings &
Exhibitions Section of HKTB’s PartnerNet (7 nw1)° uay
Auled MEHK (5 a9 Tuvaedi STB davhiiules
YourSingapore Iaginauailiu 7 mwn® uenainil Useiiu
nilsilderauesdulafe vadsalusiagdosnsdiuauuin
W lauazaN1T08 UKAEHANIYITUNAY WAZATYITUDY
' vy P 3 M

aneqlanie Jedorndulsslerdunnlunisdeanslunie
gnamnssuludluginiail dalunsdavihiuled wasuiu

What Can Convention and
Visitor Bureaus (CVBs) Draw
from SECB’s and MEHK’s

Experiences?

Based on these two success stories, a close scrutiny
suggests that the following conclusions seem
justified in our opinion:

Rather than being totally independent bodies as such,
both MEHK and SECB are constituent components of
their umbrella agencies — HKTB and STB respectively.
This means that, when administered efficiently, they
are in a position to pursue a holistic and synchronized
approach to tourism and business tourism management.
Meanwhile, a two-pronged approach whereby a
tourism administration entity and a focal MICE entity
are two separate entities would still function as
effectively through synchronized coordination, while
maintaining their respective independence and
flexibility. In a nutshell, it is efficiency achieved
through different modes diverging into a common
end that counts the most. As such, a combination
of forms and functions, when designed and
implemented properly, culminates in an enabling
synergy to achieve fitness for purpose.*

Both HKTB (with MEHK thereunder), and STB (with
SECB thereunder) put a great emphasis on their potential
international clients’ linguistic requirements: 14 languages
(HKTB),*® 7 languages (the Meetings & Exhibitions
Section of HKTB's PartnerNet),*® and 4 languages
(MEHK);* and 7 languages (STB).*® One point not to be
overlooked — a sizeable number of Singaporeans and
Hong Kong citizens understand, read and speak Mandarin
and/or other Chinese dialects. This is apparently a boon
when it comes to communication in the region’s MICE

34. Charungkiat Phutiratana, It’s MICE and Men, Unpublished Lecture Notes Series, 2012

35. HKTB. Homepage. Retrieved April 17, 2014, from http://www.discoverhongkong.com/au/about-hktb/corporate-information.jsp#ixzz2z5MP7XQp.

36. HKTB, Meeting & Exhibitions. Retrieve April 17, 2014, from http://partnernet.hktb.com/en/meetings_exhibitions/index.html
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v v o o ' & a a P
JoyalviuadivegianaunwIunarslunsalussnanlyl
ToldnwaunanadunismlutudetnduSesidasdniin
wardionadnvindeslysinunuluwinguy

HKTB uay STB elinennsdnadouavauAnadieesse
ondieens WU HKTB WuwnAnarufnadwassavasaasy
Tona (Winning Creativity) L39n1584L@SuN1sRa1aKNIY
SrUURIneaNarN1IUTEINEINUS (Digital and PR Promotions)
agaiisvavisna TnelanuAesBudeadeasse ddhaue
Tuseloviaunisisneaatslniiiessnuuuiiulaiuves
sl Wunnsldniidedsauuazadianisldauduiieds
wuululq dmdumsusyanduiugiy HKTB ddedngiim]
uazdefiiinanszyugainlan uazdnsusedsIens “Hong
Kong Super Shopper” dwhiumauleday Tudhwos
Wenful  HKTB  endeliansenuluasnhufiennasnyn
Igvasdodsau (Social Media) Wanth Facebook lusi 2
lasans lewinthnianwndanguam “Discover Hong Kong”
UAENTNAIANIWITUYA “Let’s Go Hong Kong” Tudl 2555
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vhanuafaiufnadustann dinnudaaiunmsuseyu
unnAaMsieniies waziuszneuinnludezous

IpeeasnnannisAudeyaludemaii

sector. As such, operating a website and updating
information regularly in Mandarin where it is not
a common language in the country is a must for any
CVBs — a task not to simply deal with in passing.

HKTB and STB proactively utilize state-of-the-art
technology and creativity to attain their MICE
targets. For example, based on the notion of winning
creativity, HKTB effectively intensified its digital and
PR promotions through creative initiatives. Making use
of modern digital developments, the organization
redesigned its website, increased its leverage of
social media platforms, and created new mobile
applications. With special reference to PR moves,
HKTB engaged high-impact TV channels and media
across the globe, as well as staged an ever more
breathtaking “Hong Kong Super Shopper” campaign.
Also in this light, HKTB capitalizes on social media’s
unstoppable viral effect, launching two new
Facebook pages: the English-language “Discover
Hong Kong” page, and the Chinese-language
“Let's Go Hong Kong” page in 2012. These efforts
constitute part of a wider revamp of its social
media configuration, including Twitter and Sina
Weibo accounts, and a combined fan base of more
than 1 million.** Meanwhile, Singapore hosted a 2-day
hackathon to pool computing geniuses together for
great and unconventional ideas in a bid to strengthen
the country’s MICE capacity.

Both bureaus focus on the provision of practical
information. For instance, STB’s websites and
social-network media provides all the airfares
offered by major airlines from and to Singapore to the
locations where web-users are browsing from — an
innovative and very powerful way of conveying a
pricing message. Staggering amounts of practical
information are available on STB applications.
Going an extra mile does count. Any CVBs and
MICE professional will learn a great deal by simply
visiting these superb media platforms.

37. MEKH, Home Page. Retrieve April 16, 2014, from http://partnernet.hktb.com/mice/eng/index.html.

38. STB. Home Page. Retrieved 16 April 2014, from http://www.yoursingapore.com/content/traveller/en/experience.html#.

39. HKTB, op.cit., pp. 30-32.
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Fuelled with infallible support from the Royal
Thai Government and other private-sector players
in a bid to reach the country’s industrial goals,
Thailand’s MICE sector is playing a crucial role in
the national economy. TCEB, the focal point
embodying the branding and image of the Thai
MICE industry, works closely in tandem with 3 of
its corresponding private-sector entities — the
Thailand Incentive and Convention Association
(TICA), the Thai Exhibition Association (TEA), and
the Thai Hotels Association (THA) — to boost
confidence among parties concerned. This, in turn,
effectively reinforces TCEB’s actual performance
in attracting a greater number of MICE delegates
and achieving all its targets for the fiscal year
2014. What follows are professional opinions and
ideas of the top executives of these 3 associations,
which will play a pivotal role in the country’s
MICE sector throughout 2014.
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SUMATE SUDASNA*"'
President Thailand Incentive and
Convention Association (TICA)
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A IUINISWNBRWINTUTEYN (Meeting Events) aunligy
I¥nuausnn siifianuidaysswiitedosssilanvanouis
Tuuszwalng Feswds IMPACT Wowmeasil Audiingsanng
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Uszguunnenasunuiuduines fidunsaiad ynauddiu
wafgUnsalgruieadtuazaini vuaieidugduuy
Tasilanns aduayudies Ussmalnedsdinisauunuuuy
ysamsisvudmatsuuy 89 uinssallifuuaysaln
aogfh mMwads waraumdy yilidnidumsaninsadums
Waauiiuszyuldlagazain dwmsudmingudnandludii

o a4

diy duqesUssiwAtiuniiaauivieaiensiuunniay
Aegetinvesdiedludliidumsluaniundnnuludivaiiy
FTIUIUTTPULRLUAAFUAIUINNR 1FunTEAYsA

7 sounsrruNns T I@edlnil waraudUsryaaunyszan

Thailand has essentially become a respectable and
highly-reputed hub of international conferences,
which is due in part to the nation’s tremendous
potential and readiness to offer a wide selection
of meeting places for MICE visitors. Over the past
years, approximately 70% of the total M&E space
capacity has been taken up. The Thai MICE sector
still has great potential to accommodate many
larger-sized meeting events. There are several
world-renown meeting venues in Thailand,
including IMPACT Muang Thong Thani, Bangkok
International Trade and Exhibition Centre (BITEC), the
Queen Sirikit National Convention Center (QSNCC)
and Bangkok Convention Centre at Central World - all of
which boast full-fledged, modern facilities with
state-of-the-art support services. The country also
offers various intermodal transport nodes — underground
and sky-train services, highways and airports, enabling
visitors to travel to the meeting places conveniently.
As for the country’s other major MICE provinces,
tourist landmarks abound to attract MICE travelers

41. Thailand Convention and Exhibition Bureau, loc.cit.
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i'mmiﬂwquﬁ%’mﬁuiuﬂsxmﬁlwmﬁ’wmumn wailenainae
s ImauUsEYN Unicity Global Convention Uszaina
20,000-30,000 AL %aiuaduﬁﬁmﬁumﬂwﬁﬁwmu 12,000 AU
¥39091U Herbalife Asia Pacific World Team University
2014 uaﬂmﬂﬁummwﬁi"mmuﬁ‘hmu"dizmm 4,000 AU
11991914 World Marketing Forum 2014 il fin1san
Mma’j’muﬂszsqu International Congress of Pharmaceutical
Sciences-FIP 2014 agfegagidnsaulaussana 2,500 A

to these venues. Those MICE venues include the
Chiang Mai International Convention & Exhibition
Centre (CMICE), and the Karnjanapisek Convention
Hall, Khon Kaen University. Moreover, Thailand is an
amazing place in the true sense of the word — full of
enticing things galore such as a wide array of
cultural, traditional, shopping and tourist attractions.
All this can attract more MICE planners to organize
their events here.

Over the years, TCEB has long been inviting TICA
members to participate in sales promotional
campaigns in various countries across the world.
TCEB also grants aid packages to entrepreneurs
and relevant MICE players to enable them to be
on a par with the very best MICE practitioners on
the basis of professionalism, an element highly
required of any MICE players in the sector.

TICA is confident that in the fiscal year 2014 a
great number of MICE visitors will be participating
in meetings held in Thailand. Unicity Global
Convention is expected to attract approximately
20,000-30,000 MICE visitors. Of these, 12,000 will join
the Herbalife Asia Pacific World Team University
2014. Also, approximately 4,000 participants
should be attending the World Marketing Forum
2014. Moreover, the International Congress of
Pharmaceutical Sciences-FIP 2014 is expected to
attract approximately 2,500 MICE visitors.
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PATRAPEE CHINACHOTI*
President Thai Exhibition Association (TEA)
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According to Mr. Chinachoti, the total number of
international fairs organized in Singapore and
Hong Kong should not be compared with only
Bangkok as such. Apparently, Thailand has more
attractions galore to offer than several other
players, i.e. MICE Cities in Chiang Mai, Phuket and
elsewhere. Operating convention centers and
exhibition complexes in tourist cities or in major
cities in other provinces will effectively enhance
the country’s competitive edge a notch over its
arch competitors in this ever more challenging
sector. One cannot imagine what will happen if
the country also operates convention and exhibition
centers in Phuket, regarded as one of the world’s

most popular destinations.

This is exactly what constitutes a rationale for the
significance of MICE Cities. Exhibitions or MICE
events should be held in industrial locations relating
to the concept of the exhibitions held to facilitate
exhibitors’ functioning or visitors’ attendance with

respect to facilities and transportation. Having

42. Thailand Convention and Exhibition Bureau, loc.cit.
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various MICE Cities will certainly reinforce Thailand’s
potential in attracting a great number of exhibitions
or events to Thailand. This represents Thailand’s
advantage/edge that Singapore and Hong Kong may
not have access to in reality.

Major regional events hosted in the country include
Motor Show and Motor Expo which are the most sizeable
events of their kind outside Japan. METALEX at BITEC
Bangna, occupying a total space of 40,000-50,000 m?,
is normally fully booked, reflecting the tremendous
public attention this event enjoys. In addition,
Thailand also hosts ProPak, Asia’ biggest event in

the sector.

TCEB has effectively contributed to Thailand
becoming one of Asia’s major hubs of international
trade fairs. Working in conjunction with TCEB
enables TEA to expand into wider international
markets. In addition, TCEB plays a vital role as a
focal coordinator between the Government and
TEA to ensure that international trade fairs run

seamlessly into 2014.
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SURAPONG TECHARUVICHIT*
President Thai Hotels Association
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Over 90% of hotels capable of accommodating
MICE delegates are 4 and 5-star hotels, virtually all of
which are members of the Thai Hotels Association
(THA). MICE visitors who are accommodated by
THA member hotels, especially MICE travelers
coming to Thailand for MICE purposes, are the
country’s premium customers. In the main, they
enjoy higher purchasing power than other types
of tourist, and are more demanding accordingly in
terms of the quality of services provided.

In this connection, THA’s roles with respect to MICE
travelers mainly focus on arranging accommodation
for MICE events, especially when demand, as measured
by the number of visitors, is high. Other THA's roles
include grouping rooms across different hotels to
help negotiate with meeting organizers. THA’s
professional teams help MICE participants bargain
for better room rates and other relevant conditions
which prove essential factors in the organizing of
large-scale conventions — particularly when demand
for accommodation peaks suddenly. This is when
effective management is of utmost importance to
ensure mutual business success.

43. Thailand Convention and Exhibition Bureau, loc.cit.
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Thailand enjoys many strong points that underpin
its attractiveness vis-a-vis MICE travelers, including
Thai people’s friendliness and hospitality, the variety
of its tourist attractions, and the vast array of activities
and promotional offers for niche markets, which
MICE delegates mostly find interesting. These are
important elements that influence MICE organizers’
decision-making when selecting venues for their
conferences and exhibitions. In addition, apart from
the main activities, parallel activities prove to be
another magnet that accounts for the success the
country has achieved in arranging events for
MICE delegates.

Thailand has had a great deal of experience
hosting international international conventions and
exhibitions. The country has invested considerably
in the ongoing development of its MICE businesses.
Here, parties concerned also ensure that things are
run along the priority-setting scheme as appropriate.
This continues to be the country’s key strategy to ensure
ongoing success, short-term MICE arrangements
included, in order to meet all the various targets set
for next year.

THA is in the process of coordinating with the
Ministry of Interior and agencies concerned in hotel
administration affairs in relation to unlicensed hotel
operations, with special reference to major tourist
cities including Bangkok, Pattaya, Cha-am, Hua
Hin, Phuket, Samui and Chiang Mai. This issue has
been taken up in a bid to ensure that justice is
done to entrepreneurs operating legally, as well as
to control and maintain service standards and

safety for the country’s tourists and MICE delegates.
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The way forward for

the galloping stallion:
policy suggestions for
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An Improved MICE Platform
for Thailand
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As the world’s MICE industry has shown healthy
recovery signs, and Asia’s MICE sector has clearly
exhibited its internal strength in the form of growth
in MICE activities and investment projects, it will
naturally prove a strategically useful step for
Thailand to attract various global sub-sectors in line
with its portfolio investment structure in order to
preserve its competitive edge.” In light of an
ever-competitive industrial setting with new
promising entrants, as well as the current MICE
powers such as Hong Kong, Japan, China, and
Singapore, the only rational policy line for Thailand’s
MICE entrepreneurs and parties concerned consists

in regular endogenous improvement.

What follows is a set of 6 policy dimensions identified
as possible steps towards sustainability for Thailand’s
MICE sector:

1) high-productivity infrastructure investment

2) linkage enhancement

3) software-capacity building

4) establishing Thailand’s missing MICE links

5) green practices in the MICE sector

6) building up relevant authorities” and MICE support

staff’s linguistic and IT prowess.
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44. The IP&C Statistics Report reveals 3 clear pictures: 1) the country’s MICE sector has been performing relatively steadily between 2006 and 2011 in terms of the number of incoming MICE visitors.
2010 and 2012 represented considerable rebound rates with 2012 depicting a decisively clear gain for the industry; 2) years with a downward trend reflected the then effect of the world economic
recession. Nevertheless, Thailand’s MICE sector quickly rebounded in 2010 and 2012; and 3) the true engine of growth in this scenario are the Asian MICE delegates, who have kept the Thai MICE’s
international balance in shape and even growing in recent years. The data analyzed were published in an IP&C Statistics Report of the Strategic and Planning Division, TCEB, (publication year not
specified). This analysis first appeared in TECEB’s MICE Report, Issue 3, July 2013, ‘Could Thailand’s MICE dance away from the cat’s claws in the wake of the current money woe? Revisiting a MICE

mission possible’, p.10.
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High-Productivity Logistics
Infrastructure Investment
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High-productivity logistics infrastructure investment
with their associated positive economic multipliers
could well take Thailand from strength to strength.
This could take the form of any cost-effective
investment project which enhances linkages
connecting diverse socio-economic activities to the
trickle-down effect across the country’s socio-spatial
milieus. In addition, any industrial processing
complexes near seaports and along the borders
which would further induced MICE activities.
Major components of constructive investments for

potential MICE developments include:

1.1) The second phase of Suvarnabhumi Airport is
due for completion in 2017. This development
project comprises a 216,000 m2 satellite terminal;
a tunnel and mass transport system; an eastward
extension of the main terminal; and supporting
infrastructure. Upon its completion, Suvarnabhumi’s
handling capacity at the airport will be raised to 60
million passengers per year. Suvarnabhumi Airport
involves 5 development phases that will ultimately
give it a capacity of 120 million passengers per year and
4 runways. A train system has also been planned to
connect Don Mueang Airport and Suvarnabhumi Airport.

2. IMF. The April 2014 World Economic Outlook. loc.cit.
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1.2) The Aviation Authority of Thailand [AOT] has
approved a Phuket International Airport expansion
program, involving THB 5.8 billion (USD 188
million). This plan is expected to double the
number of passengers from 6.5 million to 12.5
million per annum. The project will add 10 more
aircraft bays, bringing the number to 25, as well
as another 4 passenger boarding gantries, to a total
of 11. The 1st phase of the expansion, planned to take
approximately one year, will see the construction

of a new international terminal.*

1.3) The construction of international airport and
cargo hubs at U-Tapao Airport, and Kamphaeng
Saen Airport could readily serve two of Thailand’s
sizeable urban agglomerations throughout the
Eastern and Western Regions. The former aviation
hub site would integrate all forms of economic
activities, including world-famous coastal resorts,
and major industrial estates along the Eastern
coast and further inland into regions within a
250-km radius, including Khao Yai National Park, a
World Heritage Site, as well as the Western provinces
of Cambodia. Meanwhile, the Kamphaeng Saen
project could readily serve Thailand’s Western
provinces, and major coastal resorts such as Hua
Hin and Cha-am, and the forthcoming Southern

Myanmar’s Tavoy Industrial Complex.

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

http://atwonline.com/airports-amp-routes/phuket-airport-expansion-work-begins.
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Linkage Enhancement through Economic
Corridors and Transportation Bridges
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Thailand’s geographical location is a boon in its
socio-economic development. What remains to be
done is proper planning and actual realization.*®
The forthcoming 4 economic corridors and 2 land
bridges will effectively benefit the country’s logistics
landscape to an unprecedented degree:

1) the North-South-Pak Bara Corridor

2) the Nong Khai-Lam Chabang Corridoor

3) the East-West Corridor

4) the Lad Krabang ICD-Lam Chabang Corridor
5) Tavoy-Lam Chabang-Aranyapratet Land Bridge
6) Pak Bara-Song Khla Land Bridge.

Of particular interest for the purposes of this report
are 2 types of linkages: 2.1) intermodal linkages,
and 2.2 venue-transportation linkages.

2.1) Intermodal Linkages

As far as major international MICE events are
concerned, efficient and comprehensive intermodal
connectivity is a decisive factor. As such, efforts to
enhance this connectivity are always a welcome
development. In the case of Thailand’s MICE, a prime
example would be the construction of an international
airport and cargo hub at U-Tapao Airport and the
prospective Eastern line high-speed train. These
mega-projects will effectively contribute to the
establishment of a tremendous comprehensive
intermodal/multimodal configuration, forging world-class
connectivity with destinations across the world. Brief
details of this potential connectivity enhancement
case are as follows:

46. Charungkiat Phutiratana. Thailand’s Economic Development, Unpublished Supplementary Document Portfolio for Interpretation in Economic Affairs, 2012).



72 | MICE Review 2014

2.1.1 madexleanisun

Tngnmsan TASINsasUANUNSIUAIUUYS NS INGIN
Tulassmssufoaasugio ¢ sules uasasmudoasugh
MAfuRY 2 Tasansanusaifeisnsvudafidnfaye way
aoufisneriuszuusaliuazszuuss W iidethan
wiasad gruvinEedniiu aunuluassugll aunulugnzuni
ADAIUITULLAMIUNTTogUE  Feidannsauiuuss
I¥8nmndnu 1n3etneysannisisnmsuudatuiionnns
fnsanlsinilassiimsuudsseivlan Wumsdonssnig
nFmAMUATEE SN IRy Tuan i mneding ueen
naanunAmiowaznrns Jusendeunilevadlvesie

2.1.1 Land Connectivity

In aggregate, the combined transportation investment
projects incorporated in the development of 4
economic corridors and 2 land bridges can connect
all the major transportation modes and facilities
through rail and road modes: i.e. Laem Chabang
Deep-Sea Port, the country’s biggest naval base,
Bangkok’s Suvarnabhumi Airport, U-Tapao Airport, as
well as the already existing land transportation
system. This intermodal network could well be
regarded as a world-class transportation grid, providing
further connectivity to Bangkok and Myanmar to the
West, Cambodia to the East, as well as Thailand’s
Northern and Northeastern Regions as appropriate.
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2.1.2 Sea Connectivity

Laem Chabang Port, which is the world’s no. 24
container port in 2012 (with 5.93 million TEUs
handled),*® serves as the country’s major port. In
regard to MICE activities, this port can readily
support major world-scale events. Accordingly, the
construction of further MICE venues and exposition
sites could be effectively planned and implemented
if necessarily without any long-haul merchandise and
equipment transportation constraints.*® In this regard,
efficient rail and road transportation routes will prove
crucial for MICE events within the Eastern Region or

Bangkok in this intermodal landscape.

48. World Shipping Council. Top 50 World Container Ports. Retrieved April 23, 2014, from  http://www.worldshipping.org/about-the- industry/global-trade/top-50-world-container-ports.

49. Silapachai Charukasemratana (AaUde 1sinwusauz). Transportation and Logistics Development Plan (neunmswsuuisz=uvaudinazlaiannd). Retrieved April 23, 2014, from

https://webapp.reedtradex.co.th/enews/me12epostshow/image/preparation_of_infrastructure_and_efficient.pdf.
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2.1.3 Air Connectivity

With the expansion of U-Tapao airport facilities, it is
possible to achieve air connectivity, connecting
Thailand’s Eastern Seaboard to any aviation center
within the country, ASEAN, and the world over. In this
framework, one could readily envisage a variety of
connectivity, including a very innovative form of
connectivity, linking 4 of Thailand’s major seaside
resort cities across the Gulf of Thailand and the
Andaman Coast with their MICE facilities and
venues (Pattaya, Hua Hin, Samui, and Phuket). All of
these coastal resort centers can be reached via their
respective airports.>

50. These 4 airports have been developed to different degrees as yet, with Phuket International Airport being the most developed aviation hub and Hua Hin Airport the least developed one.
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2.2) Venue-Transportation Linkages

A very innovative and cost-effective approach to
achieving linkages for MICE venues/sites is a
combination of long-and-medium haul transportation
modes and intra-city transportation systems. A variety
of points could be put forward for deliberation:

In terms of long-haul transportation modes,
aviation transportation possibilities are of particu-
lar interest for both international and domestic

travel.

Improved road and rail networks are also capable of
significantly enhancing intra-Thailand, intra-ASEAN,
and Southern China connectivity.

Thailand’s major MICE venues are mostly located
in cities served by international airports and
domestic airports. However, it is to be noted that
all of these airports still need further expansions
and improvements to cope with increasing
amounts of air traffic and numbers of inbound
MICE visitors.

Hua Hin, another major MICE venue city, has not
been served by a major airport as yet. Its airport is
in need of speedy improvements and expansions
to further enhance its tremendous potential as a

high-end seaside resort station and a MICE center.

All of these Thai MICE cities are still capable
of containing more MICE venues and sites to
accommodate more MICE demand. Major
components and configurations to achieve this

end are interrelated and mutually reinforcing in
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their nature. Indeed, Bangkok, Chiang Mai, Pattaya,
and Phuket could well add world-scale MICE
facilities and infrastructure to their bastions of
resources with well-planned and well-delivered
implementation in order to leapfrog and forge
ahead onto the world’s MICE map.

Many other additional destinations could be
added as the country’s designated MICE cities as
a result of various factors, including Thailand’s
geographical centrality vantage point within
Upper Southeast Asia, its proximity to 2 oceans,
and the advent of AEC.

Intra-city transportation mode improvements are
urgently needed. The two most readily feasible
options are enhanced mini-bus routes and taxi
services with certain additional amenities and,
possibly, extra support arrangements such as digital
maps and language-support telephone lines, etc.
Major MICE cities should actively deliberate upon
providing other forms of cost-effective as well as
culturally and environmentally friendly mass transit

systems in the forms of monorail lines connecting

airports, bus terminals, train stations, and tourist

places, etc.
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Software-Capacity Building
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As closely linked to the concept of MICE development
as physical capital investment are software-capacity
requirements across the board. Here we shall look
at 3 sub-fields of software capacity building:

3.1) MICE professional training

3.2) linguistic professional education

3.3) IT, data and statistical training.

3.1) MICE Professional Training

Singapore, one of Asia’s top convention destinations,
has set forth specialized professional training and
personnel development as its top priority policy in a bid
to create a pool of top-class professional destination
management companies (DMCs), exhibition organizers
(PEOs), and professional conference organizers
(PCOs).”" If Thailand, a major regional MICE hub, aims
to stand out as an ideal world-class MICE superpower,
it shall have to follow suit and provide quality
training for diverse pools of MICE practitioners of high
caliber on a par with Singapore and other larger

global MICE destinations such as Germany and the U.S.

3.2) Linguistic Professional Education

In addition, Thailand also needs to produce
top-quality interpreters capable of meeting the
requirements of the MICE sector across the whole
gamut of 1) 6 UN official languages; 2) 9 ASEAN
national languages; 3) the remaining languages of
G20 economies; and 4) the remaining languages of

the 20 most populous nations. This will effectively

51. TCEB, MICE Movement in Asia, p. 47, (publication year not specified).
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provide Thailand with a significant practical competitive
edge. Additionally, a serious global MICE hub will
also have to provide semantic and specialized
linguistic training for specific areas.*® Therefore,
any prospective global MICE leader shall invariably
need a long-term plan for linguistic and other
relevant capacity-building schemes.

3.3) IT, Data and Statistical Training

The development of data and statistical management
as well as IT capabilities empirically proves essential
in the MICE industries. Data and processed statistical
information must be adequately comprehensive,
regularly updated, classified in a user-friendly manner,
and strategically presented to serve managerial
objectives as well as niche marketing practices
efficiently. For example, relevant information on
conventions can be acquired directly from the
consistently developed ICCA convention database on
the international comparative rankings of nations and
cities, which puts Thailand as Asia’s no. 9 destination.
However, it is commendable that the country should
develop its proper database as appropriate so as to
cover other types of international conventions not
falling within the scope of the ICCA definition. This
practice will represent a more balanced and realistic

picture of MICE contributions to the Thai economy.*?

IT capabilities effectively provide support across
the board to the MICE sector with regard to
marketing, project implementation, monitoring and
evaluation, and forecasting. One aspect of IT
utilization involves public relations efficiency as a
key element in ensuring success for MICE activities.
A prime example is the regular email-based English

52. The existence of a vast pool of interpreters and translators across the most frequently used languages, together with advanced economic and logistic services, inter alia, have made Germany

Europe’s top convention destination. For more examples in this direction, see Ch., Conference Interpretation, Unpublished Lecture Notes Series, pp. 18-22, (2010).

53. Charungkiat Phutiratana, Thailand’s Economic Development, Unpublished Supplementary Document Portfolio for Interpretation in Economic Affairs, 2012).
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communications for Hong Kong's MICE liaison
activities. The strategy employed by Canton
Fair/Guangjioa Hui staff works in the same direction.
With its large expatriate multicultural communities,
what Thailand can readily pursue is the implementation
of a combination of communications technology
applications and a language policy to enhance its
MICE industries. Tailored web-based contents and
regular emailing through international languages

should serve this end one step further.*

Establishing Thailand’s
Missing MICE Links
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A country’s missing links constitute stumbling
blocks to its MICE capability and potential. One of
THAI’s strategic responses to this state of affairs — the
incorporation of its Thai Smile Air — serves the
market gap between low-cost carriers (LCCs) and
full service airlines as a hybrid operator. Thai Smile
Air is also expanding into longer medium-haul
routes, necessitating an adjustment in its products
that will result in the carrier moving further upmarket
and closer to the full-service model. Yet, Thai Smile
will still retain certain elements of the LCC or
hybrid model and have a lower cost structure than
THAL>® If THAI Smile’s expansion continues to
grow efficiently, then it can effectively contribute
to Thailand’s MICE sector the way SilkAir
(Singapore Airlines’ regional subsidiary) has for

Singapore, and Dragonair (Cathay Pacific’s regional

54. Charungkiat Phutiratana, loc.cit.

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

http://centreforaviation.com/analysis/thai-smile-turns-attention-to-international-market-including-three-routes-to-india-100314.
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subsidiary) has for Hong Kong. As for potential
improvements, one such example is the fact that no
Thailand-based air operators have provided access
to the whole of South America and Latin America
as well as certain other parts of the world through
Bangkok-based flight operations. Accordingly, the
country’s MICE potential has been substantially
limited. Thailand should deliberate upon operating
flights to Sdo Paulo, which is one of the largest cities
in the Southern Hemisphere and the Americas. This is
a move that could readily serve as a stepping stone
for Thailand’s MICE marketing efforts in that part of
the world.

Green Practices
in the MICE Sector
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In the wake of current environmental concerns,
Thailand could take the lead, based on its natural
resources and traditional wisdom richly developed
within its variegated tropical ecological milieus.
The nation’s current and prospective World Heritage
Sites, national wildlife, coastlines, and Thai ways
of life could readily serve as MICE themes and
recreational attractions related thereto. In addition,
these can encourage environmentally-conscious
groups to champion common environmental causes
collectively. The combined concept of green meetings
and event greening is particularly relevant — both
as a concrete form of action to safeguard the world
and as a green marketing strategy.”® Also of particular
interest here are the concept and practice of ‘green

56. The City of Cape Town, a major global tourist and MICE destination, is a prime example of how these concepts may be implemented efficiently. See City of Cape Town. Smart Events Handbook: Greening
Guidelines for Hosting Sustainable Events in Cape Town. First Edition, June 2010. Retrieved September 10, 2013, fromhttp://www.cticc.co.za/sites/default/files/u123/Cape%20Town%20Smart_Events_Handbook.pdf
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logistics’ representing a new perspective on logistics.
In essence, logistics is the integrated management
of all the activities required to transfer products
through the supply chain. In light of rising concern
for the environment, companies shall need to take
into consideration the external costs of logistics in
relation to climate change, air pollution, noise,

vibration and accidents.””

Accordingly, one could resort to ‘synchronized MICE
sequencing and grouping’ to achieve focus and
attention — a way to readily minimize parts of
resource mobilization efforts and resources spent
thereupon. For instance, the Canton Fair is a
tremendous case in this connection. This international
tradeshow is easily accessible in terms of information
and planning. This event is organized biannually in
April and October at Asia’s largest exhibition
complex with a great multitude of producers and
traders of the same or similar categories grouped
into particular time slots. Thai MICE components
should seriously consider the pros and cons of this
type of arrangement in order to economize on
resource mobilization. Also, more comprehensive
direct flight schedules provide greater comfort and
lower externalities. Meanwhile, more available
low-cost operations offer both more attractive options
for certain customer sections and present lower

environmental burdens.*®

57. Green Logistics. What is Green Logistics. Retrieved 1 September 2013, from http://www.greenlogistics.org/.

58. Charungkiat Phutiratana, Thailand’s Economic Development, Unpublished Supplementary Document Portfolio for Interpretation in Economic Affairs, 2012
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Building up the Authorities’
and MICE Support Staff’s Linguistic
and IT Prowess
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All the authorities concerned in MICE development™

should be adequately provided with state-of-the-art
technology, physical provisions, manpower, and
pools of qualified staff. For instance, an adequate
number of immigration officers should be stationed
at major airports and other immigration checkpoints
along the borders to minimize time requirements for
immigration procedures. They should be effectively
provided with communicative English-language
training, while a certain number of them should be able
to speak other international and ASEAN languages
for all MICE functional purposes. They should be
adequately provided with modern equipment and
facilities for their practical undertakings. In addition, an
adequate number of special immigration fast tracks
should be arranged to facilitate the immigration
process during any major MICE events. The same
practice applies to public relations and liaison
staff at major focal contact points across the
country. Any such practices could powerfully
enhance Thai authorities’ prowess as well as
Thailand’s MICE standing and attractiveness.

59. In particular the following 7 agencies: the Immigration Bureau, the Customs Department, the Excise Department, the Food and Drug Administration, Thailand Industrial Standard Institute, the

Office of Agriculture Regulation, and the Office of the National Broadcasting and Telecommunications Commission.
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This 2014 MICE Industry Report presents an
aggregate industry picture as well as suggestions
for further practical improvements. Prospects in
2014 appear relatively positive. Even as far as the
Thai MICE sector is concerned, the country’s
fundamental strengths in general and the sector’s
potential and capacity as such still count significantly
in the determination of the sector’s actual performance.
As the world’s economy has begun to show signs
of recovery with Asia taking the lead, Thailand’s
MICE and business travel industry has simultaneously
shown traces of its viability.

This includes the country’s potential in such areas
as its broad-based infrastructure, strong tourism
industry, natural resources, as well as socio-economic
and social roles within the region. Also important is
the determination of the country’s public and
private MICE agencies in the performing of their
duties. Stakeholders concerned may well apply
Singapore’s and Hong Kong’s experiences, with
certain adaptations as appropriate in order to suit
Thailand’s MICE context.

Thailand’s MICE industry stands a chance of
achieving respectable success, pending further
developments in its dynamic political landscape,
and how the sector braces up therefor. This also
depends on how the country accommodates
uncertainty with the strengths of its foundations in
a bid to attain its MICE goals in Bangkok, Chiang
Mai, Phuket, or anywhere in the country.
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