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Key Trends in Global MICE Scenarios

Tagnmsan 1wl wa. 2557 du UitnuazesAnsludeine
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(Incentive Travel Industry) ﬂaummuimaﬂmwuﬂ
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TunguinnaununsinUseyuanauuIuy@ (Planners of
International Association Conferences) ﬁmmﬁ'aﬁumm
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mmmum1ﬂsuuami‘umaﬂﬁwuuammmmmm
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In aggregate, 2014 ushered in the upbeat tone of
confidence generally demonstrated by firms and
organizations operating in the global meetings
and events industry. Highlights of the 2014 EIBTM
Trends Watch Report point out that most of the major
market segments in the corporate meetings sector
- pharmaceuticals, automotive, construction, as well
as information and communications technology —
have experienced growth in 2014, driving the
demand for corporate conferences, product launches,
and training events. The developing world, especially
China and the Middle East, is where growth has been
most concretely witnessed. The incentive travel
industry also clearly witnessed a surge in 2014,
with concrete evidence of growth in demand,
increasing budgets and the use of a greater
variety of destinations for the hosting of such
MICE events.'

Greater levels of confidence were also identified
in 2014 among planners of international association
conferences, with evidence of increasing budgets
and attendance levels. Notably, European and Asian
cities are particularly successful at winning these
events, although Australasia and the Middle East are
increasingly asserting themselves as destinations
for international association conferences.?

>/

1. Rob Davison. EIBTM 2014 Trends Watch Report. Corporate Meetings — Performance of Key Sectors. and M&IT India. MICE Trends Report Predicts Modest Growth for 2015,
Retrieved February 7, 2014 from http://www.meetbizindia.com/mice-trends-report-predicts-modest-growth-for-2015/.

2. Rob Davison. . Ibid. and M&IT India. Ibid.
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LuaaﬂaqﬂLmUImsuuluﬂ W.A. 2557 aﬂmumummmamm
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ﬂuaﬂﬂiﬂikuwuwmimﬂmmLLmLtiﬂsuaqﬂﬁvmwluma
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3 U Ao o ﬂiaﬁnmim 2 U9 Wag o ﬂiqmmaw,ﬂai 1 unie’
miL‘WﬂJ@‘lJVI’muLﬂﬂ‘UUW5@1JﬂUﬂUme\]ﬂmﬁ’]uﬂﬁ’mﬁﬂLﬁiu
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au uagludlioamnslanveslseinaiu ?jqﬂadm%ﬂﬁﬁms
dansusy szmLLaUfmﬂiimlm“l,ummsumm‘ua‘umaﬂmumm
Tuunseanafinsuteiuiamudiui

”Lumﬂmi{mgaa@ammﬁmms@umqﬁﬂan wydwﬁé’mw
milﬁuimﬁﬁ%uﬁuwiﬂ 2556 lusns 4% Tuvugnisigane
ﬂEN“U‘u 6% mnmauamaaaaﬂmimimaqmmIaﬂ (World
Tourism Organization: UNV\/TO) '5“m'1mLL<mJ W.A. 2552
amawnssummumqLwaﬁim Teawsmsdunaitos
ﬁimﬂ,m mmmuimmmﬁﬂuwmu Turae 8 Leoulsn
vo97 2556 mimwmwaﬁsmlmawu 6% luvaueil
MIAUNNIURUULALAAGT 10% awaiﬁmmwsamaq
amawnsmimmuimiuamw 54% Weweutuaimsau
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Lufioruutsannsauiagd mawvisafeniteuneta
(Incentives) 61% nN15Us¥yuUIUIYIR (Conventions) 44%
wagn13Uszyn (Conferences) 27% puau’
swavLaaﬂamwmimmaqamamﬂiiulmmmwmﬂmu
Tud w.ei. 2557 LLauimeumummalﬂu

As demand grew in 2014, so did the supply of
facilities for meetings and events with an expansion
of the physical hotel stock and major new convention
facilities in many parts of the world — e.g. Krakow in
Poland and the Calabar International Convention
Centre, Nigeria’s first dedicated international
convention complex.” Meanwhile, the ASEAN Region

saw the additions of 3 major exhibition centers - i.e.
2 in Jakarta and 1 in Kuala Lumpur® This expansion
in supply has been matched by the creation of a
number of new convention bureaus from Costa Brava
in Spain to China’s Hangzhou, with the aim of
winning meetings and MICE events for their
jurisdictions in light of an increasingly competitive
market milieu.’

The global travel sector achieved healthy growth in
2013 with outbound travel trips rising by 4%. In the
meantime, spending increased by 6%. According to
the World Tourism Organization (UNWTO), within
the business travel industry, the MICE sector grew
much more significantly than conventional business
travel since 2009. During the first 8 months of
2013, the MICE sector grew by 6% relative to a
significant 10% slump in the conventional business
travel sector. The MICE segment constituted 54% of
the aggregate business travel market. Within the
MICE industry itself, incentives, conventions, and
conferences posted 61%, 44%, and 27% growth rates
respectively since 2009 on a cumulative basis.®
MICE Trends as per sector in 2014 and the previous
immediate years were as follows:

=

3. Rob Davison. . Ibid. and M&IT India. Ibid.

4. UFI, the Trade Fair Indlustry in Asia. 10th Edition. Researched and Compiled by Business Strategies Group. June 2014
5. Rob Davison. . Ibid. and M&IT India. Ibid. For further details of the MICE industry in Hangzhou see Hangzhou Tourism Commission. MICE Hangzhou E-Journal 21.

Retrieved November 9 2014, from http://www.micehangzhou.com/En/Electronicjournals/E21_E/

6. ITB. ITB World Travel Trends Report 2013/2014 (prepared on behalf of ITB Berlin by IPK International). Retrieved March 10, 2014,
from http://wysetc.files.wordpress.com/2013/12/wttr_report_2014_web.pdf, pp. 2-12. According to the United Nations World Tourism Organization (UNWTO),

world tourism continued to power ahead in 2013.
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1.1.1 International Incentives in 2014 and the Previous

Immediate Years

During the period under our study, there were the

following fundamental elements featured in the

unfolding changes across the global incentives sector:

1) There was always a business element to an
incentive trip, such as discussions on corporate
strategy and direction.

o)

Virtually the only surviving type of incentive trip
was that with a well-defined return on investment,
such as a sales scheme.

w
=

There was also a corporate social responsibility (CSR)
aspect to incentives trips, such as team-building projects
to support local charities and communities. Trips were
also less extravagant. Primary target destinations
were domestic or short-haul international trips and
longer-haul international trips on economy-class
flights. In some cases, accommodation standards
moved one tier down.

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

5) The incentive travel sector is highly competitive
as new destinations are now emerging to replace
older, and potentially less safe and less attractive
ones. The challenge for those involved in the
incentive travel industry is to attract new markets,
which often represent lower yield segments,
into longer stay programs.

e

7. World Tourism Organization, Ibid. p. 11.
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INTINUNMIANW Pulse Study veyailsn1sidenu
nMavieaiaiiediused (ncentive Research Foundation:
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erdusetasiuiundt 29% fasandiavdsuain
mwaﬂmmLLUUﬂaumLﬂumﬂmwaaimuma Ima
HROURUUABUNINTIUIY 44% flenudiuinnisinde
Fadasidietostulassnisnisveadieniiody
s19¥aunnte?

ffnouuuvasunuifindudiuau 40% ety
Uvmwasmuldiiusulszanansiansviesiisaniiodu
1978 L‘ﬁaLﬂummﬂaﬂumﬂﬁma@mamﬁu Toeiiuan
29.8% 1ud w.ai. 2553 1Tu 42.7% Tud wa. 2554
felunindusou 2 Tu 3 ﬂuammamwuaaumwwm
:Jﬂwﬂﬂmawamﬂ,mmmﬂmmwaa

\i )

~

6) The Incentive Research Foundation’s Pulse Study

revealed that 29% of incentive professionals were
considering a switch from group travel programs
to individual awards in 2010. 44% of respondents
pointed out that procurement and purchasing
involvement with incentive programs would
increase.’

There was an over 40% increase in the number
of respondents who said their companies have
increased their overall sales incentive budgets —
from 29.8% in 2010 to 42.7% in 2011. Moreover,
more than two thirds of the respondents are
spending more per award recipient in 2011.

8. EIBTM, Industry Trend Report 2010. Quoted in World Tourism Organization (UNWTO). MICE Industry — An Asia-Pacific Perspective. Ibid. p. 23. 2012
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1.1.2 Global Meetings

In aggregate, stability has clearly been firmly

reestablished in the international meetings industry.

Meetings-related policies and programs were set

forth to ensure efficient administration within

meetings sector. Salient features identified within
the industry include the following:

1) The meetings industry grew across many regions
during 2012 and 2013. European countries
underwent obvious variations. Two major European
countries — the UK and Germany - enjoyed
optimism in almost all meeting sub-segments
such as the number of participants, the number of
meetings and spending in 2014. In the same
vein, as companies expand in BRIC countries
(Brazil, Russia, India and China), so did the effort
to create formal meeting programs in these
economies.

2) In Asia, almost one third of the respondents
envisage that activity would increase. Meeting
attendance for 2014 was predicted to decline.
However, 40% of respondents did not expect any
change. These figures highlight a company-by-
company or industry-by-industry pattern versus
an aggregate trend towards smaller meetings.
Meeting demand from other regions into Europe
and Asia would increase, while demand from
Asia Pacific into other regions would decline in
2014. The resulting outcomes are to be confirmed
when actual figures for 2014 are reported in 2015.

3) Top 10 city rankings in 2013 for meetings and
events in Asia Pacific were: Shanghai, Singapore,
Sydney, Hong Kong and Macau, Bangkok and
Chiang Mai, Tokyo, Beijing, Ho Chi Minh and
Hanoi, Mumbai; and Auckland and Queenstown
respectively.” In aggregate, these cities, with the
exception of Mumbai, are in countries located
on the Pacific, which is currently a major hub of
global economic development. It is to be noted
that this is also where meeting innovations and
creativity are applied proactively.

9. American Express Meetings & Events Destination Analysis, October, 2013. Quoted in Issa Jouaneh. American Express 2014 global meetings and events forecast, table 12, page 68.

Retrieved March 10, 2014, from http://www.congreswereld.nl/files/documents_upload/documents_upload_2013/2014_Meetings_Forecast_FINAL_US.pdf. It is to be noted that in this survey,

Bangkok and Chiang Mai collectively represented Thailand, while Ho Chi Minh and Hanoi collectively represented Vietnam. In the same vein, Auckland and Queenstown collectively

represented New Zealand.
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1.1.3 MSUSERHNANUIUYIRA (Association Conventions)
mamamﬂ International Congress and Convention Association
(ICCA) Flidiuilud 2556 nannmsUssguaLIALsEnig
Ussmadaiulnegnainane’® auzidvaniduues ICCA
uazaNTn ICCA syyhnTimsdnnsussguesnaunt 11,685 Ak
doweutu 11,150 asilud wa. 2555 dnuazd e
panN1sUsERNaNIANIEnIUsTInAlUY WA, 2556 fietadl
1) lunquginiaeeuaslewelly Ussimalugininiewde
ngusonUszaumudiiageiign smuindeUssmely
piinaedengiueenidedd ladeile edeld uay
Az TUDBNNANAMNAIAY

2) IuﬂaNLNBQIUQiJﬂWF]L@L"U‘EJLL@“’IE]LGUEJLuﬂ%ﬁ](ﬂﬂ?‘iﬂ‘i‘“ﬂu
ﬁiﬂﬂiﬁ”%'ﬂ\iﬂﬁ"LWﬂuuLNBﬂIULaLGUEJG]‘”’JUBEWLQENGLG]
LLﬁ“’LEJL‘UEJM“Qu@@ﬂﬁi“ﬂﬂﬂi’mﬁ’]L'ﬁ‘i]LiJ‘Ll’e]EJ’NEN dmisu
LN@QI‘LJﬂiJﬂ’WﬂIE]LSIJEJL"LJEJV@JUMU']WLUIJWLﬂ‘lﬂ"iﬂ‘ﬂ'}u 3 1199
mumaaiuﬂivmmaaalml,aamau WesldAuaunvas
Ui“’LV]ﬂu’J"ULLauﬂ’e]EJE)u@UV] 25 a’JULQJENIUﬂNﬂ’]ﬂL’ﬂL‘UEJSL@
LY ﬂmmﬂmauaaﬂﬂmﬂuumﬂ&mnumaqmmauau
@1‘ULLﬁ’ﬂ@EmTWi’JiJENUU’J'WiJUWUWVII‘M@;QUH

3) dawdlimsugialanazdianuliuuueu wilud 2556
amammiuﬂWiﬂﬁwumammmvmwwivmﬂmmmﬂm
Jusgrannnasnssevnamaeieils ICCA uana
anuiudgerneaenslaviessdnslafiussacd
aumwmwiuﬁimmiﬂi $YUTENINUTENADY 193939
lusveremamsdunidinlumedaui

1.1.3 International Association Conventions
According to the International Congress and
Convention Association (ICCA) pointed out that 2013
was a year of sustained growth in the international
association meetings market.'® 11,685 association
events were identified by ICCA’s in-house research
team and ICCA members as taking place in 2013
in comparison to 11,150 specified in 2012. Key
features of the international association meetings
market during 2013 were as follows:

1) In Asia and Oceania, East Asia was the most
successful region, followed by Southeast Asia,
Oceanic countries, South Asian countries and
Middle East countries respectively.

2) Southeast Asian and East Asian cities achieved
notable success among all Asian and Oceanic
cities organizing international association meetings.
The three most active Oceanic cities were all
located in Australia. New Zealand’s Auckland
came in at 25. South Asian and Middle East
cities were relatively much less involved, with
the exception of New Delhi and Dubai.

3) Despite global economic uncertainty over the
past few years, the international association
industry consistently exhibited strong growth.
ICCA argues that any destination or organization
wishing to be a serious long-term player in the
international meeting business should deliberate
on getting involved in this sector.

10. ICCA. ICCA 2011 statistics: international association sector is resilient and showing healthy growth. Retrieved September 10, 2014,

from http://www.iccaworld.com/newsarchives/archivedetails.cfm?id=3541.
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1.1.4 International Exhibitions

1. International Trade Fair Venues

With respect to venue capacity across major
markets in East Asia, Southeast Asia, South Asia,
and Oceania, 206 trade fair centers in 15 countries
with an aggregate space of 7,015,866 m’ were
recorded in UFI’s 2013 data. China has the highest
proportion of trade fair venues at 69.06%, a much
higher figure than Japan in second place at 5.07%.

2. International Performance in the Exhibition
Sub-Sector

Revenues from trade fairs in Asia in 2013 were
USD 4.4 billion, constituting a 6.4% rise over the
2012 figure."" China held the continent’s no. 1
position at USD 1.6 billion, posting an 8.0% increase.
Japan, the second largest market, expanded by
2.0% from USD 919 million to USD 938 million."
Regarding average revenue per fair, Hong Kong
still retained the regional top position in 2013 with
the average revenue per fair of USD 3,695,862,
which was 30% higher than the second-placed
Japan (USD 2,850,051). The only four other markets
to average over USD 2 million per fair in 2013
were China (USD 2,782,159), Thailand (USD
2,265,084), Singapore (USD 2,125,591 million),
and Macau (USD 2,015,389 million).

Key features and major developments in Asia’s

trade fair sector in 2013 included the following:

1) Asia’ trade fair sector grew by 6.6% as measured
by space sold, compared with a year-on-year
increase of 2.7% for 2012." This concretely
represented a relatively major growth year for
the industry.

2) In terms of total exhibition space sold, China and
Japan were the two largest markets in Asia. Of
all the transactions for the aggregate exhibition
space sold, over 55% was implemented in China
and 11% in Japan."

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

12. UFI, Loc.cit., p. T1.

13. In 2013, a total of 17,382,500 m? exhibition space in Asia was sold to exhibition clients, relative to a total of 16,307,250 m? in 2012. See UFI, the trade fair industry in Asia. 10th edition.
Researched and compiled by Business Strategies Group. June 2014, p. 10. The corresponding growth figure for 2012 over 2011 was a 2.7% growth rate from 15,876,500 m? in 2011.

14. UFI. the Trade Fair Industry in Asia. 9th Edition. Researched and compiled by Business Strategies Group. June 2013, p. 11. The combined figures accounted for a staggering 66%.
Among the 2,013 trade fairs included in the BSG database, almost 900 or 44% were organized in China and Japan. See UFI, Ibid. p. 10.
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3)

4)

5)

6)
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3)

China sold 4 times more space than Japan in
2013. China required 13 times more space
capacity than that of Japan to achieve those
sales." Capacity underutilization persisted at
some of China’s venues as administrative leaders
in many of China’s cities are keen to invest in
mega exhibition complexes, which in many cases
are above levels the market can sustain."®

In 2013, Asia’s exhibition sector grew relatively
faster than the figure of 16.8 million m” forecast
by the Business Strategies Group (BSG). This
growth was driven mostly by healthy growth in
Southeast Asia’s and China’s major exhibition
markets. The actual aggregate venue size of the
Asian trade fair sector was 17.38 million m?,
posting an annual growth rate of 6.6%, the
highest regional growth figure since 2002. For the
fourth consecutive year, Southeast Asia’s trade
fair markets outgrew Asia’s regional growth
average figure.

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

China, Asia’s largest exhibition market, represented
an 8% growth rate. The country has not grown
as rapidly since 2008."”

BSG forecast a regional growth rate of 5.7% for
space sales in 2014, equivalent to total space
sales of 18.37 million m”. Strong performance by
Southeast Asia’s trade markets and the continued
strength of China’s overall market were envisaged
as the two key growth drivers.' The actual figure
is to be confirmed later.

15. UFI (2013). Ibid. p.39.
16. UFI (2013), Loc.cit.

17. UF1 (2013), Ibid. p.14.
18. UFI (2013), Ibid. p.17.
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8)

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

Nearly 70% of all Asia’s space capacity is located
in China, representing over 13 times the capacity
of Japan, the second largest market (4.85 million
m? relative to 355,658 million m2). There were
106 venues in China by the end of 2014. Japan
and Korea each had 13. Australia had 10 venues,
while Thailand and Indonesia each had 9."

10) Collectively, East Asia (China, Japan, South

Korea, Hong Kong, Taiwan and Macau) has a
total venue proportion of 83.65% of all trade
venue space in East Asia, Southeast Asia, South
Asia, and Oceania. This constituted a particularly
high concentration ratio.”

19. UFI (2013), Ibid. p-19.
20. UFI, Table 7, UFI, the trade fair industry in Asia. Ibid. p. 19.
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1.2
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ASEAN'’s MICE Trends in 2014
and the Previous Immediate Years
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(Business Meetings and Association Meetings)
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1.2.1 Business Meetings and Association Meetings
Certain salient features of ASEAN's business meetings
and association meetings sector in 2013 included
the following:

1) The major ASEAN hubs — Singapore, Bangkok,
Chiang Mai, Ho Chi Minh, and Hanoi?' — were
among the top 10 cities for meetings and events
in Asia and Oceania.”

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

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

4) 17 ASEAN cities made it into ICCA’s 2013 Asia
Pacific & Middle East rankings. Notably, 4 Thai
cities were listed in this ranking - i.e. Bangkok,
Phuket, Chiang Mai, and Pattaya.

1.2.2 ASEAN’s Exhibitions/Trade Fairs in 2014 and
the Previous Immediate Years

1. Trade Fair Venues

In terms of the number of exhibition centers and
total space (m2) in 2014, key features of ASEAN’s
trade fair markets include the following:

21.

ogludUAURA 2 SUAUA 5 na=ouAun 2 mudrdu g American Express Meetings & Events Destination Analysis, October, 2013. 31Jlu Issa Jouaneh. American Express 2014 global meetings and

events forecast, ms1A 12. Ibid. 1 68. 7uﬂ:jﬁo:i'msjmwun7uﬂ5ua:liaﬂnu‘:ﬁum’aunus‘.}uanUS:m;ﬂna douloTourFAuazenuaattusiounusouaUsinm3Igauiu

22.

N

Ranking second, fifth and eighth respectively. See American Express Meetings & Events Destination Analysis, October, 2013. Quoted in Issa Jouaneh. American Express 2014 global meetings and

events forecast, Table 12, Ibid. p. 68. It is to be noted that here Bangkok and Chiang Mai collectively represented Thailand, while Ho Chi Minh and Hanoi collectively represented Vietnam.
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With respect to total gross indoor size (m?), the top
four markets were Thailand, Singapore, Indonesia,
and Malaysia respectively. The remaining countries
shall have their total indoor exhibition hall size
expanded much further in order for them to be
on a par with the firs-tier players in this regard.

In 2014, three remarkable scheduled venue
capacity additions in ASEAN took place in
Indonesia and Malaysia. Jakarta added another
160,000 m2: BSD Convention Center and Alam
Sutera International Exhibition and Convention
Center with 100,000 m2 and 60,000 m” event
spaces respectively. Meanwhile, Kuala Lumpur’s
New MATRADE venue added 100,000 m? to
Malaysia’s total exhibition and convention
capacity stock.”’

A recently announced expansion of Thailand’s
IMPACT Muang Thong Thani, which is already
ASEAN's largest exhibition center (with a total indoor
space of over 140,000 m?),** will substantially
give Thailand a significant leap ahead of its
competitors in ASEAN’s this MICE segment.

2. Industry Performance

Key features of ASEAN’s trade fair markets in 2013
include the following:

1)

Three major ASEAN’s trade fair markets in 2013
in terms of estimated annual size in m? and
estimated annualized revenues (USD) were

23. UFI. Op.cit. p. 50.

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

lﬂSSUHLELﬂ'OJ’USLUmLUE
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2)
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Thailand, Singapore, and Malaysia. In terms of
estimated annual space sold in m?, Thailand,
Singapore, and Malaysia enjoyed a combined
market share of 69% (31%, 20%, and 18%
respectively).

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

With respect to average revenue per fair and
average size per fair in m” in 2013, Thailand
(USD 2,265,084/6,575 m?), Singapore (USD
2,125,591/3,540 m?), and Malaysia (USD
1,341,078/3,896 m?) were the top 3 ASEAN
markets, with Thailand as the top country in
both categories.

Indonesia (USD 974,088/3,980 m?), Vietnam
(USD 827,996/2,785 m?), and the Philippines (USD
566,818/3,438 m?) followed suit in the second-tier
ASEAN’s major market category. Notably, Indonesia’s
and Vietnam’s figures in these two items were
different minimally. This group of countries
represents ASEAN’s emerging markets with

substantial growth potential.*®

25. UFI. Op.cit.
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1.3
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Trends in Thailand’s MICE Industry
in 2014
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Andudndauia 93% vesdaudnune

1.3.1 The actual 2014 revenue figure at year end
(TBT 80,800 million) clearly exceeded the average
total annual MICE revenue from 2007 to 2013
(TBT 66,773.43 million). Average annual MICE
revenue data by sector from 2007 to 2013 were as
follows: conventions (TBT 25,633.86 million); meetings
(TBT 18,811.29 million); incentives (TBT 11,493.57
million); and exhibitions (TBT 10,834.71 million).”®

1.3.2 The Thailand Convention and Exhibition Bureau
(Public Organization) or TCEB aimed to attract
987,000 MICE travelers in the fiscal year 2014.” The
actual MICE traveler figure visiting Thailand in
2014 was 919,164.°° This resulting figure faithfully
reflects risk factors Thailand’s MICE sector faced.
However, this also reflected the efficiency of its
policies and practices as well as the resilient and
all-round category the country’s MICE sector
deservedly belongs to especially on account of
the fact that the resulting figure represents 93% of
the expected figure in the wake of its internal
situations developing earlier.

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

27. Thailand Convention and Exhibition Bureau (TCEB). 2014 Thailand’s MICE Industry Report: MICE Review 2014.
28. TCEB. TCEB Statistics. Tables 1, and 2 (Number of MICE Travelers and Revenue, Q2, FY 2014: Categorized by Industry). Data Portfolio.

SNRMASSUMLEYRNUSLUNLUE

BU)BUI

UoNEeNIIS IDIW S,PUB|IeyL



AS

15 1 2014 Thailand’s MICE Industry Report
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1.3.3 Certain Salient Patterns in 2014 in Thailand’s
MICE Industry

1) The conventions constituted the largest sector
with respect to visitor volume and revenue twice - i.e.
in the 1 and 4™ quarters.

2) The meetings sector was the largest sector in terms
of visitor volume and revenue once in the 2™ quarter.
3) The exhibitions sector featured the largest
sector in terms of visitor volume and revenue once

in the 3" quarter.

It is strategically wise to run a set of time-series
data to monitor if this quarterly sector-specific
pattern is a self-repeating one. The findings could
well be used to provide a guideline for further
strategic policy formulation.

1.3.4 In fiscal year 2014, top 10 groups of MICE
travelers to Thailand came from China, India,
Malaysia, Singapore, U.S.A., Australia, Korea,
Indonesia, Japan and Hong Kong respectively,
totaling 533,006 visitors. From this set of statistics,
two trends emerged in 2014: 1) Asia was the most
important source region of MICE visitors in Thailand
providing 456,568 visitors; and 2) the combined
top-ASEAN sub-market involved 169,315 MICE
visitors.
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In turn, these trends comfortably lead to the following

conclusions:

1) this clearly highlights the importance of the
forthcoming AEC MICE source market as well as the
ASEAN plus 6 economic paradigm involving
ASEAN, China, Japan, South Korea, India, Australia
and New Zealand.

2) geographical proximity counts significantly as
8 out of the top 10 source countries lie within the
7-hour aviation radius. This state of affairs points to
the potential contributions comprehensive aviation
route planning and marketing efforts on the part
of Thai MICE stakeholders and authorities.”’

MICE Industry Report: The Gateway to ASEAN’s MICE. and Thailand Convention and Exhibition Bureau (TCEB). 2014

mMswA 1 UsznAR@estiniaumalug 10 UszinAusnansugnaknssuluginatudouds:unwu 2557
Table 1 Top 10 Source Countries for Thailand’s MICE in the Fiscal Year 2014

UszinAnu1gainiiiunalug 10 UszinAusn
Top 10 Countries 2014

Fuoutniaunalug (pax)
No. of MICE Travelers (pax)

Au / China 120,684
duiqg / India 83,351
unawda / Malaysia 69,034
Jaalls / Singapore 66,956
anSiowsm / USA 38,491
ooawnsiag / Australia 37,947
imkatle / South Korea 33,398
dulntida / Indonesia 33,325
jJu / Japan 31,733
d9JnJ / Hong Kong 18,087

Source: Thailand Convention and Exhibition Bureau (Public Organization) or TCEB
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MICE Trends in 2015
and Beyond
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With respect to MICE prospects for 2015, modest
levels of growth have been predicted for the global
economy in aggregate. Growth will be most significant
in Asia, the Middle East and Africa. As for the
meetings and events industry, forecasters are
virtually unanimous in their predictions: 2015 will
usher in continuing growth. Some even go so far as
to argue that in a number of world regions - the
US and parts of Europe — a return to a sellers” market
will reemerge on account of demand outgrowing
supply in certain major urban MICE destinations.

However, 2015 will not proceed without its risk
factors. This could lead to unexpected challenges as
yet for the meetings and events industry — especially
on the international scale. These include

1) the threat of a return to recession in the Euro zone
2) the risk of escalating conflicts in Eastern Ukraine
and in the Middle East

3) the Ebola virus crisis further extending its grip.
Innovation, resilience and dynamism will be the
MICE industry’s best response to taking these
challenges on board and to making the most of the
opportunities lying in store in 2015 and beyond.*

30. Rob Davison. Op.cit. and M&IT India. Op.cit.
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Top Global MICE Trends in 2015
and Beyond
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1. The MICE sector has made a return against the
headwinds of the economy, compliance requirements,
public-sector policy, and virtual MICE event
technology.”' Since 2009 the MICE industry has
undergone and sustained adverse conditions: e.g.
virtual MICE event technology becoming more
prevalent, significant downward trends in spending
on the part of private-sector firms, and political
opposition to the sector. The MICE industry has
reemerged from the ashes. As far as participants
and firms are concerned, the underlying value of
MICE events remains as strong as always. Group
room demand in the U.S. decreased by 16 % from
2008 to 2009. However, it has since returned to
97 % of its pre-recession level. Meanwhile,
exhibition participation dropped by 11 % from
2007 to 2009, but attained pre-recession levels in
2013. This was forecast to grow by another 3 % in
2014. Asia and the Middle East have led global
growth in association meeting attendance,
expanding by 5.5 % per annum since 2000. Latin
America has also gained a significant global
market share, growing by 5.2 % per annum.
Across the world, attendance figures have
increased by 3.2 % annually since 2000. Associa-
tion meeting attendance at the global level has
more than doubled to 21 million in 2008-2012
from less than 10 million in 1993-1997.%

31. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Conclusion. InternationalMeetingsReview.com.

Retrieved February 8, 2015, from http://www.internationalmeetingsreview.com/research-education/top-trends-global-mice-industry-conclusion-99235

32. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Part One. InternationalMeetingsReview.com.

Retrieved February 8, 2015, from http://www.internationalmeetingsreview.com/research-education/top-trends-global-mice-industry-part-one-99123.
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2. Increasingly, the MICE sector is being leveraged as
a tool or an engine of growth for economic development.
Both the direct economic impact of meetings and
their indirect effect render economic contributions
to parties concerned. In MICE travel all the non-
traditional businesses in the wider supply chain
receive a boost from the larger meetings travel scene.
These include a broad range of service providers such
as firms in MICE event management/production,
design catering, marketing, and technology. MICE
events have long represented economic value to
a destination as participants, exhibitors and meeting
planners spend money. The Business Events Council of
Australia argues that beyond travel and hospitality
spending, business events are the forefront of the
knowledge economy, providing a direct, effective
and powerful platform for new information.
Nearly 80 % of U.S. executives stated that confer-
ences provide significant industry insights.>

3. MICE events are extending their reach. MICE
activities are extending their reach through more
intensive interactions with participants prior to and
beyond events, as well as by applying virtual forums
to extend participation to a wider audience than
before. Pre- and post-event interaction with participants
is increasing, while hybrid and virtual meetings are
growing. The 2013 American Express planners’ survey
showed that MICE planners were capitalizing on
these forums and platforms to achieve a wider
reach in a more cost-effective manner, as well as
open up additional income streams. However, the
growth in virtual MICE events has not led to a drop in
face-to-face meetings, which can engage audiences
and monitor interactive participation.34

33. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Conclusion. Op.cit

34. Martha Sheridan. Reported in Jena Tesse Fox. More Top Trends in the Global MICE Industry. InternationalMeetingsReview.com.

Retrieved February 8, 2015, from http://www.internationalmeetingsreview.com/research-education/more-top-trends-global-mice-industry-99178.

yLeLNLNRMASSUMLEYENICNI

Sspuai] JDIW [euoljeUIRU|



2112014 Thailand’s MICE Industry Report

4. msUavszmmaqmmmmﬂﬂaﬁﬂL.wammmmimvw
mmuiaumnwuu (Partlt:lpants Engagement) mﬂau
o919 waEndBw wasidnwasiuanzanniy (ne
whinansziuniinim)® dayie dameilouthsmdioum
(Attendees) lsuapusnidugidrsimBruiaddnusmedng
w939 (Participants) w‘wmmmaﬂumﬂmﬂummmﬂm
mamsmﬂgﬂiaﬂumqmmwmmuf\]‘iﬂ (Real-Time Feedback)
IuLL\‘iuiJ’JﬁﬂﬁVWGL“ULSUEJMIEJ\‘iWUEJLLawNmﬂﬂaﬂﬂﬂﬂﬂﬁﬂﬂ%aﬁﬂﬂu
Seys srnndludingmsuds vasiiuenndnduily
wednuiuazusvudinluszuulodoaiifeifieadaady
demigldidugadieassdtiun mahnszuIuaTuAnLUY

v un g dues aalian1anisnana (Gamification) 16

Wasudnuwiludidunisudsdu fnseenuuunmsdusunds
ﬂﬁﬁﬁmﬂﬁﬂ'aLﬁ’%ﬂﬁﬁlﬁﬂ”ﬁ'mﬁnuﬁﬁdauiammwﬁu
(Delegate Engagement) aL’;umﬂlmei?lﬁl,ﬂmuﬂ’ﬁaamimqme
Snely wlusmseenuuuiuiimeussuididimseonuuy
Titiun1sefiusekuugesien1e endogatu Tuuastieniia
duiuiUszguenafinsoonuuulviizudnualadreqiu
PunurnadnionsduliiAanseiuse®

5. '?muﬁlm%ﬁé'ﬂwmxLﬁul,awwsuméﬁmﬁa@ﬂﬁaﬁﬁ‘?@ummﬁ
a&hwiaLﬁaﬁﬁﬁ)ﬂ3'§m1mﬁnﬁwé’w§uﬁﬂﬁvﬁﬂﬁ’uamwmizﬁ
luparesuuuulminanlagianizuds 8 Fuuisudiunain
S¥6U ﬂumﬂmmq‘uuﬂ’mmmwﬂummmammmvmﬂaﬂ
Snuiiidnvariuiidermsanniuezniraisening
et muumiwmmmwaﬂaﬁﬂmmumwiu%ﬂu
‘maaaua%muammuaﬂuﬂm'mw6‘] dalangnadamils
LwaamuawnaﬂumimummamunwLﬂmLuaﬂm‘waa
tiouiian”

4. Meetings are evolving to increasingly involve
participants’ engagement (prior to, during and
beyond the event) and become more targeted
(focusing on regional markets).” Significantly,
attendees have transformed into participants. MICE
parties appreciate real-time feedback. In this
light, there is an increasingly wide variety of ways
to connect buyers and sellers. Technologically,
there are tailor-made event-specific applications
and hashtags on social media architectures to
enhance user-generated content. Gamification
turns MICE events into competitions. Workshops
are designed to encourage delegate engagement.
MICE events are not characterized by one-way
communication any further. Even convention
space design is recognizing instant two-way
discussions. For example, in Seattle, meeting
areas can be designed to appear very much like
mini-coffeehouses to trigger discussion.”

5. MICE events are more focused. As demand is
constantly evolving, MICE activities are adapting
to new market conditions. Specifically, events are
increasingly focusing on regional markets rather
than national or global markets. They are more
topic-specific, and less broad. Demand for local
meetings is forecast to once again grow in popularity
across all regions in a bid to minimize travel time
and associated costs.”

W W W

5. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Conclusion. Op.cit
6. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Part One. Op.cit
7. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Conclusion. Op.cit
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6. Cost consciousness is the ultimate defining factor.
The legacy of the economic recession together with
a highly competitive market for attracting MICE activities
is translating into a lasting cost consciousness among
both MICE visitors and activity planners. In 2013,
group hotel rates remained below pre-recession
levels, while the gap between transient and group
rates was widening. Non-traditional accommodation
facilities and mid-tier lodging are currently popular
measures designed to effectively minimize costs.
According to CEIR data on trade fair revenue per
participant, the sector continues to strive to achieve
revenue growth even in light of the current recovery
in attendance figures. In 2013, CEIR estimates revenue
per participant in the U.S. dropped to USD 163 from
its 2007 high of USD 190. In a bid to increase
revenue streams, MICE destinations and convention
complexes are offering additional incentives to MICE
planners and organizers.”

7) Focus on ROI has broadened significantly.
Conventionally, event ROI has been considered
with respect to sales. At present, the MICE sector is
embracing a more comprehensive interpretation of
event ROI and retooling to generate these benefits.
These may well involve social good, including
fundraising opportunities or local services, business
advancement, including increased networking
opportunities and facilitated programs for connecting
with other professionals; professional development such
as personal enjoyment, including destination-focused
experiences; as well as certification and development
schemes. Clients wish to meet and socialize in
nontraditional places in terms of both locations and
venues within a given area. Therefore, they are
requesting that DMOs put their destination
knowledge and expertise to work.”

38. Martha Sheridan. Reported in Jena Tesse Fox. More Top Trends in the Global MICE Industry. Op.cit

39. See Martha Sheridan. Reported in Jena Tesse Fox. More Top Trends in the Global MICE Industry. Op.cit
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8. Public budget policy is impeding the MICE
sector. The public sector is handicapping the
MICE industry on multiple levels. Fiscal tightening
is reducing available budgets for public spending
on MICE activities. Restrictive policies are limiting
the public sector's ability to organize and take
part in MICE events, which in aggregate proves
devastating to the sector as many large-scale
activities might expect up to 20 % of participants
to be from the public sector as such. The CEIR
index reveals that public sector exhibition activity
has decreased by 7% since 2011. U.S. federal
government travel was curtailed by USD 2 billion
in 2012 and 2013, and the GSA eliminated a 25 %
per diem premium for conference attendance in
September, 2013.%

9. Compliance is a growing issue. Both compliance
guidelines and corporate approvals processes are
rendering the participation in and hosting of MICE
activities more complicated. An American Express
survey of industry leaders pointed out that the
approvals process has become more difficult globally,
especially in Latin America and Europe. Over 75 %
of professionals surveyed stated that approvals for
individual meetings were harder to secure. Nearly
50 % of attendees also argued that securing
approval to attend a conference is more difficult
than it was previously the case on account of
increased corporate restrictions.*'

40. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Conclusion. Op.cit

41. Martha Sheridan. Reported in Jena Tesse Fox. More Top Trends in the Global MICE Industry. Op.cit
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10. Destination management organizations (DMOs)
and destination management companies (DMCs)
are spearheading MICE growth, driving a growing
share of group room demand.*” DMOs have been
widely recognized as a significant force behind
growth in the MICE sector. Against the backdrop of
the current recovery in meetings demand, DMOs
are playing a vital role, consistently increasing
their share of aggregate group room demand in
the States since 2010. One-fifth of group rooms
are booked through DMOs. Furthermore, rooms
reserved for future MICE activities exceeded
rooms consumed in 2013, concretely highlighting
an upward trend in the performance of the DMO
platform. Within emerging markets, practical support
rendered by DMOs and DMCs is utterly crucial to
MICE planners. Destination management support
constitutes a major issue among respondents to the
American Express planners’ survey. Having a connection
to a DMC with proper local expertise ensures that
the right planning decisions are taken and enhances
the overall attendee experience. An efficient DMO
can help MICE planners to acquire local details
such as restaurants for private meals and can also
help to build attendance at the event as such.*

42. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Conclusion. Op.cit

43. Martha Sheridan. Reported in Jena Tesse Fox. Top Trends in the Global MICE Industry - Conclusion. Ibid
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2.2
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Trends in ASEAN’s MICE in 2015
and Beyond
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2. MINALIATUANUIANWAENTYTAINITNUINTILATFNA
e (Economic Integration/Strategic Clustering) paana
UNUIMYBINTOULATYFAY ASEAN Plus 3 wag ASEAN Plus 6
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RRTREIGE NENIARNTALAUANLNALLAENITYTUINTS

The ASEAN MICE Trends in 2015 will be based, to
a certain extent, on the global MICCE trends
discussed in the previous section. Simultaneously,
ASEAN members will also take into consideration
other issues such as sustainability and event greening
in order to better serve MICE objectives more
precisely and offer the best MICE experience to
service users consistently. Additionally, these ASEAN
nations will deliberate upon other issues related
directly to the ASEAN Community. Major issues
under consideration should include the following:

1. With the advent of the AEC, parties concerned
shall take into consideration a more competitive
international capital movement scenario. Certain
major private-sector MICE players will be investing
internationally across ASEAN. This inevitably
means parties concerned in each country will
need to deliberate upon a changing competitive
platform, involving both inbound and outbound
investment portfolios.* In turn, this will inevitably
have direct bearing on international MICE policies
and relative competitiveness.

2. Developments in the fields of communication
and transportation as well as the AEC Economic
Integration/Strategic Clustering), together with
the ASEAN Plus 3 and ASEAN Plus 6 economic
frameworks will forge greater economic and MICE
linkages among parties concerned. These issues
will both serve as conference topics and entail
exhibitions and trade fairs, which effectively reflect
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economic growth. Furthermore, the hosting of
MICE events and the transportation requirements
involved therein shall be more convenient due to
the existence of more efficient transportation
routes, especially the high-speed train project
connecting economies in the mainland ASEA region
and the construction of bridges spanning the Mekong
River. In addition, the construction of a new inter-
national airport in Vietnam and the expansion
projects in Thailand and Indonesia also constitute
a sterllnsg series of infrastructure projects in
ASEAN.

3. ASEAN countries operating agencies dedicated
to the MICE sector are Thailand, Malaysia, and
Singapore. In the future, other members will also to
set up such agencies. In the same vein, organizations
to be developed in parallel are MICE business
associations which will serve as foal points within
the private sector. Of late, Vietnam has already
started to look lnto the possibility of setting up
such associations.*

MICE agencies in ASEAN will play a pivotal role in
MICE development, forging links through cooperation
platforms and forums for the purposes of creating
concerted operational efficiency in ASEAN MICE.
This shall be achieved through diverse strategies*’
such as market segmentalization, branding, and
intra-regional travel promotion.

4. Having different levels of MICE potential,
ASEAN countries may be classified into 3 groups
as divided based on their MICE performance and
potential:

1) the leaders’ group — Thailand, Malaysia

and Singapore

46. Vietnam Business Forum. Establishment of MICE Tourism Business Association: In Consideration. Retrieved February 22, 2014, from http://vccinews.com/news_detail.asp?news_id=30580

47. An interview with Nopparat M aveekulchai. Op.cit.

48. Thailand Convention and Exhibition Bureau (TCEB). 2014 Thailand’s MICE Industry Report: The Gateway to ASEAN’s MICE. and Charungkiat Phutiratana. ASEAN Economic Integration. Op.cit.

49. See Vietnam Business Forum. Op.cit and Charungkiat Phutiratana. ASEAN Economic Integration. Ibid.
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2) Indonesia, Vietnam, and the Phlllpplnes
3) the remaining other ASEAN members.*®

The countries in the first group will be playing a
leading role in the formulation of MICE development
and serve as role models for the other ASEAN
members. The group 2 countries comprise members
with great potential in terms of their MICE destinations,
relatively cost-effective budget requirements and
relative personnel competitiveness. However, these
countries still practically need further development
with respect to the standards of their MICE personnel
transportation as well as event facilities and amenities*’
However, these countries have a variety of other
major off-setting strengths. For example, certain
venues and destinations in these countries such as
Indonesia’s Bali are of international standards and are
of international reputation. Meanwhile, Filipino MICE
personnel can communicate effectively in English.

5. Public agencies in charge of MICE promotion put
an emphasis on strategic alliances, increasingly
highlighting the creation of industrial networks
both domestically and internationally in order to
win in mega MICE event biddings. This trend is
emerging more visibly in Thailand, Malaysia and
Singapore. This will serve as a source of inspiration
for ASEAN members in the second and third
categories as specified under. All these will be
designed in accordance with the country’s strategic
economic clusters such as medical tourism as
well as the medical and healthcare MICE industry.
In this connection, TCEB’s MICE industry Report
2014 pinpointed that Thailand, Singapore, and
Malaysia are among top medical tourism nations
with Thailand as the world’s no. 1 destination.
The other ASEAN countries are also major medical
tourist source markets. In addition, leading ASEAN
nations - such as Thailand, Singapore and Malaysia
— also play a major role in medical and healthcare
conferences. In ASEAN’s medical exhibition and
healthcare sub- sector Thailand and Singapore are
the two leaders.”® Meanwhile, the automotive and
vehicle parts industries follow a similar structure
and growth pattern with Thailand, Malaysia and
Indonesia as key players.

50. Thailand Convention and Exhibition Bureau (TCEB). 2014 Thailand’s MICE Industry Report: The Medical and Healthcare MICE Industry.

51. An interview with Nopparat Maythaveekulchai. Op.cit.
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6. Agencies in charge of MICE will specifically
accord importance to intra-ASEAN coordination,
which is to be driven through the “Move ASEAN
Concept” designed to effectively drive the entire
region. 3 factors have been identified as major
forces behind this: i.e.

1) business travel within ASEAN which is a region
with a large population that constitutes a major market.
2) the development of linkages, transportation and
connectivity.

3) travel without visa requirements.

All these will result in ASEAN intra-regional travelers
being the travelers’ group constltutlng the largest
market share within ASEAN.’

7. The creation and development of MICE standards
will take precedence more than ever. In 2015, TCEB
will highlight Thailand MICE venue standards as a
major issue. These standards will be promoted as
a benchmark for their ASEAN equivalents designed
to allow ASEAN members states to achieve uniform
venue standards in order to enhance ASEAN’s
competitiveness in the global market.”

8. Digital marketing will become increasingly
important in the form of modern media such as
mobile-based public relations campaigns, e-journals
and social media. All these are designed and carried
out in line with marketing plans and campaigns
through different languages. Digital marketing will
constitute an integral part within the MICE sector
in the wake of diverse and quickening technological
advancements, including the forthcoming advent
of the 4-G telecommunications era across the
country. Meanwhile, the modern communications
scenario will take on even more diversified aspects
with new developments involving marketing
applications and tools than is currently the case
with face books, blogs and instagram.

9. Sustainability and biodiversity will increasingly
prove fundamentally vital to ASEAN members as
this region is characterized by geographical and
climatic diversity, such as a tropical rain forest
climate, dense forests, volcanoes, coastlines,
snow-capped mountains, large alluvial plains,
rare wildlife, birds and poultry, as well as marine
animals. In addition, the region also boasts

52. Thailand Convention and Exhibition Bureau (TCEB). TCEB Newsletter. Issue 39. Nov-Dec, 2014. ASEAN MICE Venue Standard Paves Way For Creating A Regional Brand. pp.10-11
53. Charungkiat Phutiratana. ASEAN Economic Integration. Conference Interpretation. Lecture Notes Series. 2012
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numerous sources of medicinal herbs crucial for
the development of alternative medicine. Another
relevant issue may well sustain natural disasters
of various types such as earthquakes, volcanic
eruptions, floods, and storms. In particularu this
region is still susceptible to risks resulting from
global warming and climate change, potentially
leading to severe natural disasters striking coastal
communities.”’

All these have led to the offering of courses and
hosting of conferences on the improvement of
natural resource utilization, as well as preparedness
in response to potential natural disasters, which
increasingly requires cooperation with international
organizations. Examples include the conference
entitled “Building Global Urban Climate Resilience
and Its Challenges” hosted by Thammasat University,
Southeast Asia START Regional Centre and
various Canadian development organizations in
March, 2015. In addition, the issue of sustainability
has also induced parties concerned to organize
MICE events in a more environmentally friendly
manner over time.

10. Linguistic and cultural linkages and connectivity
among ASEAN members will gain in importance
even further as ASEAN is home to over 600 million
people and diverse languages. Also, as each ASEAN
citizen has acquired differing levels of proficiency
in English, it is essential to learn various ASEAN
languages for communication, marketing and
economic purposes in a more profound manner.
A current trend indentified within the ASEAN
Economic Community (AEC) involves the studies
of ASEAN languages and cultures in the form of
courses in Southeast Asian studies and ASEAN
studies at numerous institutions of higher learning.
Also, more MICE business websites have increasingly
been presented in various ASEAN languages. MICE
businesses that have managed to aptly incorporate
expertise of and proficiency in ASEAN languages
and cultures stand a chance of tapping into all the
sub-markets within the community efficiently.
This trend has been developed further and taken
on by agencies outside the region such as Hong
Kong Tourism Board (HKTB), whose websites have
been presented in 14 languages, mcludmg Thai,
Malay, Indonesian and Vietnamese.’

54. See Hong Kong Tourism Board (HKTB). Retrieved February 22, 2015,

from http://www.discoverhongkong.com/au/about-hktb/corporate-information.jsp#ixzz2z5MP7XQp. and Charungkiat Phutiratana. 2012. Op.cit.
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Thailand is very much a country of great economic
potential. The findings of the 2014-2015 World
Economic Forum Survey pointed out that Thailand
is in a position to effectively capitalize on its
resources and further develop them for additional
returns in 4 major areas: i.e.

1) the development of the country into being a
major hub of numerous businesses such as the
automotive, tourism and aviation industries

2) the facilitation and enhancement of ease of doing
business in Thailand. At present, the country ranks no. 18
out of 189 countries in this light. Business dimensions
identified as requiring further improvement include
business registration processes, bankruptcy and
related proceedings and procedures for redressing
thereof, credit request practices and taxation.

3) Thailand as a hub of the Greater Mekong
Sub-Region and ASEAN.

4) Thailand as a major regional business hub
where international businesses can set up their
business bases as a stepping stone for further
expansion into CLMV countries.”

Specifically, with respect to the MICE sector, the
following top 10 trends in Thailand’s 2015 MICE
scenario have been identified, based on document

research, press releases and professional sources:

1. Thailand will continue to highlights 5 key
priority industries:

1) health, healthcare and Spa

2) the automotive sector

3) food and agriculture
4) renewable energy
5) infrastructure.’®

55. ASTV Manager. Thailand Should Highlight Its 4 Strengths to Become ASEAN Leader. Quoting Subphasak Krisanamara Subhasak Krisanamara. Managing Director Deloitte Thailand.
Retrieved 4 March 4. 2015, from http://www.manager.co.th/Daily/ViewNews.aspx?NewsID=9570000139521

56. An interview with Nopparat Maythaveekulchai. Op.cit.

57. Thailand Convention and Exhibition Bureau (TCEB). 2014 Thailand’s MICE Industry Report: The Medical and Healthcare MICE Industry. Op.cit.
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Niche markets such as medical MICE and sustain-
ability will increasingly play a prominent role. In
particular, medical and healthcare MICE will
continue to grow and play a pivotal role alongside
with medical tourism.”’

2. Digital marketing will gain an even greater
momentum as shown in the launch of mobile-based
MICE marketing channels such as iFair, TCEB’s portal
website — www.businesseventsthailand.com -
together with other social media platforms and the
planned addition of TCEB websites in 5 other languages.

3. Sustainability will be part of a MICE momentum
propelled by global warming and climate change.
This issue will be particularly pronounced in the
Convention sub-sector as a topic and as
convention-related practice in the form of event
greening. Thailand’s natural resource base and
infrastructures can comfortably and aptly support
this trend.

4. The importance of geographical proximity. Asia
and AEC will form the core of Thailand’s MICE
marketing efforts. This concretely points to the
importance of well-designed marketing plans in order
to allow the capitalization of this geographical
reality and relevant market conditions.

5. The advent of AEC and the strategic AEC plus 6
economic paradigm counts significantly in ASEAN’s
MICE scenario. Of particular interest are strategic
transportation and logistics development plans,
especially the mega-project already in the pipeline —
i.e. the high-speed train and double-tracked train
system in Thailand connecting the country’s
infrastructure nodes and those across mainland
ASEAN nations. This will surely drive MICE activities
and their related economic impacts.
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6. All of Thailand’s MICE constituents — TCEB, its
alliances, private stakeholders and educational
institutions will collectively work more closely to
forge Thailand’s MICE ahead through joint efforts
in terms of marketing campaigns and packages,
information dissemination and academic program
development and engagement.

7. With respect to international strategies, TCEB
as Thailand’s focal MICE agency will continue to
put an emphasis on attracting mega events to
restore international confidence in Thailand’s MICE
sector. In addition, TCEB will adjust its strategies
to reclaim Thailand’s market share in India, Japan,
South Korea and Hong Kong markets through the
development and extension of its alliance networks
and enhanced financial support packages.
Meanwhile, TCEB will step up its domestic marketing
efforts through collective action with its Thailand’s
local MICE associations to strengthen the country’s
special economic zones along the borders and
upgrade MICE events and standards in response
the forthcoming AEC.

8. Special financial and fiscal packages will continue
to take the center stage in MICE enhancement
efforts. For example, TCEB is in the process of
proposing that a 200% tax deduction incentive
measure be offered to parties concerned in a bid
to promote domestic meeting activities.

9. Technology is a key factor exhibiting a greater role in
ensuring a greater level of accuracy and responsiveness
in MICE-related services ices. Major services requiring
the application of modern technologies include
the following: entry registration, accommodation
registration, abstract preparation, immigration
inspection, as well as tax refunds or tax deduction
for convention participants and trade exhibitors.
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10. Thailand will increasingly expedite and
accord importance to the development of
MICE personnel to ensure that they are capable of
competing internationally. In this light, TCEB has
developed an educational curriculum platform for
MICE training at institutions of higher learning
which have already been incorporated into
university and college syllabi since 2014. A
similar training platform will be incorporated in
the country’s vocational syllabus in 2015. This
line of educational advancement should effec-
tively serve as a source of inspiration of ASEAN'’s
move towards a greater emphasis on education
for MICE development.

All of these trends may well be enhanced with
creative and constructive fiscal planning and
management. The Board of Investment (BOI) should
provide support to projects directly related to the
MICE industry such as the construction of exhibition
centers, convention complexes, as well as convention
hotels. Other projects related to medical tourism
deserving promotion include specialized medical
treatment centers for visitors. This type of investment
is practically the same as investment projects
designated for promotion in industrial estates. It
is to be noted that the Government could well
offer tax exemption schemes to well-designed
MICE-related construction projects as it needs not
have to provide financial support off its coffer as such.
In addition, special MICE promotion funds should
be set up in accordance with the tiered financial
facility system, which is based on statistical and
information that reflect industrial realities and
responsibilities of parties concerned. The facility
ceilings of these funds should be founded on
financial contributions from sub-sectors benefiting
from the MICE industry. Accordingly, the aviation
industry, the hotel sector and other sectors should
provide financial support to these funds commensurate
to the benefits they receive therefrom as appropriate.”®

58. See Thailand Convention and Exhibition Bureau (TCEB). 2014 Thailand’s MICE Industry Report: The Medical and Healthcare MICE Industry. and Charungkiat Phutiratana.

Thailand’s Economic Development. Document Portfolio for Interpretation in Economic Affairs. 2012
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TCBE’s achievement in ensuring
resilience and stability. within
the country’s MICE industry is
attributable to the three guiding
cornerstones across the board: i.e.
1) ‘Win’ 2) ‘Promote’ and 3) ‘Develop’.
Over the past year, TCEB enhanced
confidence and trust in Thailand’s
resourcefulness through conveying
the country’s potential as a MICE
destination blessed with an enduring
diversity and as a vibrant business
hub, capitalizing on its personnel
and services of reliable quality.
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1. Connect Destination

2. Connect People

3. Connect Business

TCEB’s roles in promoting and steering Thailand’s
MICE industry out of the troubled waters in 2014
On account of the then political disruption, the
country’s MICE targets were somehow affected.
Accordingly, TCEB has been stepping up its efforts
in order to secure back confidence in Thailand’s
MICE sector through a speedy dissemination of
correct information. Additionally, the Bureau has
been providing a more diversified series of
support packages in order to go an extra mile
under those circumstances for the benefit of Thai
MICE. In the wake of the crisis, TCEB developed a
response plan to account for risks in order to
boost up confidence among MICE travelers and
ensure that business would proceed comfortably
as planned. To achieve this, the Bureau worked in
tandem with various business groups, stakeholders
and alliances such as the Ministry of Foreign
Affairs, and the Ministry of Tourism and Sports.

During any crisis, MICE events are mostly
postponed rather than cancelled. Attracting new
MICE events would take time. This holds true with
reference to conventions and exhibitions in
particular. Meetings would normally recover more
readily than conventions and exhibitions in light
of increased promotional campaigns. In a nutshell,
this encouraging possibility would naturally incur
higher costs than in a normal situation. Thanks to
collective action on the part of TCEB and
alliances, Thailand’s MICE sector has almost fully
recovered to its normal state.

TCBE’s achievement in ensuring resilience and
stability within the country’s MICE industry
attributable to the three guiding cornerstones
across the board: i.e. 1) ‘Win’ 2) ‘Promote’ and 3)
‘Develop’. Over the past year, TCEB enhanced
confidence and trust in Thailand’s resourcefulness
through conveying the country’s potential as a
MICE destination blessed with an enduring diversity
and as a vibrant business hub, capitalizing on its
personnel and services of reliable quality.
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All these constitute the main nuts and bolts of the
kingdom’s message under the “Thailand Connect”
Campaign. Principally, 3 packages have been put
in place to restore confidence in Thailand among
MICE visitors: i.e

1. ‘Connecting the Destinations’

2. ‘Connecting the People’

3. ‘Connecting Businesses’

Regarding MICE strategies in international markets,
TCEB was successful in many of its undertakings.
In particular, the Bureau was successful in attracting
mega MICE events to be hosted in the country,
which concretely reflects confidence and recognition
among international organizers. In 2014, 919,164
MICE visitors traveled to Thailand, bringing in
more than THB 80,800 million in foreign exchanges.
One such mega events held in Thailand in 2014
was the Unicity Global Convention, which was
organized between 15 and 18 October, 2014 at
IMPACT Muang Thong Thani. This event drew
more than 50,000 attendees, 20,000 of whom
came from 23 foreign countries, while more than
Thais 30,000 counterparts also joined in. This
event brought into the country over THB 1.780
million in foreign exchanges.

Additionally, TCEB has adjusted strategies designed
to attract MICE visitors from major source markets
- i.e. India, Japan, South Korea and Hong Kong - to
return Thailand once again. The Bureau increasingly
puts an emphasis on the creation and extension of
its alliances and networks for collective work. This is
achieved in the main though the ‘Team Thailand’
image enhancing campaign. Furthermore, financial
packages have been extended to parties concerned,
especially those organizing upgraded exhibitions
of all types in such areas as banking, finances,
automotives, and tourism. TCEB provides financial
incentive packages worth up to THB 500,000 baht
for upgraded exhibitions. If any such exhibition is
held in any of the MICE cities, an addition scheme
worth THB 100,000 will also be added thereto.
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With respect to domestic MICE strategies, TCEB
has implemented various undertakings:

1) working in conjunction with Thailand’s Association
of Domestic Travel (ADT) to promote and develop
domestic MICE, emphasizing special economic zones
along the borders between Thailand and the (CLMV)
nations (Cambodia, Laos, Myanmar and Vietnam);
upgrading service levels in response to the advent
of the ASEAN Economic Community; conducting
intra-regional marketing campaigns and domestic
MICE activities in line with the government’s
domestic MICE promotion policy. In addition,
TCEB has also developed MICE highlights to
stimulate domestic MICE - the Domestic MICE
Mart — to diversify MICE markets geographically
across the country in a bid to revive the economy
as a whole. In parallel, TCEB has also championed
a 200% tax incentive scheme to stimulate domestic
seminar market whereby organizing agencies can
lodge a request for tax reduction purposes.

In terms of marketing strategies, TCEB has
undertaking various as follows: 1) expediting its
on-line marketing efforts with a focus on target
MICE customers across the world through the
development of an state-of-the-art MICE database
and added contents in 5 languages — Japanese,
Vietnamese, Indonesian, Korean and Russian.
These are coupled with 7 further campaigns that
are amenable to private-sector involvement in
digital marketing in order that parties concerned
may save costs and time accordingly.

2) developing flexible and varied marketing and
sale promotion media which are readily amenable
to utilization on the part of entrepreneurs as
appropriate. These promotional media are readily
downloadable for use. This is a move that allows
entrepreneurs to save costs and time associated with
digital media preparation. For example, TCEB has
developed a mobile-based application called iFair
with a focus on exhibitions held in Thailand, the Bureau’s
web portal —-www.businesseventsthailand.com —
as well as its other social media and on-line
e-journal designed to keep parties concerned
updated on Thailand’s exhibition sector consistently.
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How has Thailand’s MICE sector prepared
itself in response to the forthcoming ASEAN
Economic Community?

As yet, TCEB has effectively been developing MICE
personnel and standards accordingly. However, it
is to be noted that with the advent of AEC, capital
movement will be key in an international competition
framework that sets local entrepreneurs against
trans-border investors. As of now, MICE services
rendered in a country could well be provided by
a foreign entrepreneur on premises owned by a
businessperson of a foreign nationality. Where
Thailand wishes to be a MICE leader, Thai
businesses shall also need to deliberate on investing
in other countries. Agencies concerned shall also
need to cautiously enquire into associated issues
in this regard.

The key drivers of the MICE industry at work
behind the growth witnessed nowadays are the
following sectors:

1) health, healthcare and spa

2) the automotive sector

3) food and agriculture

4) renewable energy

5) infrastructure.

Major ASEAN MICE players with respectable
potential are Thailand, Malaysia, and Singapore. In the
event that Thailand is competing with any competitor
at all, it shall have to redress its weaknesses. On
the other hand, should the country is engaged in any
cooperative framework at any rate, all countries
concerned will mutually gain substantially through
a healthy synergy of strengths is forged effectively
through complementary efforts.

The very underlying component of MICE as such
lies in business rather than travel. In the main,
MICE visitors value objectives and times.
Therefore, infrastructure and facilities are decisive
factors in any decision-making process regarding
MICE-related travels.
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What TCEB has appreciated in the process of in
MICE development in response to the advent of
AEC both proactively and responsively is the
importance of collective work required for the
creation of a platform and channel through which
exchanges of experiences related to ASEAN-level
MICE business development and the strengthening
of an ASEAN mechanism may occur. This undertaking
involves both the public and private sectors,
whereby TCEB itself has been functioning as a focal
player. This paradigm requires 9 interrelated
strategies — i.e. trade strategies, investment, branding,
customer service facilitation, geographical venue
distribution, intra-regional travel promotion,
capitalization on market proximity, market integration/
consolidation and market segmentalization.

Dedicated and continued functioning in the MICE
circle has resulted in Thailand becoming a regional
leader in various sub-fields of ASEAN’s MICE industry.
However, the country is yet to intensively improve
its transportation system. Additionally, TCEB still
has to promote Thai MICE entrepreneur’s and
personnel professional standards to ensure that
they are truly on a par with those prevalent in the
world’s leading MICE nations.

What factors or components TCEB accords
importance to in 2015 so as to drive Thailand’s
MICE development towards niche markets and to
upgrade its status as a leading international player?
TCEB puts an emphasis on the creation of niche
markets within the MICE industry, including medical
MICE or sustainability-related MICE. With respect
to sustainability, Thailand enjoys greater potential
than many of its competitors in a bid to become a
preferred MICE destination on account of the fact
that its natural resources comprise 3 well-defined
components in abundance: i.e.

1) green energy

2) self-sufficiency economy

3) natural resources and the environment
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In concrete terms, Thailand has successfully managed
to showcase numerous projects in this respect — e.g.
royally initiated projects as well as the hosting of
seminars and MICE activities in military zones.

TCEB truly appreciates the importance of its strategic
alliances, and will thus increasingly create networks
comprising both domestic and international industrial
players. With respect to marketing strategies in 2015,
TCEB shall still strive to drive the MICE industry
through the bidding process in order to win rights to
organize a greater number of international mega-events
in Thailand, as well achieve a diversification of
MICE sub-themes under the same main themes.
The Bureau will also resort to public relations
techniques, joining trade shows and road shows, as
well as networking with target groups abroad more
intensively. This will culminate in a reiteration of
Thailand’s preparedness and a campaign to
encourage MICE entrepreneurs to have confidence
in Thailand’s resourcefulness through activities
under the theme of “Thailand: More Than Ready”.
This shall be conducted to drive Thailand as the
Top of Mind destination within Asia’s MICE industry.

In parallel, TCEB will encourage the public sector
to offer incentive and support measures designed to
minimize costs borne by foreign customers such
as the lifting of visa fees, a reduction in landing
fees for foreign airlines, as well as charter flights
from abroad. These will be implemented together
with tax deduction measures and insurance schemes
for MICE organizers and participants, all of which
will be another set of factors that effectively enhance
Thailand’s competitiveness.

Another factor TCEB accords importance to is related
to the development of Thailand’s MICE personnel’s
quality to ensure that they acquire a level of
expertise and capabilities that are up to global
standards. TCEB has started its development process
involving an educational curricula platform whereby
52 public and private universities incorporated
such a platform in their syllabi in 2014.
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In 2015, 27 vocational institutions will also embrace
similar curricula into their syllabi. Accordingly,
Thailand is the first Asian country to have developed
a curriculum that is up to international standards,
and is also the country with the most educational
institutions offering MICE courses in the world. It
has been set forth that more than 5,000 students
will complete their MICE curricula annually. In
addition, 150 educational staff members will have
undergone training in MICE by the end of 2015.

In 2015, TCEB puts an emphasis on the creation and
development of industrial standards, highlighting
in particular “Thailand MICE Venue Standards”
which shall serve as a basis for corresponding
ASEAN standards. In this framework MICE venues
will share a uniform set of standards, which will
enhance ASEAN’s competitiveness in the global
market. In addition, TCEB will be developing
MIEC professional standards, starting from 3
positions — i.e. event registration specialists,
on-site event specialists and liaison officer
specialists. Subsequently, Thailand will continue to
work with AEC member countries in developing
MICE work standards in additional fields.

Furthermore, TCEB also aims to introduce
technological advancements into its rendering of
services in order to achieve greater accuracy and
speeder. This is a welcome move towards the
enhancement of efficiency in MICE marketing
efforts. The last factor refers to the deliberation
on and an analysis of global trends regarding the
organizing of events in various areas such as
sustainability and event greening in order to
ensure that any such event can respond to the
needs of parties concerned more effectively as
well as create a rewarding and lasting experience
for service users.
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Concluding Remarks
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The MICE industry in 2014 and 2015 reflected downward
and upwards developments in the global economy
as well as the functioning of economic players,
public-sector agencies and private-sector within
the MICE industry. The 2014 global MICE industry
was very much evolving in continuation from that
in 2013. The same global MICE industry is forecast
to grow modestly in 2015. ASEAN’s MICE industry
may be divided into 3 groups: the leaders comprising
Thailand, Malaysia and Singapore. All the countries
in this group plays a significant role in the industry
at the Asian level; a rapidly developing MICE nations,
i.e. Indonesia, Vietnam and the Philippines; and
the remaining nations which are endowed with
MICE potential pending further development in
subsequent stages. The official opening of the
ASEAN Economic Community towards the end of
2015 is a major opportunity for all the ASEAN
member states to collectively develop the industry
systematically in subsequent stages.

Thailand’s MICE industry could well be regarded as
a success story in a sense that its MICE travelers
figure in 2014 did not suffer a sharp slump in the
wake of the last round of a political stalemate
from towards the end of 2013 up to mid 2014. The
country’s actual MICE revenue in the fiscal year 2014
stood at THB 80,800, a figure significantly greater
than the average MICE revenue from the 2007-2013
period of THB 66,773.43. It is to be noted that 8 of
the top 10 source markets consisted of the ASEAN
Plus 6 Group of Nations — i.e. China, India, Malaysia,
Singapore, Australia, South Korea, Indonesia,
Japan. The remaining two source markets were
Hong Kong and the U.S. These top 10 source markets
provided 533,006 MICE travelers to Thailand.

With the advent of the ASEAN Economic Community,
Thailand is expected to play a pivotal role in ASEAN’s
MICE development as it specifically accords
importance to MICE personnel development. In
addition, the country has also encouraged MICE
standards at the ASEAN level in various fields, all
of which contribute to the positive returns to be
reaped by all the 10 member nations. All said,
Thailand still has to develop its numerous systems
including transportation and personnel if it is to
fully benefit from the MICE industry as such.
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