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Overview of Tourism in ASEAN

The overall tourism outlook for ASEAN in 2014 remains positive as growth ticks
upward and tourist numbers continue to rise from 2013. The UNWTO forecast that in
2014, ASEAN will see a total of 96.71 million tourists, or 36.67 percent of total tourist
numbers in Asia Pacific. The UNWTO Tourism Highlights (2015 Edition) reported that
tourist numbers in ASEAN over the past decade (2005 to 2014) grew an average of 7.9
percent per year — a faster rate of growth compared to overall world tourist numbers,
reflecting ASEAN’s attractiveness and potential as a major travel destination.

The World Travel & Tourism Council (WTTC)1 expects continually rising tourist
numbers in ASEAN to stimulate growth in the tourism and related industries, raising the
value of ASEAN’s tourism industry in 2014 to USD 291.80 billion or 12 percent of the
ASEAN region’s GDP. The WTTC forecast that visitors from outside ASEAN will generate
USD 112 billion” in spending, or 51.21 percent of all ASEAN tourist receipts, while
travelers from fellow ASEAN countries (domestic tourists) will generate USD 160.70
billion or 48.79 percent of total tourism spending in the ASEAN region.

! Travel & Tourism Economic Impact: SOUTH EAST ASIA 2015.

2
Total contribution of Travel & Tourism to GDP (including wider effects from investment, the supply chain and induced income

impacts).



Comparative Contribution to ASEAN GDP: Intra-ASEAN (Domestic) vs Non-ASEAN

Arrivals (Visitor Exports), 2014
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Source: Travel & Tourism Economic Impact: SOUTH EAST ASIA 2015
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Among the ASEAN member countries,
Malaysia saw the highest tourist numbers in
2014 with 27.44 million visitors or 29.23
percent of total tourist arrivals in ASEAN. It
was followed by Thailand with 24.78 million
tourists (26.40 percent), Singapore with 11.8
million (12.63 percent), Indonesia with 9.44
million (10.05 percent), Vietnam with 7.87
million (8.39 percent), Philippines with 4.83
million (5.15 percent), Cambodia with 4.5
million (4.8 percent), Myanmar with 3.08
million (3.28 percent) and Timor-Leste with
0.06 million visitors (0.06 percent).3

3
In its preliminary evaluation, the WTTC did not report year 2014 tourist arrival statistics for Brunei or Laos.



International tourist arrivals, ASEAN 2012-2014

Number of Tourists

Country (1000 persons) Growth Rate (%)
Year 2012 2013 2014"
ASEAN 84,700 94,285 96,715
Brunei 209 225 N/A
Cambodia 3,584 4,210 4,503
Indonesia 8,044 8,802 9,435
Lao PDR 2,140 2,510 N/A
Malaysia 25,033 25,715 27,437
Myanmar 1,059 2,044 3,081
Philippines 4,273 4,681 4,833
Singapore 11,098 11,898 11,858
Thailand 22,354 26,547 24,780
Timor-Leste 58 79 60
Vietnam 6,848 7,572 7,874

Share of
Tourist
Numbers (%)

2014

100.00

N/A

4.80

10.05

N/A

29.23

3.28

5.15

12.63

26.40

0.06

8.39

Note: Year 2011 tourist arrival statistics not shown.
Source: UNWTO Tourism Highlights 2015 Edition

a4
Provisional figures or data.
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Overview of the MICE Industry
in ASEAN
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A look at tourism expenditures provides
an indication of the size of ASEAN’s MICE
industry. According to the WTTC Travel &
Tourism Economic Impact: SOUTH EAST ASIA
2015 report, business travel in ASEAN in 2014
totaled USD 60.70 billion or 27.75 percent of
total travel’ spending. Leisure travel” totaled
USD 158 billion or 72.25 percent of total travel
spending.

5
Inbound and domestic.



Comparative Contribution to ASEAN GDP: Business Travel vs Leisure Spending, 2014

12.25%

Business Leisure
spending spending

Source: Travel & Tourism Economic Impact: SOUTH EAST ASIA 2015
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The Exhibition Industry in ASEAN

NTIVIIUNITANTIINAINULAAIEUAT Y
AWy - wUaRAn U 2557 T The Global
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annualized revenue) 53u 621.64 a1u
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(net square meters sold) 591 1,760,000 MN51963615
Imaﬁﬁuﬁ%’mmuamﬁuﬁﬁﬁm&Jlé’f (net square
meters sold) Wiulafindudosas 27.08 90T
2553

A joint survey conducted by The Global
Association of the Exhibition Industry (UFI) and
Business Strategies Group Ltd. (BSG) on the
exhibition industry in Asia Pacific, covering 15
countries, found that 421 trade fairs were held
in ASEAN® in 2014, generating estimated
annualized revenue of USD 621.64 million, with
1,760,000 net m? of exhibition space sold, a
27.08 percent increase from 2010.

6
From a survey of six ASEAN countries: Indonesia, Malaysia, Philippines, Singapore, Thailand and Vietnam.



Survey of the Exhibition Industry in Asia Pacific: Exhibition Space Sold 2010-2014
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Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report
researched and compiled by Business Strategies Group, June 2014.

UFI Uszunaunisaddn Tul 2558 Useine
AUNTNIN1PRITEY 6 UseimnAdzldnuiugudnis
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‘Wu%ﬁ]ﬂﬂ’]iﬂi YUY LansAUA IR 738,990
M1IUAT Immvuwummmiﬂikua YUANIFUAN
meusaaav 17.23 91nU 2556 mumuwamﬂmﬁ
Limmmumwm Indonesian International
Exhibition & Convention Center wag Indonesia
Convention Exhibition (ICE) Iuﬂivmmﬂﬂmuma
ezm]mﬂwmmﬂmL%aummmuwummmiﬂimm
LazLAASAUAMRLTUIN 630,390 A1SIUNT Iuﬂ
2556 10U 680,390 A1snakums Tl 2557 waskdu
738,990 M151aums MU 2558 sua1eu

The UFI anticipated that in 2015 these
six ASEAN countries will house altogether 34
exhibition and convention centers, totaling
738,990 m” of exhibition space, up 17.23
percent from 2013. This increase is largely
attributed to Indonesia’s plan to increase
ASEAN’s exhibition space from 630,390 in
2013 to 680,390 m” in 2014 and 738,990 m’
in 2015, with the construction and expansion
of its Indonesia Convention Exhibition (ICE)
and Indonesian International Exhibition &
Convention Center.

11
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Total Exhibition Space, ASEAN 2013-2015 (Total gross indoor size)

Square
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600,000 — |

630,390
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2013

2014

—— 738,990
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Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”.
A UFI Report researched and compiled by Business Strategies Group, June 2014.
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The ASEAN International Association
Meetings Market
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The ICCA survey of the international
association meetings market in ASEAN found
that from 2010-2014, an average of 633 meetings
were held per year, hosting an annual average
of 273,562 participants. The survey also
reported that in 2014, ASEAN hosted 584
international association meetings attended
by 239,706 participants, down 16.93 percent
and 24.91 percent from 2013, respectively.



ASEAN International Association Meetings Market, 2010-2014
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Source: ICCA Statistics Report
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The ICCA found that the majority of
international association meetings organized
in ASEAN in 2014 were held in hotel facilities,
accounting for 56.53 percent of all international
association meetings; followed by exhibition
and convention centers with 23.37 percent,
universities with 17.09 percent, and other
venues accounting for the final 3.02 percent.

13
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International Association Meetings in ASEAN, by Venue Type (2014)

Hotel meeting facilities

23.37%

Conference and Exhibition Centers

17.09%

Universities

3.02%

Other venues

Source: ICCA Statistics Report
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According to the ICCA survey, the sector
organizing the most international association
meetings in 2014 was Medical Sciences, with
140 events. This was followed by Technology
with 111 events, Science with 70 events,
Industry with 55 events, Education with 52
events, Management with 42 events, Transport
and Communication with 36 events, Economics
with 28 events, Social Sciences with 23 events
and Culture and Ideas with 21 events.



International Association Meetings in ASEAN, by Sector (2014)
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MICE IN ASEAN
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the Tourism
and MICE Industries

In

ASEAN Competitiveness in the Tourism Industry

)

7
worldwide. Following Singapore

According to the Global Travel & Tourism Competitiveness Index Report 2015

th

Singapore topped the ASEAN countries while ranking 11
was Malaysia (25th), Thailand (35th), Indonesia (50

(96th), Cambodia (105th), and Myanmar (134™).

Laos

)

)

, Philippines (74th), Vietnam (75

Brunei not included.

7
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MICE IN ASEAN

The Travel & Tourism Competitiveness Index 2015

The Travel & Tourism Competitiveness Index 2015

Country / Economy Rank 2013

Rank Score

Singapore 11 4.86

Malaysia 25 4.41 34

Thailand 35 4.26

Indonesia 50 4.04 70

Philippines 74 3.63 82

Vietnam 75 3.60 80

Lao PDR 96 3.33 N/A

Cambodia 105 3.24 106

Myanmar 134 2.72 N/A

Source: The Global Travel & Tourism Competitiveness Index Report 2015
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ASEAN Competitiveness in the MICE
Industry
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The Global Travel & Tourism Competitiveness
Index Report 2015, under its Cultural Resources
and Business Travel sub-category, ranked the
competitiveness of ASEAN countries according
to number of international association meetings
hosted, with Singapore again topping the list in
ASEAN and ranking 25" worldwide. It was
followed by Thailand in 31" place, moving
up two spots from 2013. Third was Malaysia
in 34" place, dropping four spots from 2013.
Following them were Indonesia (40™), Philippines
(51%Y), Vietnam (53", Cambodia (88"), Laos
(111th), and Myanmar (117th).



International association meeting rankings 2015°

20157 2013

Rank COUNTRY / ECONOMY VALUE COUNTRY / ECONOMY

25 Singapore 164.7 Singapore
31 Thailand 138.3 Malaysia

34 Malaysia 127 Thailand

40 Indonesia 90.0 Indonesia

51 Philippines 48.3 Philippines

53 Vietnam 41.3 Vietnam

88 Cambodia 8.0 Brunei

111 Lao PDR 3.3 Cambodia

117 Myanmar 2.7

Source: The Global Travel & Tourism Competitiveness Index Report 2015

8 Number of international association meetings held in the country 2015; 2011-2013, average figures. Year 2014 data not included.

? Brunei not included.
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Comparative

Overview

of MICE in the
ASEAN Countries |

The Exhibition and Trade Show Market in ASEAN

According to the joint report conducted by The Global Association of the Exhibition
Industry (UFI) and Business Strategies Group Ltd. (BSG) on the exhibition market in 15 Asia
Pacific countries, in 2014 Singapore and Thailand tied for first ranking in terms of most
exhibitions hosted among the ASEAN countries with 88 events each. It was followed by
Malaysia with 78 events, Indonesia with 63 events, Vietnam with 58 events, and Philippines
with 46 events. In terms of net square meters sold, Thailand topped the ASEAN ranking
in 2014, selling 550,000 m?. It was followed by Singapore which sold 332,500 m?, Malaysia
with 321,000 m?, Indonesia with 221,750 m?, Vietnam with 170,250 m?, and Philippines
with 164,500 m?.

MICE IN ASEAN




MICE IN ASEAN
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The UFI anticipated that in 2015, Indonesia will house the most exhibition and
convention centers in ASEAN with 10 venues, followed by Thailand with 9 venues, Singapore,
Malaysia and Vietnam with 4 each, and Philippines with 3 venues. Thailand will remain in
the lead in terms of most available exhibition space in ASEAN, as in the previous year,
with 222,984 m?, followed by Singapore with 219,970 m?, and Indonesia with 164,694 m?
including the 48,600 m? added from the previous yearllo. Malaysia takes fourth place with
71,292 m?, followed by Vietnam with 33,793 m? and Philippines with 26,257 m?.

10

The UFI estimated that the expansion of the Indonesia Convention Exhibition (ICE) venue in 2015 will increase the

country’s available exhibition space by 48,600 m-.



Number of Trade Fairs and Net Square Meters Sold, ASEAN 2014

Total exhibition space sold
Number of trade fairs (square meters)
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Thailand Singapore WEIEVSE] Indonesia Vietnam Philippines
Number of trade fairs 88 88 78 63 58 46
@ Net square meters sold 550,000 332,500 321,000 221,750 170,250 164,500
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MICE IN ASEAN

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

Number of Exhibition Centers and Total Exhibition Space, ASEAN 2015

Exhibition centers Exhibition space (square meters)
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Indonesia Thailand Singapore Malaysia Vietnam Philippines
Number of exhibition centers 10 9 q q qa 3
@ Total exhibition space 164,694 222,984 219,970 71,292 33,793 26,257

Source: The Global Association of the Exhibition Industry (UFI). “The Trade Fair Industry in Asia: 10th edition”. A UFI Report
researched and compiled by Business Strategies Group, June 2014.
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The International Association Meetings
Market in ASEAN
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The ICCA report found in its survey of
ASEAN countries in 2014 that Singapore held
the most international association meetings in
the region, with 142 events. It was followed
by Malaysia with 133 events, Thailand with
118 events, Indonesia with 76 events, Vietnam
and Philippines with 46 each, Cambodia with 9
events, Myanmar with 8 events and Brunei and
Laos with 3 each.

In terms of participant numbers, Malaysia
welcomed the most MICE travelers in ASEAN
with 71,157 visitors. It was followed by Singapore
with 57,497 visitors, Thailand with 42,742,
Indonesia with 29,613, Philippines with 17,327,
Vietnam with 16,328, Cambodia with 2,417,
Myanmar with 2,038, Brunei with 369 and
Laos with 218 visitors.

Number of International Association Meetings and Participants, ASEAN 2014

Number of participants (persons)

Number of meetings
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Singapore Malaysia Thailand Indonesia | Philippines VEGER Cambodia Myanmar Brunei Lao PDR
IPTLoET @ FEEiRES 142 133 118 76 46 a6 9 8 3 3
@ Number of participants 57,497 71,157 42,742 29,613 17,327 16,328 2,417 2,038 369 218

Source: ICCA Statistics Report
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Thai MICE Industry Performance: Q1/Q2 Fiscal Year 2015

Snapshot of

Number of MICE travelers (persons)

Q1 Q2 Six Months Combined
Meetings 41,628 91,435 133,063
Incentive 60,920 80,800 141,720
Conventions 62,079 77,980 140,059
Exhibitions 27,845 33,392 61,237
Total 192,472 283,607 476,079

16,609

Revenue (Million baht)

Q2 Six Months Combined

9,890 14,393

5,130 8,998

7,242 13,007

2,859 5,332

25,121 41,730

Source: Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics
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Thailand welcomed a total of 476,079
MICE travelers in Q1 and Q2 of fiscal year
2015, generating revenue of THB 41,730
million. The MICE segment that saw the most
travelers was incentive travels, with 141,720
visitors, followed by conventions with 140,059
visitors, meetings with 133,063 visitors and
exhibitions with 61,237 visitors. The segments
generating the most revenue were meetings
(THB 14,939 million) and conventions (THB
13,007 million), while incentive travels (THB
8,998 million) and exhibitions (THB 5,332
million) earned the least. Visitor and revenue
proportions per MICE segment are shown in
the figures below.



Thailand: MICE Travelers by Market Segment, Q1/Q2 Fiscal Year 2015
28

29.77%

Incentive travels

Conventions

27.95%
Meetings

12.86%
Exhibitions

Source: Calculated from Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics

Thailand: MICE Revenue by Market Segment, Q1/Q2 Fiscal Year 2015

34.49%
Meetings

Conventions

21.56%

Incentive travels

12.78%
Exhibitions

Source: Calculated from Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics
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October-December

2014

Tasvnan 2

Q1 saw a total of 192,472 MICE visitors, generating revenue of THB
16,609 million. In terms of participant numbers, conventions (62,079
persons) and incentive travels (60,920 persons) brought in the most visitors,
while the highest-earning segments were conventions (THB 5,765 million)
and meetings (THB 4,503 million). The exhibition segment was less active in
terms of number of participants and revenue generated.
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Quarter 2
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January-March

2015

This quarter saw a total of 283,607 MICE visitors, generating revenue of
THB 25,121 million, up 50 percent from Q1. Meetings (91,435 persons),
incentive travels (80,800 persons) and conventions (77,980 persons)
drew the most participants, with meetings (THB 9,890 million) and conven-
tions (THB 7,242 million) earning the most revenue. As in Q1, the exhi-
bition segment remained the least active.

MICE IN ASEAN
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Q1 of fiscal year 2015 saw the highest-ever
revenue compared to the same period in previous
years. Revenue in Q2 was also higher than in
the same period in 2014, but still lower than
that seen in 2012-2013. In any case, combined
revenue from Q1 and Q2 2015 was higher
than in 2014, and about on par with that in
2012, indicating a welcome rebound following
the political turmoil of 2013-2014. While
domestic stability has returned, the Thai MICE
industry could still be impacted by external
factors related to fluctuations in the world
economy.

Thailand: Comparison of Q1/Q2 MICE revenue for fiscal years 2010 - 2015

Million baht 10,000 20,000

2010

2011

. Quarter 1

Quarter 2

30,000 40,000 50,000

Source: Thailand Convention and Exhibition Bureau (Public Organization) MICE industry statistics
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Thailand’s five designated MICE cities-Bangkok,
Chiang Mai, Pattaya, Khon Kaen and Phuket-had a combined
value of more than THB 43,584 million and hosted almost 12
million MICE visitors over Q1/Q2 fiscal year 2015. Bangkok
generated the most revenue with THB 30,694 million, followed
by Khon Kaen with THB 5,659 million, Pattaya with THB 4,071
million, Chiang Mai with THB 2,587 million and Phuket with
THB 573 million.

Thailand’s domestic MICE performance, Q1/Q2 fiscal year 2015

Revenue (Million baht)

Six Months Combined Q1 (o) Six Months Combined

8,482,235 14,045 16,649 30,694

525,828 1,294 1,292 2,587

1,046,536 3,124 947 4,071

1,585,043 3,547 2,112 5,659

73,570 103 471 573

Number of MICE travelers (persons)
Q1 Q2
Bangkok 3,763,233 4,719,002
Chiang Mai 340,974 184,854
Pattaya 866,842 179,694
Khon Kaen 945,220 639,823
Phuket 38,946 34,624
Total 5,955,215 5,757,997

11,713,212 22,113 21,471 43,584

Source: Thailand Convention and Exhibition Bureau (Public Organization), MICE industry statistics for Thailand MICE

Industry Statistics
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During the same time period, the MICE
segments generating the most revenue in
Thailand were exhibitions and trade fairs,
followed by incentive travels. Meetings and
conventions played a lesser role, accounting
for a relatively small portion of earnings. The
segments that proved most significant varied
depending on the city, as follows:
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Bangkok As Thailand’s capital city, Bangkok is its most significant MICE city, generating the
highest value. Bangkok’s MICE activities earned over THB 30,694 million, with a major contribution
coming from exhibitions (THB 30,315 million) and conventions (THB 295 million), while the other
MICE segments played a lesser role.

Wealna Luaqmﬂmmqmﬂmuamamammiﬂmmmeﬂ,umLﬂuamw 4 @1un50a51958laTIU 2,587 mumm
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Chiang Mai Thailand’s key northern destination, Chiang Mai’s MICE industry ranks fourth in the
country. Its MICE activities earned THB 2,587 million, with major contributions coming from
exhibitions (THB 1,412 million) and incentive travels (THB 1,094 million), while the other MICE
segments have yet to play a significant role.
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Pattaya The eastern seaboard city whose MICE industry ranks third in the country, earning THB
4,071 million. The major source of revenue came from exhibitions (THB 2,985 million), incentive
travels (THB 807 million) and conventions (THB 219 million), while the other meeting types have
yet to generate significant revenue.

YUY mLmaqmqmﬁmwauaaﬂLammua‘wmammwmimlmmmfﬂiummmﬂﬂiquﬂ flyaA137u 5,659
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Khon Kaen The highlight of the northeast whose MICE industry ranks second in the country.
Exhibitions and trade fairs (THB 5,572 million) were its major revenue generator, while the other
MICE segments remained less active.

mfm lsuml,mw%aaumuu LmaqLmqamamﬂisﬂmmmmmLam/lam fyarenannIsy 39 573 AUV
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Phuket The Pear| of the Andaman, with the smallest MICE industry of the five designated cities in
Thailand, generating THB 573 million. It is the only city which does not earn significant revenue
from exhibitions, with incentive travels (THB 470 million) taking the lead.



Thailand MICE industry performance, by city — Q1/Q2 fiscal year 2015

Number of MICE travelers (persons)

33

Revenue (Million baht)

Bangkok
Q1 Q2 Six Months Combined Q1 Q2 Six Months Combined
Meetings 33,286 18,120 51,406 46.76 37.54 83.30
Incentive Travels N/A N/A N/A N/A N/A N/A
Conventions 108,037 70,448 178,485 220.23 74.63 294.86
Exhibitions 3,621,910 4,630,434 8,252,344 13,777.72 16,537.30 30,315.02
Total 3,763,233 4,719,002 8,482,235 14,044.71 16,649.47 30,694.18
Number of MICE travelers (persons) Revenue (Million baht)
Chiang Mai
Q1 Q2 Six Months Combined Q1 Q2 Six Months Combined
Meetings 4,732 10,827 15,559 6.65 22.43 29.08
Incentive Travels 13,591 74,617 88,208 66.16 1,027.75 1,093.91
Conventions 2,021 45,230 47,251 4.12 47.92 52.04
Exhibitions 320,630 54,180 374,810 1,217.40 194.28 1,411.68
Total 340,974 184,854 525,828 1,294.33 1,292.37 2,586.70
Number of MICE travelers (persons) Revenue (Million baht)
Pattaya
Q1 Q2 Six Months Combined Q1 Q2 Six Months Combined
Meetings 25,131 11,731 36,862 35.30 24.30 59.61
Incentive Travels 51,968 40,242 92,210 252.99 554.28 807.27
Conventions 89,243 35,325 124,568 181.92 37.42 219.34
Exhibitions 700,500 92,396 792,896 2,653.78 331.22 2,985.00
Total 866,842 179,694 1,046,536 3,123.99 947.23 4,071.22
Number of MICE travelers (persons) Revenue (Million baht)
Khon Kaen
Q1 Q2 Six Months Combined Q1 Q2 Six Months Combined
Meetings 6,891 4,361 11,252 9.68 9.03 18.71
Incentive Travels N/A N/A N/A N/A N/A N/A
Conventions 10,104 44,862 54,966 20.60 47.53 68.12
Exhibitions 928,225 590,600 1,518,825 3,516.92 2,055.34 5,572.27
Total 945,220 639,823 1,585,043 3,547.20 2,111.91 5,659.10
Number of MICE travelers (persons) Revenue (Million baht)
Phuket
Q1 Q2 Six Months Combined Q2 Six Months Combined
Meetings 5,506 512 6,018 8.79
Incentive Travels N/A 34,112 34,112 469.85
Conventions 18,390 N/A 18,390 37.49
Exhibitions 15,050 N/A 15,050 57.28
Total 38,946 34,624 73,570 102.50 470.91 573.41







NSJINWUKIUAS WBAJUKIAAKUNEMS Bangkok: The Second Most-Visited City

Iun1as=auian on Earth in 2015

UDNAINNTINN %Lﬂmﬁmquﬁﬂmﬂim% Bangkok is not just a major MICE city
YoalneuaramuLLEd 3I1NN158NTI9VBY MasterCard in Thailand and ASEAN, it is one of the most
Tus1911 2015 Global Destination Cities Index!! visited places in the world. In its 2015 Global
Fanudeyafiraulaifsrfunsamne Tugiuzidles Destination Cities Index!!, MasterCard ranked
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Bangkok is the world’s second most visited city, with 18.24 million visitors, a number
which continues to grow at a rate of up to 8 percent.

Other top-ranking ASEAN cities in terms of international visitors are Singapore (7t and
Kuala Lumpur (8t), with 11.88 million and 11.12 million visitors, respectively.
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Bangkok ranked 7t worldwide in terms of spending by international visitors, earning
USD 12.36 billion and posting the highest rate of growth in spending at 11.8 percent.

Other ASEAN cities ranking among the top worldwide in international visitor spending
are Singapore (51) and Kuala Lumpur (8t), earning USD 14.65 billion and USD 12.02
billion, respectively.

H MasterCard Worldwide Insights. “2015 Global Destination Index”
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World’s Top 20 Destination Cities,
by Number of International Visitors 2015 (million persons)
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London 18.82 mn Tokyo
Bangkok 18.24 mn Barcelona
Paris 16.06 mn Amsterdam
Dubai 14.26 mn Rome
Istanbul 12.56 mn Milan

New York 12.27 mn Taipei
Singapore 11.88 mn Shanghai

Kuala Lumper 11.12 mn Vienna
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Seoul 10.35 mn Prague
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Hong Kong 8.66 mn Los Angeles
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London
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Shanghai
Seoul

World’s Top 20 Destination Cities,
by International Visitor Spending 2015 (billion USD)
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London

New York
Paris

Seoul
Singapore
Barcelona
Bangkok
Kuala Lumper
Dubai

Istanbul

$ 20.23 bn
$ 17.37 bn
$ 16.61 bn
$ 15.24 bn
$ 14.65 bn
$ 13.86 bn
$ 12.36 bn
$ 12.02 bn
$ 11.68 bn
$ 9.37 bn

Taipei
Tokyo
Hong Kong
Los Angeles
Madrid
Miami
Sydney
Munich
Rome

Berlin

$ 9.28 bn
$ 8.44 bn
$ 7.44 bn
$ 7.36 bn
$7.13 bn
$ 6.40 bn
$ 6.15 bn
$ 5.57 bn
$ 5.29 bn
$ 5.22 bn
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On the Competitive Potential
of Dusit Thani Hotel

Today’s hospitality business is fiercely competitive,
both domestically and abroad. As a leading Thai-born
hospitality brand, Dusit Thani’s strategy to prepare
for market expansion is to build brand recognition
while diversifying our customer target groups.
Our chief competitive advantage in ASEAN is
that we are an established presence in the hotel
business, building on 45 years in the industry. We
are continually refreshing our business strategies
in keeping with the zeitgeist, and ever-evolving
client needs. We've tapped into the potential
of the MICE business and expanded our meeting
facilities and guest room capacity, with the Dusit
Thani Bangkok now offering 517 guest rooms to
accommodate travelers attending events here.

Dusit Thani hotels are competitively located in
central business districts, allowing easy access to
city attractions, with a full range of services and
amenities on hand for all occasions. The Dusit
Thani Bangkok, for instance, is located in one of
the city’s key business districts, right next to a
skytrain station so guests can easily reach other
parts of the city. Another strength is that we have
cultivated our original, home-grown brand to a
level that is on par with leading international
brands, although in the past it wasn’t considered
all that necessary to raise hotel standards to an
internationally-accepted level. These days, success
in the hotel business is about more than just listing
one’s competitive advantages and disadvantages;
hospitality businesses ultimately compete on
qualitative, less tangible factors — the quality of
their service, the ability to provide comprehensive
amenities and to answer guest needs with the
right level of engagement and care. Pricing,
meanwhile, works in an organic way to delineate
the different guest market segments.
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Competition in today’s hospitality industry revolves
around guest needs and catering to specific
service formats. For example, the Dusit Thani
Bangkok would be at a disadvantage if the client
were looking for a seaside or country atmosphere,
but we would have the advantage if what they
wanted was an urban backdrop, though we
would have to compete with nearby hotels. The
MICE industry also revolves around the venues
themselves, and since the Dusit Thani was not
built as a MICE venue, those that are will have
an advantage. However, few of those venues are
able to accommodate all the participants of a
particular event, so when there is a major event
in town, we should be able to compete with
nearby hotels to accommodate as many of them
as we can.

We are also competitive abroad, with a presence
in numerous cities through our network of Dusit
Thani hotels, including the Dusit Thani Dubai in
the UAE, the Dusit Thani Manila in the Philippines,
and the Dusit Thani Maldives. We are also a
member of the Preferred Hotel Group, one of
the world’s leading hotel business partnerships,
which reinforces our competitiveness against
other hotel brands abroad.
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Gauging the Impact of the
Forthcoming ASEAN Economic
Community (AEC) after 2015

With the advent of the AEC, competition will rise
simply as a function of there being more choices
more readily available. There would also be
greater potential to lose opportunities to other
ASEAN countries. This doesn’t necessarily mean
that Dusit Thani or any other hotel brand lacks
competitive strength, but that each country innately
offers different characteristics and a unique
charm that will draw different event organizers
at different times. If an event organizer is looking
for a destination still relatively untouched by
urbanity, where traditional ways of life and culture
are more prominent, they would more likely lean
towards Myanmar, Laos or Vietnam, because
Bangkok is perceived by many in the region as
being more on par with Singapore and Malaysia
in terms of urban development. For this reason,
Thailand should focus on expanding its MICE
venues to other provinces in smaller cities like
Chiang Mai, for instance.

More people are getting to know Thailand, thanks
to AEC integration and advanced communication
technologies. Anyone with an internet connection
can quickly find information on MICE venues and
this presents an opportunity for Dusit Thani
hotels to make themselves better known abroad.
One advantage Thailand has over other ASEAN
countries is its long-established presence as one
of the world’s top travel destinations, renowned
for its many attractions and its service-minded
hospitality, which is a key competitive distinction.
Overall, Thailand’s hotels have been developing
nicely but if more of them, especially in the
provinces, raise their standards to international
levels and become more engaged in service,
sanitation and cleanliness, it would raise visitor
perception of the whole industry.

MICE IN ASEAN




MICE IN ASEAN

amamnssmlmLﬁ‘juamamﬂiiwmmﬂmamﬂu
ﬁimmluwivaumim“luamammiaﬂm yonani
nansENUTioNTiARtuNNSTn AEC lugsia
159051 AB NISKINIVRINAIALIINUAIRT L Ya
lugenadanda mnusesaludsemeadslilasung
W agldanunsaudedunagenagnuganula

nagnsMsuwsuuIAUAINSniuNIsSudIdu
malnus=s1AUIASYINAINT U

AENRINTSAE AEC Uszwalnedamsiidnaninly
nsutsfuiidiiosusuussmadulue ey
LuaamnﬂivmwﬂmmummlmLﬂwms GRLRE
maammwmmaammLﬂuamwmummmuﬂwmmsn
uimsunsasuaSnwANuANTus gty
wuﬁmmmiamaluamammwlwﬂmwuu A4
1@LﬂiwmﬂmimﬂivLwﬂl‘mmmuuamaummu'gu
Uooass ﬁ]wﬂuﬂamam%maﬂﬂumLmumm’m
ludanndy lunmsuvesnsutsiuluseUsema
Uszielnglalgidosoulssmasy ws1etagiu
mmmmaﬁlumﬁmLaual,waslw”lmm AADAIY
AT msm@yﬁaugsuammauiiamﬂmyq Taile
LRNFNNAUNINLN

What is worrisome is whether we can maintain
and build on the amenities we have to offer, and
the shortage of high-quality human resources in
the MICE industry who are trained to perform
their jobs efficiently and effectively. Also, hotel
standards in the provinces are not as high as in
Bangkok, and we must develop them over the
long term so that we can expand our business to
the provinces. The provinces need to be prepared
to seize the opportunities that will come with an
expanded market, and to compete with our ASEAN
neighbors who will only become more competitive
as time goes on. MICE organizers are not keen to
take chances in doing business with inexperienced
service providers. Another possible impact of
AEC integration on the hospitality business is the
entry of foreign workers, especially in the provinces.
If Thailand’s workforce fails to raise its capacity,
it will be uncompetitive and could lose jobs to
foreign workers.

Strategies for Developing
Competitiveness within the ASEAN
Economic Community

Thailand will maintain its strong competitive
potential after AEC integration, thanks to a
well-established tourism industry and its standing as
one of the world’s most visited destinations.
However, it must focus more on collaboration
and building partnerships with MICE industry
players. One advantage is that Thailand already
hosts quite a lot of exhibitions and this provides
opportunities for us to meet other MICE event
organizers and their representatives. In terms of
competitiveness, Thailand is well-placed
internationally because it has built up its capacity to
bid for world-class events, and it is backed by the
expertise and know-how of major hotel chains,
on a par with other competing countries.
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One of Thailand’s disadvantages in relation to
sales, however, is that some event organizers
associate Thailand with lower-budget events,
whereas Singapore is suited for higher-profile
events. In any case, when the AEC comes into
effect, the number of competitors will increase
because the market has expanded, but many
ASEAN countries still lack MICE industry
preparedness and experience in terms of event
organization, quality personnel and language
skills, so they have less capacity at this stage to
meet client needs.

Thailand should not focus on competing with the
less-experienced countries but should actively
raise its own standards to position itself on a
higher plane in the MICE market. Moreover,
competing on price is a worrisome practice. If
Singapore’s hotels decide to reduce their prices,
for instance, event organizers would likely choose
Singapore over Thailand, without stopping to
consider that Singapore’s prices are still on a
higher scale than in Thailand. Raising our own
prices could be a double-edged sword. If Thailand
were to raise prices, it should do so during the
tourist high season, and ensure that event organizers
are duly informed so that they understand where
the higher price is coming from.
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What the Public Sector Can Do
to Support the Private Sector

| would like the public sector and related agencies
to convey to the world what daily life in Thailand
is really like, so that they have the correct
understanding and aren’t unnecessarily afraid or
concerned by the latest media reports. The tourism
and MICE industries rely heavily on visitor
confidence, and negative developments, including
economic or political instability, could easily
deter organizers from considering Thailand. If
prospective visitors lack confidence or feel that
their security might be compromised, they would
simply not come here. The public sector should
present accurate and more positive information
to balance how the country is presented in the
media. It should also tighten regulation of
unregistered, illegal hotels and places of
accommodation.

Recommendations for Developing
the Thai MICE Industry

We should emphasize education at all levels, not
just at universities, to plant the seed within
youngsters to become good stewards of society.
We should show young students the importance
of English proficiency and professional training,
so that we can overcome the shortage of quality
human resources, especially those providing
services in the field. We should encourage
employees with career growth opportunities and
show them that every job is important, instilling
a sense of pride in their work and their contribution
to the profession. After all, the hospitality industry
lives and dies on the quality of the service
provided, so that is the most important thing to
cultivate.
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Managing Director
Bangkok International Trade
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On BITEC’s Competitiveness Potential

Since the beginning, BITEC has positioned itself
to be competitive in large-scale markets, i.e.,
Asia. Our key MICE competitors now are Singapore
and Hong Kong. When an event organizer looks
for a venue, they must take into account their
budget, how appropriate the venue’s surroundings
are in relation to their product, and whether the
venue itself is centrally located and easily
accessed through efficient transport systems.
Meanwhile, participating companies are generally
interested in events that are well-known at the
national level and up, or already established on
the event calendar, as these draw huge numbers
of participants and highly varied crowds, as
opposed to exhibitions for niche product types
which are less heavily trafficked.

BITEC’s competitiveness lies in being prepared;
that is, to offer everything that a MICE facility
should offer. This includes preparing the venue,
providing full on-site amenities, including
equipment for meetings and exhibitions of all
sizes and formats, and professional service
providers trained to meets all kinds of client
needs. We must also be flexible in delivering our
services. The ability to retain clients and to
continually find and engage new clients is also
key. Every successful, well-received event raises
the chance that organizers will use our services
again or organize events with us on a more
frequent basis. This is key, because today’s
industry is fiercely competitive. It's easier to
access information, with communication
technology and networking developing at such a
rapid pace. The MICE industry is also highly
sensitive to negative external factors, including
political instability, security threats or natural
disasters. If these occur in Thailand too often, we
will easily lose opportunities to other countries
in ASEAN.
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Gauging the Impact of the
Forthcoming ASEAN Economic
Community (AEC) after 2015

The MICE venue business is grounded in real
estate, which involves high initial investment.
BITEC doesn’t have plans right now to invest in
new venues outside of Thailand as we are already
positioned to serve the Asian market right here.
Therefore, upcoming AEC integration is unlikely
to affect us directly, although new convention
centers are being built in the region. Unless they
are thoroughly developed, however, many of
them won'’t be able to fully meet client needs
and in the long run they may not be able to survive
in this market. Also, marketing in the MICE
industry is not an easy task. You can’t rely on the
same client base to ensure your growth. You
must seek out new clients continually. What is
worrisome is that if Thailand doesn't strategically
and continuously develop its capabilities,
the MICE industries of ASEAN neighbors like
Myanmar, Laos, Vietnam and Cambodia could
catch up and surpass us.

Strategies to Increase Competitiveness
with Other Countries

As the AEC approaches, Thailand’s MICE industry is
facing a major shortage of quality workers with
solid English proficiency and other language
skills, and who are ambitious and disciplined in
their work. We must be sure to retain the quality
employees that we have for as long as we can,
to communicate to them what our company culture
and values are, and to keep direct channels of
communication open between management and
staff in case a problem arises. Our strategy to
bolster competitiveness includes nurturing a
quality workforce, creating business partnerships
and networks with MICE venues in other
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countries to lower operational costs; providing
comprehensive support for MICE organizers, from
information management, proposing companies
that an organizer could collaborate with, and
studying the kinds of MICE activities that could
be organized in partnership; stimulating and
maintaining the interest of MICE organizers who
could become our loyal clients, taking part in
MICE associations domestically and abroad, and
always continuing to seek out new clients.

There are also numerous externalities to contend
with, including the status of society and the
economy, political stability, rules and regulations,
and new technologies - all forever-changing
environmental factors that could impact the
MICE business. Whenever Thailand makes a bid
to host an international event, whether through
an organization or association, we must prepare
months in advance and stay abreast of evolving
situations that may impact future plans. We must
be able to forecast industry trends as well, and
prepare accordingly.

What the Public Sector Can Do
to Support the Private Sector

The public sector should focus on fulfilling
its own duties to the best of its ability, one of
the most vital being investment in basic
infrastructure, which must be world-standard,
efficient, smoothly-connected and varied.
Our infrastructure should be convenient and
easy to use, and it should instill in its users a
sense of confidence and security. There should
also be better coordination among the relevant
state agencies in order to reduce duplicate steps
as we work to expand partnerships between
public and private agencies.
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Recommendations for Developing the
MICE Industry in Thailand

As a whole, we urgently need to set the right
standards for the Thai MICE industry so that we
have a blueprint for developing in the same
direction. Once these standards are in place, we
must ensure they are continually developed over
time. We need to raise our standards for
management, security and the workforce. We
must educate our personnel so that they understand
what the MICE industry is all about, in relation to
both the clients organizing an event and the
companies or delegates participating in them.

MICE IN ASEAN
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e Asia’s Top Convention City for the 12t consecutive year 910 International Congress and
Convention Association (Global Ranking, 2013)

e Top International Meeting Country for the 3'd time and Top International Meeting City for
the 7t consecutive year 971 Union of International Associations (Global Ranking, 2013)

e Highest Revenue net square meter sold in Asia Pacific in 2012 31n351897UY88 UFI, The
Global Association of the Exhibition Industry (The Trade Fair Industry Report gth ed|t|on)

e 2Nd Best Convention Bureau & 2"d Best City for Business Events (CEl Asia Industry Awards,
2013)

e Asia’s Leading Meeting & Conference Destination (World Travel Awards, 2013)
® Best BT MICE City (TTG Travel Awards 2014)

e Best Business City in Southeast Asia (Business Traveller Asia-Pacific Travel Awards, 2014)
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SEA Games 2015
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and Event Highlights 2015

Singapore

Singapore is a leading MICE destination among the ASEAN countries, thanks to its solid basic
infrastructure, strategic location, developed transportation systems, international connectivity, a
well-trained private sector, continual government support and sound regulations. Each year, it
stages numerous meetings, seminars, and world-class exhibitions, and welcomes numerous visitors
led by the world’s leading tour companies. Singapore’s MICE industry consistently ranks among
the top worldwide in numerous listings generated by tourism and MICE-related industry associations
or institutes, including:

e Asia’s Top Convention City for the 12" consecutive year, by the International Congress and
Convention Association (Global Ranking, 2013)

® Top International MeetiniCountry for the 3 time and Top International Meeting City for
the 7th consecutive year, by the Union of International Associations (Global Ranking, 2013)

Highest Revenue net square meter sold in Asia Pacific in 2012, in the Global Association
® of the Exhibition Industry (UFI) Trade Fair Industry Report 9t edition

2"d Best Convention Bureau & 2"d Best City for Business Events (CEIl Asia Industry Awards,
2013)

Asia’s Leading Meeting & Conference Destination (World Travel Awards, 2013)
e Best BT MICE City (TTG Travel Awards 2014)

e Best Business City in Southeast Asia (Business Traveller Asia-Pacific Travel Awards, 2014)

Singapore’s MICE Highlights 2015
SEA Games 2015

Singapore hosted the 28th SEA Games, considered the Olympic Games of Southeast Asia, from
5-16 June 2015. The games welcomed 4,370 athletes from 11 countries, and demonstrated Singapore’s
readiness to organize mega events on the regional scale and its potential to host other world-class
events. Singapore views the SEA Games as a launching-off point in its Singapore Vision 2030
campaign and considers it an important symbol for the upcoming integration of the ASEAN Economic
Community (AEC), within which the country is officially committed to becoming an economic
leader.
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Standout Achievements in the Organization of the SEA Games 2015
New sports stadium: ASEAN’s biggest and most modern

The Singapore Sports Hub was the main sporting venue for the SEA Games. It was newly
built in 2014 as a gathering ground for different sporting events, showcasing a 55,000 seat
National Stadium. Its curved roof is the biggest dome in the world, which can open and close to
cover the entire stadium, providing daytime shade. It is equipped with an efficient cooling system
that reaches all seating areas while saving energy. Seating can also be adjusted and optimized
for different sporting events. In short, it is one of the top five most high-tech stadiums in the
world.

The other components of the sports hub include an Indoor Stadium, OCBC Arena, OCBC
Aquatic Centre, Splash-N-Surf, Water Sports Centre, Singapore Sports Museum, Sports Hub Library
and the Kallang Wave Mall.

Village in the City

Singapore implemented a Village in the City concept instead of building a designated
athletes’ village. They arranged for SEA Games athletes to stay at 20 different four and five-star
hotels in central areas like Marina Bay, Havelock, Tanjong Pagar and Chinatown. They were able
to commute to the Singapore Sports Hub and other competition and training venues conveniently
via the efficient public transport network, coordinated by a management system to facilitate
movement of athletes and personnel. This approach allowed the organizers to circumvent some
limitations and significantly reduced investment costs. The arrangement also allowed athletes
and visitors to more fully experience Singapore as a city. Accommodation was also arranged by
sporting event rather than by country, which the organizers hoped would encourage the athletes
to meet and interact with new people.

Professional logistics management

The SEA Games organizers anticipated that during this event they would have to manage,
transport and house over three million pieces of sports equipment and materials, totaling some
1,642 tons. The organizers designated Singsoc Logistics Centre (SLC) to manage a warehouse
some 17,000 square feet large. Another firm, CWT Limited, was entrusted to provide logistics
services during the entire competition. CWT Limited provided comprehensive supply chain
management services to manage the sports equipment and luggage of all athletes and personnel
the entire time they were in Singapore, from their arrival at the airport, as they moved between
accommodation, training and competitive venues, until their departure back to their home countries.
CWT Limited is one of Singapore’s leading comprehensive logistics service providers, with the
capacity to transport all kinds of goods per client needs. It has operations in 90 countries around
the world, and direct connections to more than 200 shipping ports and more than 1,500 inland
destinations in Singapore.
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Organizing the Great Singapore Sale to
Coincide with the SEA Games
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The Great Singapore Sale, which has been
held annually for the past 20 years, was organized to
coincide with the SEA Games. The sale encompasses
discounts for all kinds of product groups across
Singapore, including food, cosmetics, fashion,
jewelry, accessories, and travel packages. In 2015,
the Great Sale was held from 29 May to 26 July,
giving visiting athletes, personnel and sports spectators
from different countries the chance to experience
both major events, creating more buzz and
boosting the country’s revenue opportunities.
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A selection of other MICE activities in Singapore 2015

Sea Asia 2015, 25-27 April

BroadcastAsia & CommunicAsia, 2-5 June

Supply Chain Asia Forum, 2-3 September

World Conference of Physical Therapy Congress, 1-4 May

e Aquarama 2015 & Pets Asia 2015, 28-31 May

Build Eco Xpo (BEX) Asia 2015, 2-4 September
2015 FormulaT, Singapore Airlines, Singapore Grand Prix, 18 -20 September

ITB Asia 2015, Asian Travel Market Trade Show, 21-23 October




Ultalge

Malaysia

snadordunislulssimanguondeoud
amamﬂﬁulmmamwmimuimaaNiamﬁ’a 31N
mmmaumu‘lmqaswwumu fennemayan
dwduianssulud sawfadlosuaznginiy i
mauia’[,umuvmLUuLmawaqmmmuuwauama
duwaliluusay Uummwlmwmiwmamﬂu
snadeogsunung viei drdnaudaaiunig
Sausvrmasimssansniads (MyCes) 1 futhvane
Tunadelasunisdndudvegluy 5 duduwsnves
USENAANUIEA1UNITUTEYUTEAUUIUIIR bU
piinAede - wadn aelud 2563

dmSud 2558 nsznsranisvieadisanay
Tausssuveana@eivualiily “Malaysia Year
of Festivals 2015” #3® MyFest 2015 agle
LLummmaLaamaawlmmwauafﬂ (Endless
Celebrations) WlduainANIaLALAABINAINTAAY
Uiummmaammﬂ WauIausssy Feutls vieadien
LazeInIs mmumwumLaimmiwﬂimmmg
dnssanisual@e (MyCEB) ladn1sinlasinig
saganwANtUgaIna1d s ugnannssulug
melade ¢ ‘Malaysia Like Never Before” $71AU
Tusludunsuseap “Malaysia Twin Deal X — MTDX”
1m8 Malaysia Like Never Before \Uun1sinaue 5
Lﬁawwmaﬁm%’ﬂwﬁﬁLﬁuLaﬂé’ﬂwﬁﬁLLazmau%
laun d9n13 9959n3U Mandudes InenAuiuig
waEna Tuvazdl MTDX LUUﬂ’]iu’]LﬁuaLL‘WﬂLﬂf\]

auuauumﬁwmﬁﬂiuwi AUUIUIPIFLH 0ET19
me‘kﬂmmmLmsuawuﬂswzmLLavmmLmuwmi
Usuﬁqu

Malaysia’s MICE industry is one of the
fastest-growing among the ASEAN countries.
Thanks to its basic infrastructure, range of
MICE-related amenities and roster of leading
city and island travel destinations, Malaysia
hosts numerous large-scale events every year.
The Malaysia Convention and Exhibition Bureau
(MyCEB)'s objective is for Malaysia to rank among
the top five Asia Pacific MICE destinations for
world-class events by the year 2020.

Malaysia’s Ministry of Tourism and
Culture has designated 2015 the “Malaysia
Year of Festivals” (MyFest 2015) under the
concept “Endless Celebrations”. The campaign
will present a variety of festivals and
celebrations, relating to culture, shopping,
travel and food, throughout the year. MyCEB
is also rolling out the “Malaysia Like Never
Before” and “Malaysia Twin Deal X” (MTDX)
campaigns highlighting its MICE cities of
Langkawi, Georgetown, Kuala Lumpur, Kota
Kinabalu and Kuching, and promoting the
unique characteristics of each. The MTDX
campaign also offers packages to support the
organization of world-class MICE events to
entice both event hosts and planners.
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World Islamic Economic Forum 2015
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Malaysia’s MICE Highlights 2015
International Indian Film Awards (IIFA) 2015

The International Indian Film Awards (IIFA) celebrates the artistic and technical achievements
of the Indian film industry, and is organized yearly in cities around the world on a rotating basis.
It debuted in London in the year 2000, and was held in Bangkok in 2008. The event features
performances by India’s leading artists, fashion shows, film screenings and business meetings, and
is attended by the famous and notable of the industry. The IIFA is one of the banner events of the
Indian film industry, and each year is allotted a budget of USD 10-25 million.

The IIFA 2015 was staged in Malaysia from 5-7 June at the Putra Indoor Stadium, marking
its second appearance in Malaysia since 2002. It is estimated that more than 10,000 visitors and
VIPs from around the world attended the event, which had a positive ripple effect on related
businesses in Malaysia.

® The Global Business Forum featured at the IIFA gave participants a chance to talk business, as
a way of extending the film industry’s reach to other sectors, from consumer products
and real estate, to fashion, jewelry, accessories and tourism. Year after year, this forum
gathers business leaders from around the world to network and forge new partnerships
between countries.

® The IIFA stimulates tourism among India’s quality visitors, encompassing VIP guests and
film fans traveling to the event. The event is also publicized through various communication
channels and televised worldwide.

World Islamic Economic Forum 2015

The World Islamic Economic Forum (WIEF) is a high-level gathering drawing significant
interest from observers around the world. Convening yearly since 2005, it brings together state
leaders and officials, business executives, public and private sector leaders, economists, academic
scholars and representatives from numerous organizations, along with the press, to exchange
views and promote business partnerships among the countries and communities of the Muslim
world.

The WIEF meeting convening in Malaysia from 3-5 November this year (2015) expects to
welcome more than 2,500 participants. The event is divided into eight segments, comprising the
SME Business Pavilion and seven breakout meetings on halal, technology, women and youth, the
arts, education, sustainability, and finance. It will also stage an exhibition and offshoot meetings
throughout the event for participants to exchange views and build business networks.
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Malaysia itself has benefited from
its participation in previous WIEF meetings.
The forum has forged business networks around
the world, especially among the moderate
Muslim nations, stimulated joint private sector
investments and bolstered trade in industries
such as halal, contributing to growth in trade
among Muslim countries which rose from USD
18.5 billion in 2005 to USD 45.8 billion in
2014."
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A selection of other MICE activities in Malaysia 2015

Oiland Gas Asia 2015, 2-4 June

Herbal Asia 2015, 1-3 October

Global Food Safety Conference 2015,3-5 March
8th OMC (Hairworld) Asia Cup Open,16-19 May

International Inventionand Innovation Exhibition 2015 (Itex), 21-23 May

Malaysia International Jewelry Fair 2015, 21-24 August

Asia Marine & Offshore Expo (AMOX) 2015, 21-23 October

FISE (Festival International Sport Extreme) World Series 2015, 18-20 December

12 Bernama, 17 March 2015.
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The MICE industry is one of the key
sectors that Indonesia intends to develop in
order to stimulate quality visitors both within
the country and abroad. Indonesia has many
intrinsic elements working in its favor, including
numerous travel destinations, and natural and
cultural attractions. Yet, most of its MICE-ready
components are concentrated in Jakarta and
Bali, from basic infrastructure and amenities,
to international airports, popular travel sites,
five-star hotels, large-scale meeting facilities
and experience in organizing international-level
events. Indonesia has plans to develop more
MICE-related amenities, especially convention
centers and venues that can stage mega
events, growing its capacity to serve an expanding
market and rising demand for conventions
and exhibitions.

Indeed, Indonesia will soon launch its
newest MICE facility, billed as the largest of
its kind in ASEAN — the Indonesia Convention
Exhibition (ICE) in the city of Tangerang near
Jakarta. Set on 22 acres of land, the new facility
has a built area of 200,000 m?, including
50,000 m? of indoor exhibition space and
another 50,000 m? outdoors. It will also house
a large seminar room, a 3,600 - m?2 convention
hall, and another 33 meeting rooms. The facility

can accommodate over 10,000 persons at a
time and is equipped with i@l amenities,
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Jakarta Fair Kemayoran 2015

including a 300-room hotel on the premises.
The center is due to open in August 2015.

As for this year’s MICE calendar
in Indonesia, meetings and conventions remain
less active while large-scale exhibitions
targeting domestic consumers and trade fairs
showcasing export-ready goods comprise
some of the year’s highlights.

Indonesia’s MICE Highlights 2015

Jakarta Fair Kemayoran 2015
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Trade Expo Indonesia 2015

The Jakarta Fair Kemayoran 2015 is
Indonesia’s biggest exhibition and entertainment
festival, held from 9 May to 5 July. The event
showcased numerous musical and cultural
performances, a food festival, and all kinds of
consumer goods from some 2,650 exhibitors,
representing the public and private sectors as
well as SMEs. The event also staged more than
500 entertainment performances throughout
its run.

Trade Expo Indonesia 2015
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The Trade Expo Indonesia 2015, one of
its top export-ready exhibitions, will be held
from 21-25 October. It expects to showcase
more than 1,000 exhibitors from all kinds of
manufacturing sectors, from industry to agriculture,
crafts and more. It will also feature more than
20 business and investment seminars. The
event, which expects to welcome no fewer
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ASEAN Literary Festival 2015

than 10,000 participants from around the
world this year, generated sales exceeding
USD 1 billion in 2014.

ASEAN Literary Festival 2015
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The ASEAN Literary Festival 2015 is
being held for the second time this year from
15-22 October. It will welcome writers, artists,
academics, publishers and filmmakers from
more than 20 countries in ASEAN and beyond.
The festival will showcase a variety of activities,
including debates, seminars, screenings of
films from different countries and field visits
to sites of historical importance which are
featured in Indonesia’s literary works. The
crowning highlight is the awarding of the ASEAN
Literary Award to a writer from the ASEAN
region.
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A selection of other MICE activities in Indonesia 2015

INCRAFT 2015: “From Smart Village to Global Market”, 8-12 April

Deep and Extreme Indonesia 2015, 30 April-3 May

3'd Global Symposium on Social Sciences, 21-23 May

12th Jakarta Fashion and Food Festival 2015, 13 May-7 June

Erau Traditional Festival and the International Folk & Art Festival 2015, 6-14 June
Jakarta Great Sale Festival 2015, 6 June-12 July

International Conference on Mathematical Modeling in Industry (ICMMI 2015), 1-2 July
Indonesia Quality-Educated-Indocraft Expo 2015, 18-22 November

Hospital Expo & Seminar Persi 2015, 21-24 October
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The ASEAN Economic Community (AEC), set to launch end 2015, involves the economic
integration of member countries with the objective of developing ASEAN into a single manufacturing
and trading market through the free flow of goods and services, investment, capital and skilled
labor. This will bring both benefits and potential drawbacks to Thailand’s tourism industry, which
will have to contend with fiercer competition as the market base expands, along with travel
opportunities and free movement among the ASEAN countries. It is also likely that travelers from
other world regions will increasingly view Thailand as one stop on an ASEAN itinerary instead of
as a single destination with numerous stops within the country.

However, many MICE industry executives believe that Thailand’s MICE industry, which is
closely tied to the tourism industry, will not be significantly impacted by AEC integration in the
short term, due to the following:
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Thailand still has many elements working in its favor, including a strong tourism industry
offering a diverse mix of in-country travel destinations and cultural attractions. Another
qualitative but no less significant element is the generally friendly and pleasing nature of the
Thai people which most travelers have remarked on. Moreover, each ASEAN country boasts
its own highlights and unique characteristics, so they are not so easily interchangeable. At
this stage, Thailand’s MICE industry is also more advanced than many of the other ASEAN
countries’. It has developed a high level of readiness, with facilities that can accommodate
all types of MICE activities, service standards accepted by visitors worldwide, and proven
experience in organizing world- class MICE events. Thailand also offers solid basic infrastructure,
a full range of travel amenities and sites of interest which have been developed over many
years. These factors together solidly position Thailand as an accepted MICE leader in ASEAN.

Even though many ASEAN countries offer lower prices for MICE activities than Thailand, price
is not the sole or even the main consideration for event organizers when selecting a venue,
especially at the international level. In any case, Thailand is placed among the higher-standard
countries when it comes to staging MICE activities, and it delivers good value for money
given the quality amenities and services it provides.

World-class exhibitions that are organized yearly or every two years tend to have clearly-defined
criteria for product categories, target attendees and other defining factors. They, therefore,
require consistency and prefer to organize the same event at the same venue rather than
switching around year by year. Marketing and bidding for these events take a long time to
establish and can be very difficult to get off the ground in a short span of time so Thailand
has an advantage here, having organized many of these events over the years and proving
itself consistently capable.
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In any case, to develop a stronger and
more sustainable MICE industry, and to prepare
for growing competition from ASEAN neighbors
who could very well surpass it in the near
future, Thailand must develop the following in
order to maintain its position as a MICE leader
in ASEAN over the long term:

Management and Service Standards
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Thailand’s internationally-accepted MICE
management and service standards are largely
concentrated in Bangkok. Its other major cities,
including the other four designated MICE cities,
are still set back by a lack of consistent quality.
Thailand must urgently raise its standards and
incorporate them throughout the country. To
support this objective, TCEB runs programs in
which individuals from Bangkok travel to the
provinces to provide knowledge and practical
training in management issues, as well as academic
exchange programs and an initiative to establish
accepted MICE standards. It can also arrange
to send more experienced personnel from
Bangkok to support the rollout of a major
event in other provinces. The MICE industry
should understand that it isn’'t always about
having the biggest convention center or even
the latest technological gadget. The heart
of its work is to serve client needs in the most
appropriate manner, consistently and efficiently.
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Nurturing MICE Industry Personnel
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Developing quality MICE personnel is
crucial if Thailand is to accommodate the
expanding market and continuing growth of
the MICE industry. As its ASEAN neighbors
press ahead to develop their MICE industries
to international standards, Thailand must develop
its own management and service standards or
risk losing competitiveness. Systematic,
nationwide efforts must be undertaken to help
industry personnel develop practical professional
skills, as well as raising the capacity of senior
managers and leaders. The aim is not just to
produce more workers but to nurture quality
professionals.
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