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Overview of Global Economic Trends
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The Global Economic Prospects

(GEP) report issued in 2015

report 2.8 percent growth in the
world economy in 2015, accelerating to
3.2 percent by 2017, mainly as a result
of revival of the US economy, a fall in oil
prices, continuing low interest rates in the
USA, and reduced volatility in large
emerging markets. In 2015, developing
countries overall saw economic growth fall
from 4.5 percent in 2014 to 4.4 percent.
However, growth is expected to rebound to
5.3 percent in 2016. For higher income
countries growth is expected to rise from
an average 1.8 percent in 2014 to 2
percent in 2015, and 2.3 percent in 2016
as a result of the recovery of the labour
market, lower commodity prices and the

low cost of capital.
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or those countries that are strategic

to the global economy, the US

economy is likely to expand by 2.7
percent in 2015, compared with 2.4 percent
in 2014. Growth is projected to accelerate
to 2.8 percent in 2017. The European
recovery is more rapid than anticipated,
with economic growth at 1.5 percent in
2015 which have fallen by 1.8 percent from
2014; by 2017 growth is forecast to increase
to 1.7 percent. Meanwhile, Japan’s economy
has also shown strong recovery, with
growth of 1.1 percent in 2015, compared
with just 0.2 percent in 2014. The trend is
forecast to continue, with the country’s
economy projected to grow by 1.7 percent
in 2016.

following the country’s recent financial

For People Republic of China,

restructuring and devaluation of the Yuan,
economic growth of 7.1 percent is forecast
for 2015, and 6.9 percent by 2017.
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Overview of Thailand’s Economy 2015
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rom the Bank of Thailand’s

economic reports, the overall

economy remains weak, with only
tourism and public sector spending
continuing to expand. Exports remain
stagnant as a result of falling demand from
the economic slowdowns among key trade
partners, while private consumption levels
fell in line with declining net incomes and
weak consumer confidence. Falling domestic
and export demand have negatively
impacted business confidence across all
sectors; this has led to a slowdown in
industrial production and continuing low
levels of private investment. In terms of
economic stability, headline inflation
remained negative as a result of low crude
oil prices on the world market, and a stable
unemployment rate. In the farm sector,
increasing numbers of agricultural
workers continue to leave to seek employment
outside the farm sector. The current
account remains in surplus as a result of

falling imports.

Thailand’s MICE Industry Strategy in FY 2016
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he tourism industry and the invest

ment of Thai sovernment had the

major contribution to Thai Economy.
In 2015, Number of inbound tourists stood
at 29.88 million people, 20.44 percent
growth. The tourism revenue amounted to
1,440 billion baht, increased by 270 billion
baht from the previous year. The highest
numbers of inbound tourists were from
China, Malaysia. Japan, Korea, and Lao PRD,
respectively. In terms of revenues, the
highest numbers were from China, Malaysia,
Russia, the United Kingdom and Australia,
respectively. For the 2016 fiscal year, The
tourism industry forecast the total revenues
to be 2,300 billion baht, generated from
International Inbound tourists 1,500 billion
baht and 800 billion baht from the domestic

tourism.

Government disbursements are also
improving compared with the previous
month, particularly among educational
establishments. At the same time
investment has slowed slightly following
strong growth in the previous period. This
month saw major investment in transportation
and irrigation projects. Government
revenues increased by 4.2 percent compared
with the same period last year, primarily as
a result of increases in excise tax on diesel.
However, the tax base (including VAT and
tax on exports) contracted, reflecting the
slowdown in economic activity compared

with the same period last year.
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he National Economic and Social

Development Board predicts that

despite a range of factors hamper-
ing global economic growth during the first
half of 2015, and falling exports affecting
many countries, Thailand’s economy
enjoyed a recovery over the previous
quarter. This is attributed mainly to
acceleration of government disbursements
and efforts to build confidence within the

tourism sector.

In the demand side, public investment and
exports of services showed strong growth on
the back of accelerated government
disbursement and renewed confidence in
the tourism sector. Household spending also
showed some increase, while exports were
impacted by the global economic slowdown.
On the other hand, manufacturing,
construction, hotels and restaurants
showed strong growth, while other service
industries continued to expand. However,
the agricultural sector was severely impacted
by drought.

AANvnagnsiuging Ussshtouds:uneu w.A. 2559
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Thailand's Economy 2015
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AuNMsiBong
In terms of expenditure,

In 2015 Thailand’s economy grew by 2.8
percent, compared with only 0.8 percent in
2014. Despite greater than expected
shortfalls in exports and agricultural output,
the economy received increasing stimulus
from the government’s economic stimulus
measures and tourism throughout the year.
Thailand expects to welcome over 30
million tourists by year-end. Exports are
therefore expected to grow by 5.0 percent,
while household consumption and investment
will grow by 2.1 percent and 4.7 percent,
respectively. Overall inflation is -0.9 percent
and the current account surplus will run at
8.9 percent of GDP.

AUNISWAQ
In terms of production,

N5EI9BNUTNTUALNTAMUVDINIATFUEY
Mge N1sliInenIanTiseularn1AsTueea
doiiles Tuvuefinnsdeanduddaleiuna
NIENUNIATYIRAlANLAENITAIUATIALBAYY
anas

In terms of expenditure, service exports and
government investment expanded strongly.
Household and government expenditure
showed sustained growth despite the
adverse impact of the global economy on
the export sector. Private sector investment
fell.
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In terms of production, the hotel,
restaurant and construction sectors showed
healthy growth, while other service sectors
also continued to grow. The industrial
sector also returned to growth, whilst
agriculture suffered from drought,
constraining overall national economic
growth.

Thailand's MICE Industry Strategy in FY 2016
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Private consumption expenditure

In 2015, private consumption expenditure expanded by 2.1 percent, compared with
0.6 percent expansion in 2014.
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Total investment

In 2015, total investment grew by 4.7 percent, where public investment grew by 29.8

percent and private investment fell by 2.0 percent.
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Export value

In 2015, export value declined by 5.6 percent. Export quantity and price fell by 3.4 percent

and 2.3 percent respectively. In baht term, export value decreased by 0.5 percent.
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Manufacturing production

In 2015, industrial sector increased by 0.9 percent. Manufacturing Production Index (MPI)
expanded by 0.3 percent. The Capacity Utilization Rate (CAPU) stood at 64.7 percent.

AANVNagnsiuging Us:s5touds:unou w.A. 2559
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In 2015, hotel and restaurants sector expanded by 14.0 percent. Number of inbound tourists
stood at 29.9 million persons, or a 20.4 percent growth. The tourism revenue amounted to

1,523.6 billion baht, increased by 22.0 percent; the average occupancy rate was at 61.7 percent.

MsnAREnneasvesHsasas 15.8 lnemsnaaiuninsguasnmaensuensd Souay 33.7 uay
Sovaz 0.7 AR

In 2015, construction sector expanded by 15.8 percent, with public and private construction

growth of 33.7 and 0.7 percent respectively

FINTY 2558 NMSHANENUNEATNITUANAISDLAY 4.2 AARRBINUATTNANANAUMINEYAT TIANEWAM
NERS warelanensnsanassesay 5.3 a8y 5.9 wavievar 10.8 MUARU

In 2015, agricultural sector dropped by 4.2 percent, which was in association with a drop of
Agricultural Production Index by 5.3 percent. Agricultural Price Index and farmers’ incom

declined by 5.9 and 10.8 percent, respectively
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Thailand’s Economy 2016

In 2016, Thailand’s economy is expected
to expand by 2.8 — 3.8 percent, driven by

the following factors:

Accelerated public sector investment and

disbursements

WIIENRINUINTNTNTEAUATEFRANTFUIaUTEN A
WisAnlugafeuiueey 2558 — Un51AY 2559

Contribution from the additional economic
stimulus measures rolled out during September
2015 - January 2016

wwdldunisgeurvesiuumdanzielyaninig
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Deflationary trend of the Thai Baht, which
helps exporter profitability and liquidity
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Continuing low oil prices increase purchasing
power for both consumers and the business
sector, as well as facilitate a relaxation of

monetary policy
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Continuing growth in the tourism sector.
However, growth has been affected by a
slowdown in the Chinese economy, the
weakening of the Chinese yuan and currencies
of other trade partners and competitors. The
potential impact of the prevailing drought as
a major risk factor for economic recovery must
also be closely monitored. It is anticipated
that the value of exports of goods will grow
by 1.2 percent, whilst household consumption
and investment will grow by 2.7 percent and
4.9 percent respectively. Headline inflation will
be in the range of (-0.1) — 0.9 percent, and a
current account surplus will reach 8.2 percent
of GDP.
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n 2015, the global conference and
events business continued to grow,
in terms of budgets, Investment in
human resource development, training and

in strategic planning.

A recent survey by the Professional
Convention Management Association (PCMA)
of the factors affecting the strength of the
conference industry indicated positive
results, according to trends in key indicators
such as numbers of participants, budgets
and revenues. According to the industry
body Meeting Professionals International
(MPI), event organizers are confidence in

continuing health of the MICE business.

Key meeting sectors showing strong growth
include pharmaceuticals, construction, and
information and communications technology
(ICT); these sectors drive continuing market

demand.

Thailand’s MICE industry is already performing satisfactorily.
Under the fiscal year of 2015, Thailand had the opportunity to
welcome 1,095,995 MICE travelers, increased 19.24 percent
from 2014. This generated total revenues of 95,875 million
baht, up 18.66 percent from the previous year. Part of the
significant growth, this number of MICE travelers included the
travelers from Mega Event section.

AANVNagnsiuging Us:s5touds:unou w.A. 2559
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International conference organization
associations are also upbeat. According
to the International Association of
Professional Congress Organizers
(IAPCO), the number of international
association meetings jumped from
2,153 in 2010 to 3,111 events.

The global travel industry also continued to
grow throughout the year. According to the
World Tourism Organization (UNWTO), global
tourism in 2013 reached 1.087 million, an
increase of 5 percent from 1,035 million in
2012. China accounted for the strongest
growth, helping to drive a global recovery
in the sector. Taking 2005 as a baseline,
the Asia-Pacific region has shown the highest
rate of expansion in tourist numbers, reaching
rate of 6.2 percent. UNWTO predicts that
by 2030 the number of tourists worldwide
will increase to 1.8 billion with a growth
rate averaging 3.3 percent per year. UNTWO
also predicts that from 2015 onwards, tourism
in developing countries and emerging markets
will grow faster than in the developed markets.
The Asia-Pacific region will show the highest
growth rates.

Thailand’s MICE Industry Strategy in FY 2016
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In 2015, cost per attendee per day is relatively high in Thailand
counter-balancing the lower expenditures in some other countries in
the region. In Europe, continuing economic uncertainty has led to
increasing corporate meeting budgets for domestic events and cutbacks in
overseas meetings. A reduction of 0.4 percent in cost per attendee is
forecast. In contrast, demand in the North American MICE market continues

to grow steadily, and is expected to result in higher cost per attendee

per day of up to 4.5 percent.
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Group size has increased by up to 3.5 percent in North America, followed by 2.5 percent in
Latin America, and only 0.75 percent in the Asia-Pacific. At the same time, average

group size in Europe, the Middle East and Africa remained unchanged.

In 2016, group size is expected to grow by up to 11 percent in the Asia-Pacific due
to steady demand growth, with North America growing at 2.0 percent, and Europe,
Middle East and Africa all increasing by 1.2 percent. In contrast, group size in Latin
America is expected to fall by 1.5 percent, especially in the organizational meetings,

which have reducted by 10 percent per year.
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Lengthy of Stay: overall, average length of stay for all types of MICE event is 2.2 days.
For international conferences and tradeshow, average length of stay is 2.6 days and
with 3.2 days for incentive travel, whilst for high-level executive meetings average
length of stay was only 1.7 days. In 2016 it is anticipated that average length of stay
will stay unchanged at 2.3 days.

fiun : 2015 & 2016 Global Travel Price Outlook — GBTA Foundation American Express Meeting & Events 2015 &
2016 Global Meetings & Events Forecast

Source: 2015 & 2016 Global Travel Price Outlook — GBTA Foundation American Express Meeting & Events 2015
& 2016 Global Meetings & Events Forecast
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Market Overview of Conventions
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n 2015, meetings of international
associations showed continuing
strong growth compared with 2014,
in terms of both budgets and participant
numbers. Growth in mega-events is
expected to reach 37 percent, while
meetings of 501-1000 delegates are

expected to show 23 percent growth

In terms of budgetary expenditure per
event, 38 percent of meetings are expected
to increase their budgets, with 55 percent
unchanged and 7 percent with reduced
budgets. These trends point to an overall

increase in event budgets for international

association events.

Meeting Worldwide
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Germany

Spain

dwmduilesfiisiuaunisussguuiunviduin  The top cities hosting international
ﬁqmiuﬂ 2557 meeting events with the highest delegate

numbers in 2014 were

U13a 130,516 au @ Paris 130,516 delegates

swlawn 127,469 ey @ Barcelona 127,469 delegates

11930 91,452 A @ Madrid 91,452 delegates

oUW __ 89,969 AU 9 london_ 89,969 delegates

@000 Q

NEAuINuU_ 81,902 AU O vienna 81,902 delegates

Rank City Participants Meetings

Paris
Barcelona
Madrid
London
Vienna
Amsterdam
Berlin
Istanbul
Copenhagen
Singapore
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Market Overview of International Exhibition industry
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No. of Event

2014 2,013

he international exhibition industry

enjoyed strong growth and profits

in 2015. According to the UFI’s
Global Exhibition Barometer 2015 survey, in
all regions except Asia-Pacific, 4 out of 10
respondents reported an overall 10 percent
increase in annual profits. In Asia-Pacific
region, only 3 out of 10 respondents
reported 10 percent increase in annual
profits. The majority of respondents were
also confident that growth in the international
exhibitions industry would not be impacted

by the global economic uncertainty.

Square Meters of

Exhibition Space

17,382,500

2015 2,132

18,641,750

*d19713lme The Global Association of the Exhibition Industry (UFI) ladavinsauiyu Business Strategic Group
(BSG) FepseuAguaaInuLansduAiluginaleleuddiin 15 Useing

*A survey was conducted jointly by the Global Association of the Exhibition Industry (UFI) and the
Business Strategic Group (BSG), covering the exhibition market for 15 Asia Pacific countries.
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Events

Square Meters

of Exhibition
Space

Exhibition Space

A market survey of the Asia-Pacific
exhibitions market in 2014 reported 2,132
events, up 5.9 percent from 2,013 events
in 2013. Moreover, over 18,641,750 m? of
exhibition floorspace was sold, up 7.2 percent
from 17,382,500 m? in 2013, with China
and Japan ranked first and second, in
terms of Asian exhibition floorspace sales,
with sold floorspace of 10,443,000 m? and
2,026,750 m? respectively.

2014 2015

CHINA

Square Meters of Exhibition Space

JAPAN

Square Meters of Exhibition Space
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Market Overview of Thai MICE in Fiscal Year 2015
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n fiscal year 2015 TCEB restructured

its work according to the MICE

Master Plan 2012-2017, to focus on
three main strategies: to win new bids (WIN);
to promote the industry internationally
(PROMOTE); and to develop the industry’s
potential (DEVELOP). Under this overall
umbrella, TCEB defined eight strategies to
drive sustainable growth in Thailand’s MICE
industry, and to establish Thailand as TOP
OF MIND in Asia’s MICE industry.

Thailand’s MICE industry is already
performing satisfactorily. Under the fiscal
year of 2015, Thailand had the opportunity
to welcome 1,095,995 MICE travelers,
increased 19.24 percent from 2014. This
generated total revenues of 95,875 million
baht, up 18.66 percent from the previous
year. Part of the significant growth, this
number of MICE travelers included the

travelers from Mega Event section.
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Sector Quarter

1 38,315 41,628 4,144 4,503

2 90,125 91,435 9,748 9,890

3 36,557 59,816 3,954 6,470

4 67,739 69,659 7,327 7,534
Total 232,736 262,538 25,173 28,397

1 58,564 60,920 3,719 3,868

2 80,580 80,800 5,116 5,130

3 48,691 56,501 3,092 3,588

4 52,711 55,904 3,347 3,550
Total 240,546 254,125 15,274 16,136

1 58,682 62,079 5,450 5,765

2 77,115 77,980 7,162 7,242

3 55,205 55,309 5,127 5,137

4 96,884 99,003 8,998 9,195
Total 287,886 294,371 26,737 27,339

1 31,303 32,739 2,765 2,863

2 23,592 33,907 1,967 2,900
3 74,721 160,975 6,377 13,355

4 28,380 57,340 2,507 4,885
Total 157,996 284,961 13,616 24,003
1 186,864 197,366 16,078 16,999
2 271,412 284,122 23,993 25,162
3 215,174 332,601 18,550 28,550
4 245,714 281,906 22,179 25,164
919,164 1,095,995 80,800 95,875
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uch growth demonstrates the

potential of Thailand’s MICE industry.

The sector has received strong
government supports for example in the
upgrading of transport infrastructure to
benefit MICE visitors to Thailand. The
government has also integrated the work of
TCEB and other public agencies and
overseas organizations. These efforts have
all contributed to the industry’s success in

achieving its overall annual targets.
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Overall, in fiscal year 2015, the performance
of Thailand’s MICE industry has been

excellent, in terms of increased revenue

growth and delegate numbers.

Conventions and Exhibitions drew in the
most MICE travelers, at 26.86 and 26 percent,
respectively, while Meetings brought in
23.95 percent and Incentives 3.19 percent
of total MICE visitors.

Meetings generated the most revenue with
29.62 percent, followed by Conventions
with 28.52 percent, Exhibitions with 25.04

percent and Incentives with 16.83 percent.
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Meetings
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Fiscal year 2015 saw 262,538 MICE travelers
in the Meetings segment, generating revenue
of THB 28,396 million, up 12.81 percent for
both figures compared to 2014. This segment
of MICE travelers posted the highest
per-head spending, averaging THB 108,163

per person.

Incentives
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The incentives travel segment saw 254,125
visitors in fiscal 2015, generating revenue
of THB 16,136 million, up 5.65 percent and
5.64 percent, respectively, compared to
fiscal year 2014. Travelers in this segment
spent the least per head, averaging THB
63,496 per person.

Conventions
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Conventions in fiscal year 2015 attracted
294,371 travelers, generating revenue of
THB 27,339 million, an increase of only 2.25
percent from 2014 for both measures. MICE
travelers in this segment spent an average
THB 92,873 per person, second to Meetings.
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Exhibitions

Jeuuseunas 2558 fAuniAunielugidisau
ULEAAIAUATILATTINTIANITUIUIBIRIIUIY
284,961 AU @519518lAbiwnUseinasiy 24,003
MuUm uaztileSeuiieunuteuuseanu 2557
wuinsuudniiunsludifiuiudesas 80.36
uazsgldanAonssuiiiutugdedosay 76.29
Tnonstiiuduvessiuautdniiunaassols
Fenadrunilanainauansdud Amdu
Tnsatiuanyu Fsrsgainvioadielauslfnnnd
110,309 AU wazas19518l@sIy 8,789 A1uuUw
ol dnidumsludnguifmninsldinsais
84,233 UIIADAU ﬁaaﬂfhﬂejmﬁ@umqmﬁa
nsUssMTUsE AR n IS e sy iundn ue
fannningulinvieaiivniiodusieta

Exhibitions and International trade fairs
attracted 284,961 MICE visitors in fiscal 2015,
generating revenue of THB 24,003 million, an
increase of 80.36 and 76.29 percent,
respectively, compared to fiscal 2014. This
significant growth is attributed to TCEB’s
targeted stating of mega events which alone
brought in over 110,309 visitors, generating
revenue of THB 8,789 million. Exhibition
visitors spent on average THB 84,233 per
head, less than the Meetings and Conventions

segments but more than Incentive travel.
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The top MICE travelers to Thailand are led
by China, followed by India, Singapore,
Malaysia, USA, Laos, Japan, Korea, Indonesia
and Hong Kong.

The MICE industry’s goal for fiscal year 2016
is to attract 1.06 million visitors and

revenues of 92.0 billion baht.

Thailand’s MICE Industry Strategy in FY 2016
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Global Market Trends (Destination Marketing)
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lobalization has resulted in

increasingly interconnected

economic and social linkages
among countries. The rapid emergence
of information and communication
technologies has greatly accelerated
change. The rapid spread of the use of
online media means that events in one
country can quickly impact on many other
countries around the world. In common
with all industry sectors, the MICE industry
has also been affected by these shifts.
Changes in economic, political, social, legal
and technological scenarios increasingly
influence decision-making on event
destination choices for MICE organizers
and MICE visitors alike, as well as affecting

travel behaviour and spending patterns.

The overall market trends affecting the
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Globalization has allowed rapid dissemination
of information around the world, resulting

in rapid reactions to events.

Shortages of skilled labour in specific areas

The emergence of environment-friendly
tourism (eco-tourism), taking into account
impacts on environment and on local

communities to foster sustainable tourism

A friendly regulatory environment, convenient
visa procedures and reasonable fees are
important factors in decision-making by MICE
operators and visitors and can significantly

boost visitor numbers.
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Political factors greatly affect the image and
international business confidence in MICE

destinations:

- Governments are frequently under
international pressure to operate
transparently and credibly, and also to

demonstrate returns to investment.

= Most local governments join hands with the
tourism industry to work towards the

interests of national economic development.

- Hotel taxes are uncontrolled, increasing
the cost of travel for tourists and MICE

visitors alike.

Globalization has resulted in increasingly interconnected
economic and social linkages among countries. The rapid
emergence of information and communication technologies
has greatly accelerated change. The rapid spread of the use
of online media means that events in one country can
quickly impact on many other countries around the world.
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Thailand’s MICE Industry Strategy in FY 2016
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The use of social media as a highly effective
marketing tool has transformed marketing
strategies in today’s digital era. They are
inevitably assuming an increasingly important
role in the travel and MICE industries, which
have both tumned to online social networks to
establish new channels to strengthen
relationships with corporate customers and
strengthen two-way communications with an
expanded customer base. Agile responses to
customer feedback are essential to drive
organizational change and achieve business

success.

= Online social media affect behaviour of
users of digital devices all over the world,
and have encouraged MICE operators in
every country to integrate social media
into every organizational marketing plan.
These plans are implemented seriously in

order to drive global competitiveness.

- Decisions on venue choices are strongly
influenced and driven by specialist social
media groups, in which information is

constantly exchanged.

+ Sharing of information among experts and
those with direct personal experience has
a strong influence on decisions on MICE

venue choices.
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The use of social media as a highly effective marketing
tool has transformed marketing strategies in today’s
digital era. They are inevitably assuming an increasingly
important role in the travel and MICE industries.
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AdUs:ansnwiduoghvavainsunisaaialugaadaaaludooiu
//a:/§U/a77u7Uur7umum(fu?ua,mmmssunvsn'aD/ﬁw//asamavmssufud

MICE operators and visitors alike make their
destination choices based on a number of key

factors as follows:

« MICE operators and visitors seek event
experiences and formats that can meet
their specific needs, both personal and on

behalf of their groups.

+ In making destination and venue decisions,
MICE operators and visitors alike focus
increasingly on each country’s ‘brand’ and
credibility.

+ Event management must be environmentally

friendly.

- The event’s cost-effectiveness and
profitability are a key deciding factors
affecting venue choice.

Thailand's MICE Industry Strategy in FY 2016
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In making destination and venue decisions, MICE
operators and travellers alike focus increasingly on
each country’s ‘brand’ and credibility.
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AUl countries are constantly developing new
products and services to meet the needs of
their respective target customer groups; this
constant reinvention is key to strengthening

competitive advantage.

« Introduction of various types of incentive

scheme to attract target customers

» Collaboration among countries to strengthen
their combined competitive position and

create mutual benefits

« New competitors are emerging in
fast-growing economies, resulting in a
constantly evolving and intensified
competitive market environment, and
increased diversity of destination and
venue options for MICE travelers and

organizers.
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The global MICE industry is fundamentally
dependent on the global economic

situation:

+ Research and development are increasing

rapidly in the Asia.

- Inadequate air transport services in some
areas lead to excessive travel costs and

inconvenience.

2.1.8
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As noted above, technology is one of the
major trends affecting the global MICE
industry, with rapid changes in technology

directly affecting MICE event planning.

- Online connection via mobile apps is
increasingly prevalent in all types of
event, and allows enhanced communication
and interaction among organizers,
delegates, exhibitors, buyers and sellers,

irrespective of location, time or event

type.

- Data collection and analysis are changing
rapidly, and today use a variety of formats
(Big Data) to understand the needs and
behaviours of target groups, predict market
behaviour and strengthen competitive

advantage.

Thailand’s MICE Industry Strategy in FY 2016
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Strategic MICE Trends in Thailand
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TCEB operates under its strategic
organizational vision of Thailand as a major
Asian destination for MICE industry events,
including incentive travel, international
conferences, international exhibition and
trade shows. TCEB’s mission is to increase
the contribution of the MICE sector to the
national economy, and strengthen the
competitiveness of Thailand’s MICE industry

to compete in global markets.

TCEB operates under the following 3 key

strategies:

Ag MIUsEYadNTLAzNITAUIUTEMA

Attract new MICE events through bidding for the right to host flagship global

events.

Ao Msiasuasanmanuaivedlnglugiuzaudnalsvesagnamnssuludg

Enhance Thailand’s image as a regional MICE industry hub.
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Enhance the global competitiveness of Thailand’s MICE industry.
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2.2.1

TCEB’s review of its Annual Plan and budget
for fiscal year 2016 focused on strategies to
support government policies to enhance
Thailand’s economic potential in line with
the 11" National Economic and Social
Development Plan (2012-2016), the fiscal
year 2016 annual budget allocation, as well
as the MICE Industry Master Plan (2012-
2016), whose three main strategies are to
attract new events (Win), promote the
sector (Promote) and develop the industry’s
potential (Develop).

This review and preparation of an integrated
strategic plan aims to propel Thailand’s
MICE industry into a new era- a world-class
MICE destination, with strong potential and
capabilities to compete in the region.
Moreover, TCEB has further extended its role
to contribute to a systemic strengthening of
Thailand’s MICE stakeholders in both public

and private sectors.

Thailand’'s MICE Industry Strategy in FY 2016
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1AL UNDOENKNSSUNISVAUSEL na:msiaanaufuunsnad 2555 - 2559
THE 5-YEAR MICE MASTER PLAN 01 016

NSENSN1SAIINU

WIN

ansmansi
Strategy

Snyinaaay uazsanananathrug
Maintain existing markets and extend marketing targets

nsansmsuUs:a1duuiius

PROMOTE

ansmansn
Strategy

2

mswanauliusinAmitu Top of Mind gailudluloiBe
Raise Thailand’s visibility to become ‘Top of Mind’ in Asia

nsansnsUs:gduuius

PROMOTE

ansmansh
Strategy

ansmansn
Strategy

ansmansi
Strategy

ansmansi
Strategy

ansmansn
Strategy

ansmans
Strategy

3

o N ONU1T W=

msaluauugnaiknssy D-MICE THinulneghusioliios
Support domestic MICE development (‘D-MICE’) to drive
continuing growth

mswsuunidoiurilusiumssusesmsiduguinmsinmslusiuninia
Support development of ‘MICE Cities’ to become a leadership role
in their respective regions

msasIAUIANFILAzIUYAAASYINAasIassA
Differentiate and increase value-added via the Creative Economy

msusuudaanuasalasiasuiiunuanannssulug
Develop the potential of Thailand’s MICE infrastructure

mistasuasIANUEBVIIISsHIIASed1anusoulionJlutazsinus:ina
Boost competitiveness and build networks and alliances
domestically and overseas

MSENS=AUANENMWIAzUNUINGDI MdU
Improve TCEB'’s organizational potential and role

Thailand’'s MICE Industry Strategy in FY 2016
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Revenue generation from tourism and services

Government policy

on integration - Develop and boost tourism revenues and services -Increasing numbers

- Continue to enhance the country’s image strategy of tourists and
- Implement market strategies to boost Thailand’s image | "€venues

and enhance understanding and build confidence
among the global community

- Support bids to host international events from all

sectors in Thailand

O

Strategy 1: Accelerate establishment of fundamentals for sustainable
development of the country 1.4 Development and boost revenues from
tourism and service sector

Budget allocation

- Thailand generates increased revenues from both - Tourism revenues
strategy 2016
domestic and international tourism exceed 2.3 million baht
in 2016

0

TCEB service Support, promote and develop Thailand as a key destination for incentive
delivery target travel and international trade fairs / exhibitions in the Asian region

O

Corporate meetings, Incentives, Conventions
and international trade fairs in Thailand

Result / Project/ Budget

- 1,060,000 overseas MICE business travellers visit Thailand

- 92 billion baht generated from overseas MICE business travellers visiting
Thailand

Thailand’s MICE Industry Strategy in FY 2016







The strategy for disbursement of the annual expenditure budget in fiscal year 2016

gNSANENS LTTAINTING UM TN UTasU STV
Strategy to accelerate the establishment of a foundation for the country’s
sustainable development

gNSANENS AULUAILIAITY
National security strategy

gvseans n1saseanuasyiulaniuasugivegsdidunazidusssy
Strategy to promote fair and sustainable economic growth

gNSANENS NISANY A5ITUEY AMSTTN TUTITU UATAMNINTIN
Strategy on education, public health, morals and ethics, and quality of life

gnsrNans N153AN1ININYINTTITUMAUAL AR DY
Strategy on management of natural resources and the environment

gNsANans NMsNmuINeImans walulad n19idenazuinnssy
Strategy for development of science, technology, research and innovation

ENSANENS N13AIUTENALAZLATEENATENINUTENA
Strategy on foreign policy and international economic affairs

gNsANENs N1SUTMINANISUIUE0INA
Strategy on good public sector governance

579M13 AR TEUN1SNIAST
Programme of public sector implementation expenditures

A7 gUnvuUs:uIU g1TNVIUANIIASSUAISWAIUNNIS 1U0NVIUENTAIULT UAVIKVEIA d10nviu
IASUTADIAFVANIKOBA

Source: Budget Bureau, Office of the National Economic and Social Development Board, National

Security Council
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TCEB’s vision for 2016 is stated as follows:

“Thailand is a sustainable quality MICE
destination with high potential and
competitiveness at regional level,

achieved through integrated strategic

development and strengthening capacity
of all MICE industry stakeholders.”

3dgnfAunIsatiuviu
fuv 2559

Us:inAlng 10usarunelusg
ADAUNIW 13TaA
anusalunsiivdu
S:QUATNIAADYNISWCUUN
luiBonagns

TCEB Vision
for Fiscal Year 2016

Thailand is a quality MICE
destination with
competitiveness at
regional level, achieved
through strategic
development
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Thailand is a sustainable
quality MICE destination with
high potential and
competitiveness at regional
level, achieved through
strategic development and
strengthening capacity of all
MICE industry stakeholders.

NISNUNDUIIAIASYUNISAENISIIVINUIBTONAYNSDEIVYSUINIS
Woldhdaaanknssuludgalkunriikus:nAlng
goAvIJunarueludniAtuMw BANEAWIIR:DOADIUENUSA
fumsiyogus:aunNA wSaAUNMSHIKUQUNUIN
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This review and preparation of an integrated strategic plan
aims to propel Thailand's MICE industry into a new

era - a world-class MICE destination, with strong potential and
capabilities to compete in the region. Moreover,

TCEB has further extended its role to contribute to a systemic
strengthening of Thailand’s MICE stakeholders in both public
and private sectors.
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CEB forecasts that in fiscal year
2016 Thailand will welcome a
total of 1.06 million overseas MICE
travellers, generating revenues of 92.0
billion baht. At the same time, Thailand

expects up to 16 million domestic MICE

travellers, generating revenues of 35
billion baht.



MICE Industry Targets for Fiscal Year 2016

1,060,000 5%

auyRz iy - iWmnensRsyiulaaensainiunzasygialanidensiuniuiasnsiudadiegly
5¥AUA1 GDP Growth taendn 3%
Hypethesis: Anticipated growth targets will follow the global economy which remains volatile

amid a slowly recovering situation. GDP growth will remain below 3.%.

MICE Industry Targets for Fiscal Year 2016

1,060,000 92,000

auyRgu : iWmnensesyivlaaensainiunzesegialanidersiunuiasnsiudadegly
s¥6iUfn GDP Growth tiosnin 3.5%
Anticipated growth targets will follow the global economy which remains volatile amid a

slowly recovering situation. GDP growth will remain below 3.5%.
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1.4 Promote sustainable development of
the MICE sector, including venues, personnel
and operators.

1.5 Develop Thailand as the host of MICE
events in all business sectors, particularly for
flagship and mega-events, in order to

enhance Thailand’s global competitiveness.

1.6 Use technology to drive MICE industry
growth, and promote the digital economy

and online marketing.
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Management

Organizational Development

3.4 Improve collection and use of data in

decision making and planning.




Strategic Marketing
Direction for Fiscal

jg§r2016
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CEB has developed a roadmap for

2016 focusing on attracting

quality MICE travellers, and
promoting Thailand as TOP OF MIND within
Asia’s MICE industry through implementation
of the “4P” Strategy, representing
Public - Private - People - Partnerships. This
cooperation in promoting MICE industry
partnerships aims to involve target markets
in strategy development and implementation
and enhance awareness about Thailand’s
MICE industry among key target groups
covering both public and private sectors
and also incorporating public participation.
There is also a plan to stimulate the
international MICE market with special

promotional package.
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Public - Private - People - Partnership

Destination

Business / People
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QUALITY MICE
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CEB’s fiscal year 2016 marketing
strategy focuses on driving growth
nswiulnvasgaamnssuluding wiay in Thai MICE, and also on promoting
Thailand as a ‘Top of Mind” MICE industry

destination in Asia. TCEB has implemented

Y

Auduasuliusewnalnedu Top of Mind ae4
gaamnssuludluginineds lag Mdu 9z

anliunsiineliussqidmunedsialuil

1

the following steps to operationalize the

strategy.

nandunsiAvlngnanssuluduesive
Tnauuaiy

Drive growth in Thailand’s MICE

industry according to the following

targets:

1.1 msftuduuinidunengulud
Soway 5 1.1 A 5 percent increase in number

of MICE travellers

1.2. A 5 percent increasing in MICE

1.2 maiiudusglanananssy
lud Sovaz 5

industry revenues.

YNTLAUATLNUINIINITARIAVD S
Uszwelve tneyadugnisilunainlud
AMATNYBINTNALOLTY (Asia’s High

Quality Business Events Destination)

Enhance Thailand’s market position,
with a focus to become recognized
as Asia’s High Quality Business Events

Destination.

W BAUASUAINTINADITNI19NUIB Y
AAtukaraaUsene vialiinasan
geamnssuludinegnisiauiegedsdu

Promote cooperation among domestic
and international MICE industry
partners, in order to further reinforce
the sustainable development of
Thailand’s MICE industry.

wiadaasulrinanisanauludauin
Ing waz/m39 vuludluszavlanlu
Usenalneim uunndu

To promote the hosting of more
large events as well as global MICE

events in Thailand.
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IUNKIIEYSI8QaIKNSSUUS:NTLUUSIITU W.A. 2559
Quarterly Targets, Categorized by no. of MICE Visitors
and Revenues for 2016

Industry Sector .N'o. of MICE Share (%) !Qe.venue Share (%)
Visitors (Person) (Million Baht)
Meetings 264,000 25% 27,450 30%
Incentives 254,000 245 16.550 18%
Conventions 351,000 33% 32,350 35%
Exhibitions 191,000 18% 15,650 17%
Total 1,060,000 100% B 92,000 100%

No. of MICE Visitors Revenue

(Million Baht) Share (%)

(Person)

Q1/ 2016 233,000 20,230 22%
Q2 /2016 319,000 27,700 30%
Q3 /2016 233,000 20,230 22%
Q4 /2016 275,000 23,840 26%

Total 1,060,000 B 92,000 100%




3 2 1 UNKuedkSuaanalugaivds:ina
o o International MICE Market Targets

Tudaudszanas wa. 2559 Midu ladwunngu  For fiscal year 2016 TCEB has differentiated
Winnnensnmseaaluganslseinalaeuusonn the international MICE market into three
Ju 3 nzjuLLemmué’ﬂwmzﬁ;ﬂufﬁwmmima'm separate categories based on market
yosszinadsil strengths.

Identification of targets by destination
A3MUNUIANIEANUTIENUN (Targeted Destination)

Identification of target markets by

‘ mﬁ’muﬂmmﬂLﬂmmamquiﬁ% business type (Targeted Business)

|dentification of targets by profession
nsuUntINEAILTIBDITN (Targeted People)

IUNKIUNgNIYANSQaNQ

NAWITNKEIUSIBWUN
DESTINATION

NAUIIKIEOUSIYSSAD
BUSINESS

NAUIUNKUNEANUSIEDBITBW
PEOPLE

Thailand’'s MICE Industry Strategy in FY 2016
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1. Categorization of targets by destination

Target Group Strategy Region
1. Focusing WIN Asia
Market Key countries: ASEAN + China, Hong Kong, Taiwan,

India, Japan and Korea
Secondary: GMS (CLMV + Yunnan)

2. Maintainting PROMOTE Europe / North America / Oceania

Market Key countries: USA, United Kingdom, France, Russia,
Germany and Netherlands

Secondary: Belgium, Italy and Spain

3. Emerging DEVELOP Africa / Eastern Europe / Middle East
Market Key countries: Poland, Turkey, Brazil and South Africa
Secondary: United Arab Emirates and Middle East

countries
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2. Differentiation of target groups by industry type

UnKuuseldoaanknssy
TARGETED BUSINESS

INUASASSY IATNaWdavINNAISINBAS
nsidssu

wavviu
usmistiazansiseyding
nsHovIRgd

MSANU

NSIVU Us:nu

lak:iASovINS aunsaduudw

Snenmaas inalulagd
ANSADESTIV

INSoVBIWWA a:a1annsadnd
grusud o:lka MsALUIAUY

dunmw Wuw INGBNSSU ADIUDI

IAsvasowusu

Agriculture, Agricultural products
and Agricultural processing.

Energy

Services and Utilities
Tourism

Education

Finance and Insurance

Metals, Machinery and Transport
equipment

Science and Technology
Construction

Electric appliances and Electronics
Automotive, Parts and Transporta

tion

Health, Rehabilitation, Pharmaceutical
and Beauty

Infrastructure

Thailand’'s MICE Industry Strategy in FY 2016
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3. mM3vuunngumneausiedsndn laswdsngudinuneausieartn Ysznaudog

3. Differentiation of target groups by profession

Key Decisions

Key Influencers

Key Drivers

1. Corporate 1. DMC : Incentive travel 1. Event venues
companies

2. Meeting planner 2. Tour Operators 2. Accommodation

3. Association 3. PCO 3. Airlines

4. PEO 4. AMC 4. Transportation

5. NGO 5. Associations of Chambers of 5. Tourist attractions
Commerce

6. Foundations 6. Chambers of Commerce 6. Activities

7. Public sector agencies 7. Industry bodies, e.g. UFI, ICCA, 7. Service providers

MPI and UIA
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Tulsuuseanu w.e. 2559 veefildu n1seann
ludlutsemetu azfunshauneldnagns
N3RaIR “4P’” %39 Public — Private — People
~ Partnership WuULAEIAUNITANTUIIUAIUNT
pa1AnIaUsEIA Laelun1sa319AIus LD
vaanisnulnediy anamnssuludniaenyy
Larn1AUTEYITY LioenTERUNIATIIULAY
waAgeawmnssulud nszdumsysialng i
wYin1sfindnsin1sdrssusaznanilsly
guamnsI warasiaunlannusenvy

drwfudeuUseanas we. 2559 tu du I8
Fuunnguilvunenianisaaiatudlulssine
Tnswtseanilu 3 nqu wenmudnwaauda
MIN15AAIAvEIUSEINARTE

1. msuundnungaiusieiui (Targeted

Destination)

2. ﬂ’]i"ﬂoﬁLL‘LlﬂG]a’mL‘ﬂ’]‘ﬂll’]ﬁﬁ]’]lli’]ﬂﬁqiﬁﬁ]

(Targeted Business)

3. MUl IINgRINT1801TN (Targeted
People)

For the fiscal year 2016, TCEB will focus its
efforts to promote the domestic MICE market
under the “4P” market strategy (Public -
Private - People - Partnership). Working
under the auspices of the “Thai Team”, the
4P strategy aims to build and strengthen
partnerships among relevant government
agencies, the industry itself as well as the

general public.

The strategy aims to raise MICE industry
standards and value added, stimulate the
economy, boost employment and raise
industry profitability, as well as raise public
awareness and understanding. TCEB has
categorized key target MICE markets according

to three groups based on market strengths:

1. Identification of target markets by area

(Targeted Destination)

2. ldentification of target markets by

business type (Targeted Business)

3. lIdentification of target markets by

profession (Targeted People)



1. myduundmanganusienui Tnguuinguaainniasenunusenaunig

1. Identification of target markets by area

Target Group Strategy Region

Focusing Market WIN MICE Cities: Bangkok, Pattaya, Chiang Mai, Phuket
and Khon Kaen
Secondary MICE Cities and other selected MICE
Cities: Chiang Rai, Udon Thani and Hat Yai

Maintaining PROMOTE | Cities located 300 Kilometers from Bangkok

Market-Market

to Promote Central: Ayutthaya, Nakhon Nayok, Samut Songkhram
(Amphawa), Nakhon Pathom and Ratchaburi
Eastern: Prachin Buri, Rayong, Chanthaburi and Trat
Western: Petchaburi (Cha-Am), Prachuab Khiri Khan
(Hua Hin) and Kanchanaburi
Northeast: Nakhon Ratchasima (Khao Yai)

Emerging Develop MICE Cities in Special Economic Zones:

Market-Market Phase 1: Mae Sot district of Tak, Mukdahan,

to Develop Aranyaprathet district of Sa Keaw, Sa Dao district

of Songkhla, Trat and Nong Khai

Phase 2: Chiang Rai, Nakhon Phanom,
Kanchanaburi and Narathiwat
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2. Mmsduunngandmsneanusiggaamnssulud Usznaudag

2. Identification of the target by business type (Targeted Business)

Target Group

1. Corporate meetings,
Incentive Travels and
Conventions

Region

Incentive Banking / MLM / IT Sectors / Government

2. Exhibitions and trade
fairs

Agriculture / Heavy Industry / Beauty & Wellness / Lifestyle

3. Border Provinces areas
+ CLMV

Consumer Product

dssgunikalon




3. nMsduunngutviigniusedvdn leswvaingutvuneniuseendnysznaunie

3. Identification of target markets by profession

Key Decisions Key Influencers Key Drivers

1. Companies and state 1. Event Venues 1. Company personnel
enterprises

2 Associations and Clubs 2. Accommodation 2. General public

L 3. Transportations and Airlines | 3. DMC, PCO
3. Provincial Red Cross

4. NGO and Foundations 4. Coach and boat / 4. Organisers
vehicle rental companies

5. Central government agencies 5. Tourist attractions 5. Tour operators

6. Local government agencies 6. Activities 6. Local guides

7. Civil society networks 7. Service providers 7. Local residents

. . . 8. Restaurants
8. Educational institutions

9. Chambers of Commmerce,
Industry bodies and Local
associations

10. Provinces and Affiliated
Parties in related areas




asunAnIvNIsaana

wsud 2559 Mduy el n 2016 TCEB will focus on driving

mMstuLAd sunsiiulnves growth of Thailand’s MICE industry,

gaamnssuluding niow along with promoting Thailand as
Audaasuliusenelnedu Top of Mind ve4 a ‘Top of Mind’ MICE industry destination
guamnssuludlugininededmiunainlud  in Asia. TCEB will promote a quality MICE
@mmwmuummqé’amwﬁ market through the following measures.

72

s ludlunui 8 nquadanes

nswauludagiedalu Mediuyaains
a0 uNunsgIu wagdUsenaunisiud

Asanasunisnatneaulay

advayulilnedudinmnisdaanuludyn
aAdu

n13askUTUANINANYlUTEINA n3ey
ANUNToNgUTEYANR T

WAUNEUAT USAS wileduasunainlud
ABATN

duasufnssuaisnainludamuninaiveg
AunsvieaigInmnn

1. The development of MICE in eight

geographical clusters

2. Sustainable development of Thailand’s
MICE sector, both in terms of human

resources, standards and MICE operators

3. Promote online marketing

4. Promote Thailand as a host for MICE

events in every key business sector

5. Create a brand image for Thailand’s
MICE industry in preparation for entry
into the ASEAN Economic Community
(AEC)

6. Develop products and services to

support a quality Thai MICE market

7. Support market development activities

to support a quality MICE market



IIUDNIVWQUUN

U2559

The
development of
MICE in eight
geographical

Support market clusters

development

activities to
support a quality
MICE market. Build cooperation
among overseas
and domestic MICE
Develop .
products and industry partners
services to
supporta. Sustainable
quality Thai development
MICE market P

Create a brand
image for Thailand’s
MICE industry in
preparation for
entry into the
ASEAN Economic
Community (AEC)

of Thailand’s MICE
sector, bothin terms of
human resources,
standards and MICE
operators

Promote
Thailand as
a host for MICE
events in every key
business sector

TOP OF MIND

QUALITY

MICE

Promote online
marketing
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TCEB'’s strategic direction for promoting Thailand’s MICE
industry in fiscal year 2016 may be summarized

as follows: to promote Thailand as a sustainable and quality
MICE destination for the regional MICE market.

TCEB aims to strengthen the entire industry and help
position Thai MICE stakeholders to participate fully in the -
: ASEAN Economic CommUnity.

AFNIVAD! asussna7uaamsau7uduuds -7 2559 UOD IS
‘Ao n1sduiasuys: /nﬂfnaaammafw-
nummmwaav\)&mau uwuumswuamofummmvvaa\mumﬂ :

L

¥ - 3
e
[ =\ R

Ansdnasugsnaludesdsanluty verall, TCEB’s strategic ci:ectlon Qb

Useanal 2559 984 “ALdU” Ao N3 promotlng Thallamd s MIiZE |ndustry

dnaiuvszinalneganuneludis in fiscal y-é' 56 may be.
ﬂmmwasjwﬁlaﬁu yadunisifunaialud  summarized as fql_lgxcﬁrgmo’ce ThalLand :

: ﬂmmwmamumﬂ niousassunsiauszgay as a sustainable and gua[lty MICE: dest:natlon
-._....Lﬂwﬁmamauﬂmaﬂ 2558 Tagadnspaiady . for the regional’ NUCE market TCEB alms to
".:.LL‘ZNiMﬂUN‘V]ﬂJﬁ’J‘NLﬂH’J‘IJEJ\TIUE)GIE‘{WMﬂﬁﬁJVLWUVN s‘trengthen the enture md,ustry and"help

'5 S, maamuamamﬂiumﬂlmmu Top Of:':

-:Mmd ﬁuanamamaﬁmlmiuﬂmmLawa Iﬂ&j-"

‘wuﬂuﬂaWﬁmiamsumsmmmﬂa mimaw' SE T

: _"memﬂim swmmulwi“mummmmﬁm'.-
: .'Iﬂ&laamaﬂjumd‘divL‘Inﬂwnmmtl‘i mﬁ“lm:-
'mwnﬂumsaamsﬂivL%ﬂlwsmmmmﬂm

Cworld?

usovsumsitaus: mmumsumoawaudmau 2558 foaasmmw UU//U\)?H_'.'--'_, :
nuwnuaaumagaaDfuammmssufuanus uu aaaoauamasuzls /nﬂfna' Bk o
'\: 10U Top Of Mind Ua\JammmssufuU?Uﬁumﬂ/a/w PR
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nMsTudonunusinsd sudavusnalszine
duasunstuindeugaamnssuludveingly 3
A baun

AANNagnsiuging Us:s5touds:unou w.A. 2559

The campaign aims to forge partnerships

with the international media to drive

Thailand’s MICE industry through three

channels:

nsadennudesiunaznmdnuaives
Uszinalnglugiugaudnalenisdnauy
ludauninsgaulandiun1sinauuasy
n15yiauevesd eulavy (Build
Thailand’s Image as Quality MICE

Destination)

ANSAS19AIIUT UL BTEA VUIUIBA
dquasugsnaludlnediiilan (Establish

International Partnership)

9 i s 1% %
n1sRmuILanUAsUeIAAINS nangn
anududinsedugiinie 819 du
Ls¥gNa nasilies demu (Create

Knowledge Transfer)

Building Thailand’s image as quality
MICE destination and ¢lobal hub for
quality MICE events, via organization

of events and media presentations

Establish international cooperation
and partnerships to promote Thailand’s

MICE industry on the world stage.

Develop new channels for knowledge
exchange to emphasize Thailand’s
regional leadership, including political,

economic, and social dimensions.



NANIVNAYNS lAINUVIUNISU
Js=o1doudszuiey w.A. 2559

4.1.1 LLN‘LN’mé”lumsﬂixgaﬁwﬁ‘mul,l,azﬁw’lu 4.1.1 Attract more international events to

Thailand, including support for bids for the
4.1.2 WNUSIUAIUATASESNANA Nwal right to host major events in Thailand.

4.1.3 WNUSIUAIUAITHAIUY 4.1.2 Promote Thailand’s national image

4.1.3 TCEB Development Plan

) AANIYAagNSIusudiaNIsdoans
" Ussondvuus:unou W.A. 2559

Strategic Direction and Brand Communication
for Fiscal Year 2016

4.2.1 ﬁmmaﬂa&mél,wiuﬁl,mzms?{aaﬁ Usgdn 4.2.1 Strategic direction and brand

Yauusennad w.A. 2559 @SURaIARIIUIEING communication 2016 for the international
market

4.2.2 ﬁﬂmqnaqwa‘umuéuazmi?{ami Usedn 4.2.2 Strategic direction and brand

Yeuuseanas w.a. 2559 dmsunainlulseina communication 2016 for the domestic
market

Thailand’'s MICE Industry Strategy in FY 2016
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nazniwuvIUAIguUsoULUUSUNaU

LLmumué‘]"mmsUsz;&aawémuuazﬁmmﬁa
SnwinaeiAuiazvetenatnidmine tnady
mi@i’wLﬁumimqmsmmm&?jﬁﬂimquLﬁuﬁmi
Uizyjaﬁwé A15R99Y warAISIRNSILILLaY
s1elFandnrioaiioangu MICE iWUssina
AeuUsEaNal 490.862 a1uum Anlusesay
47.68 ¥UUTENIUAINAITAT Lagatiunis
ruAanssusselll

TCEB will continue to support bids for the
right to host major international events in
Thailand in order to maintain existing markets
and expanding into new target markets. Via
an aggressive marketing effort, TCEB will
focus on support for bidding by Thai MICE
operators to attract more events, and boost
MICE visitor numbers and revenues. TCEB
has allocated a budget of 490.862 million
baht or 47.68 percent of its overall budget
for this purpose. Under this programme

TCEB will conduct the following activities.

TCEB’s MICE industry media campaign for 2016, entitled:
“Thailand CONNECT Our Heart, Your World”,

aims to enhance Thailand’s image and standing as a

regional MICE hub for Asia. Thailand serves as a springboard
to international business success, with three unique strengths:
(1) Destination; (2) Business Opportunities; and (3) People

//F)U/Ufy?famsaGmﬁﬂssufudfl’)EJUS:DﬁU 2559 Thailand CONNECT Our Heart, Your World

doiasumwanuadussinalnegaudnaivluginKvnonia saidoulgvssivdaouausos:auaina

meldnaiau 3 Us:n1s paru1eUatgniv (destination)
Jlon1an1vssam (business) uAa1NSIoo1BW (people)

AANVNagnsiuging Us:s5touds:unou w.A. 2559



atvayun1sineululssnalneg

- nsUszyLeAnIuaznIsvinafieaiiaidy
57978 32,000 518
+ MIIAUTTYUUILIIRA 35,000 518

© ULFRNFUALAYENTSANTS 40 91U
Toewvadu

- ASEAN Rising 10 914
- ATYNTEAVIY 25 91U
- wlugd 5 9w

< MUUANTTUUIUITIR Laglungdiumn
17 9y

Support for events in Thailand

- Meetings and incentives for 32,000
delegates

« International Conventions catering for
35,000 participants

« 40 trade shows and exhibitions:

- ASEAN Rising: 10 events

- Upgrading existing events:
25 events.

- New trade fairs / exhibitions:

5 events

« Organize 17 international festivals and

Mega Events

9 o £ o
atuayun1suszyadnsnisineuly
Uszmalng

I3 | a PRy &,
- AsUTEYNRIANTHAzN1SiRL g IieLTuy
59978 20,000 518
© MIIAUTBYUUIIIR 20 91U

Bidding support for events in
Thailand

- Corporate meetings and incentives
for 20,000 delegates

- 20 international Conventions.

Thailand’'s MICE Industry Strategy in FY 2016




ANAIALNUNITAAIA AU TEINA 13
19 BAZNISANUUNANTIUNITAAA
YDIAINY

s | a ~ I
- NsUszyuRsAnIkavnIsvien g el
9% 6 918 QUu 1, Bude 1, Fwlds 1,
Ju 1, epawside 1, glsy 1

- n1sdaUszyuuiuief 1 s1e lu
anigeuism

< NULAASRUAILAYENTIANIS 6 518 DULAY
1, Beauy 2, Iu-ldniu-gosns-unin 3

Appointment of marketing
representatives in 13 countries,
and implementation of marketing
activities in each country.

- 6 Corporate meetings and incentives
travels in Japan, India, Singapore, China,
Australia and Europe

< An

America.

international conventiob in

- Conventions 6 trade fairs and
exhibitions: Indian (1), Vietnam (2),

China-Taiwan - Hong Kong - Macau (3)

AL UAINTTUNITABIALTIINTINAY
CVB %38 Industry Partner #14¢] 1u
n1sid19au91u uinens way
AANTINNITAAIATIUNVAUIANAIGE)
Wudu

Implement aggressive marketing
activities together with industry
partners or CVBs; for example by
participating in events as a guest
speaker, and through co-marketing
activities with industry associations.

WsmuuansduAuasingsanis
duiunguiauniegsnauazgusznau
n1sluanaunssuludludnelszina
(Trade Show)

- nsUszauesAnIuaznsvieniisniiallu
57978 13 91U

AANVNagnsiuging Us:s5touds:unou w.A. 2559

Participate in overseas trade fairs
and exhibitions for business
travellers and MICE operators.

< 13 Corporate meetings and incentive

travel events



-« MIIUTTYUUINNA 9 U

© ULERIFUA LA TNTIANT 4 91U

- 9 international conventions

- 4 international trade shows and

exhibitions.

AANANISUAILETUNISAAa1A Road
Show /Sales Mission Iumm@vﬂﬂ
BU1e TuA1UISINAIIUIU 16 ASY

' ' a ~ <
« NMIUTTYNDIANTLAZAITNOUNYNNBLTY
sida 7 ase liun gy, vuade, Sewls,
Ju, ylsy, Bulailde, dulde

- MdnUsEruIa 5 A% loua gy,
WA, AU, 8Ny, JHIvAE

< ULARIFUALATENISANT 4 A5 Tawn
AaUWud, vnale, dude, Ju

Organize 16 road shows / sales
missions in target overseas markets.

- 7 corporate meetings and incentive
travel events, in Japan, Malaysia,
Singapore, China, Europe, Indonesia

and India.

« 5 international conventions, in Japan,
Korea, China, The United Kingdom and

France.

« 4 trade fairs and exhibitions, including
the Philippines, Malaysia, India and
China.

daRanssugauiieaireruidasivly
Angainuazaluniauvasussing
(Familiarization Trip/Site
Inspection) U 23 AN

¢ | a A <,
+ NMIUTPYNDIANTUAZAITNOUNYUNBLTY
51978 9 A59

-+ MIINUTTYUUIUINIF 6 AT
© ANSHANSAUAILATENTSANS 5 A

- AsARESURaNAluUSEINA 3 ASY

Organize 23 activities to build
confidence in Thailand’s capabilities
and readiness (Familiarization trips
/ 3 Site Inspections)

= 9 corporate meetings and incentives

6 international conventions

5 trade fairs and exhibitions

- 3 events to promote domestic MICE

Thailand’'s MICE Industry Strategy in FY 2016
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Market Promotion Packages for 2016
Thailand CONNECT RSTA Welcome Package

dusiuanauduseneuiamialugu

519UsTasA 30 RSTA Taviusining

duasunisnanniionauandusslovy
TiiniAuneanguludfiiunisnindessialy
Ussialneifdulinsatuayudazldsuans
Usglowiuinuie 1wy @3uans1ue111s aun
nlsausuduin 7 uendn 35% wazduanain
SruAgpesnnin 20% lagdnsuselevuninan
ffuadausiuil 1 ganew 2558 quiletudl 31
SUAN 2559

CEB has joined hands with SMEs in
Bangkok’s Ratchaprasong area (the
Ratchaprasong Square Trade
Association, or RSTA) to offer a package of
benefits to MICE travellers in Thailand. TCEB
offers privileges and support such as
discounts of up to 35 percent at 6
leading restaurants and spas, together

with discounts of up to 20 percent at

retail stores with effect from 1 October 1,
2015 until 31 December 31, 2016.




Thailland CONNECT
Beyond the Capital

dulinsaiuayugnAesrinsuiungi
Adamsuszrauaznsvioniieniioy
F19AUBNNTINN wazlAuvndlagany
nstuluussmatuanensBuiduiusiing
dmfunguanin 100 auduld wazsindnly
Useielneagedos 3 Ju 2 fu agldsunis

afuanuauyszanadlifiu 1 Wuum siegidnsy
Useaul 1 AW ¥38gegn 3 Lauumse 1 nguns
Uszau

CEB offers specific support for
international corporate holding,
international meetings and incentive
travels outside Bangkok. Groups of over 100
participants staying in Thailand for a minimum
3 days and 2 nights travelling on domestic
airlines or partner airlines, are eligible for
support of Baht 1,000 delegate up to a
maximum of Baht 300,000 per group meeting.
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CONNECT Businesses Campaign

Julusludud wasunisvrednsy

au1ius auANgINanIsA1 nen1sA

aafnsilinanauarls USEMEAnIsAL
n1adrulud wazdeuszianiisanseiu
2RAMNIIUIINNFUUTTNADUTIULIN 6 Uag
BIMSTEC fl419091us1un15uansdudi
vinsntululssmelng dedesdiaundn
naueg1edey 10 AW 1W139UUTEYNRTANTUA
g3fnegnstios 30 gy3na lnsudazvitudison
Aanssudugssnansu 3 Agsnaaelasuluseda
100 Wwilggansgrony wazusaznquaznelliy
wiinluusenalneegialoy 3 U 2 Au

Tngamsaumsadunuduasunainlugniele
wAuLUsy Thailand CONNECT...Our Heart Your
World wagluslutudaasunisnainuagnisune
Tud 2559 du “fdu” Aranisalinlu
Yeulszuna 2559 aziundunienguluduas
sreldifiutudenay 5 Andusiuaudniunig
naalad 1,060,000 AU a1938let 9.2 wiludy
U wunlunainUszyueAng 2.64 uauay
50ld 27,450 uum aaensvieafisiie
HusnaTa 2.54 uauau 196 16,550 a1uum
AaIAUTETUUIUITIA 3.51 wauau saale
32,350 AUV LALAAIABEAIAUAIUIUIYIRA
1.91 wauau 579le 15,650 §11UM

his is a promotional campaign

targeting industry federations.

Chambers of Commerce, business
associations, trade organizations, travel
agencies and industry media from the group
of ASEAN+6 and BIMSTEC who attend
international exhibitions or trade fairs held
in Thailand. Group of a minimum 10 persons
attending business matching negotiations
with least 30 business partners are eligible.
Each participant achieving at least three full
business partnerships will receive a cash
reward of US $ 100 per person. Each group
must stay in Thailand for at least three days

and two nights to be eligible.

Overall, TCEB’s MICE industry market support
campaign ‘Thailand CONNECT ... Our Heart
Your World’, together with other promotional
activities, are expected to boost both visitor
numbers and revenues by 5 percent, to
an expected 1.06 million MICE visitors,
and revenues of 92 billion baht. Of these
totals, the corporate meeting market is
expected to attract 264,000 visitors, with
revenues of 27.45 billion baht; the incentive
travel subsector will draw up to 254,000
visitors, and earn revenues of 16.55 billion
baht. During fiscal year 2016, an expected
351,000 delegates will attend international
conferences in Thailand, generating revenues
of 32.35 billion baht, whilst international
trade fairs and exhibitions will draw 191,000

visitors and earnings of 15.65 billion baht.

AANVNagnsiuging Us:s5touds:unou w.A. 2559



Highlight TCEB-supported events winning bids to host

mi‘dis‘quanﬁﬂi (Meetings) uag A15iD9LiE? Corporate meetings and incentive travel:

wiatdusna¥a (Incentives)

41U Organo Gold Asia Convention 2015
(23-25 maAy 2558) {319 10,000 AU
n13Us¥yuUIUI1A (Conventions)

11 28th World YMCA Council 2015 (11-16
MaAN 2558) K191 800 AL

97U Special Convention of Jehovah’s
Witnesses 2015 (6-8 fanAy 2558) {33141
2,000 AY

414 One Young World 2015 (18-21
NEAINIYU  2558) Q’i”mmu 2,000 Ay
UUNTTHUIUNTIABALDIUN (International

Festivals and Events)

31U TBEX Asia (15-17 fianay 2558) {33141U
1,000 A

97U Lighting Festival (5 §uaau 2558 - 15
1NS1AU 2559)
UAASFUALATINTIANNS (Exhibitions)

97U Asia Fitness Conference and Expo
2015 (9-11 fa1Ax 2558) 331974 1,100 AY

371 Cosmex 2015 (3-5 wgAIngu 2558)
A39397% 3,800 AY

91U Exporail South East Asia 2016 ( 8 -10
fguneu 2558) #3397 2,000 AY

The Organo Gold Asia Convention 2015
(23-25 October 2015) with 10,000 delegates

28th World YMCA Council 2015 (11-16
October 2015), with 800 delegates

Special Convention of Jehovah’s Witnesses
2015 (6-8 October 2015) with 2,000 delegates

One Young World 2015 (18-21 November
2015) with 2,000 delegates. International

Festivals and Events

TBEX Asia (15-17 October 2015), with 1,000

pax

Lighting Festival (5 December 2015 — 15
January 2016)

Exhibitions and Trade Fairs

Asia Fitness Conference and Expo 2015
(9-11 October 2015) with 1,100 pax

Cosmex 2015 (3-5 November 2015) with
3,800 pax

Exporail South East Asia 2016 ( 8 -10 June
2015) with 2,000 pax
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INUDIUANUNSAVIASUNIWANUBUDAAIKNSSUY
[uBvovUs:nAlng (PROMOTE)

Plan to Promote The Image

of Thailand’'s MICE Industry (PROMOTE)

a

Ao niswasuasennanwalvesusewnealnegly

FIUYANNIEnanveIgnaInnssuludluleley
fgeulseanal 176.9900 81U %30 Souay
17.19 v999uUsenuanduumunisna 1aeg
fdunsniuianssundndaselud

The plan aims to enhance Thailand’s image
as a preferred MICE destination in Asia.
TCEB has allocated a budget of 176.99
billion baht, representing 17.19 percent of
TCEB’s total annual operating budget. Key
activities to be carried out include the

following:

duasunisiuitennuddygeainssulud
sufsunumuazdnoamuesiid  Tiidud
$¥nidlunazsinsusema TaoRanssusnsedds
isumseRudeasosdnslulaziassine

1. A9ESUAINANYAIRIANSIUKAEANY
Useine

2. a$umsiuitgnamnssuludlunag
Aelseine

v a a3
3. AANINTIUNITAAIANLAU

4. a¥19n135UiHIUU International
Trade Show

AANVNagnsiuging Us:s5touds:unou w.A. 2559

Promote awareness of the importance and
potential of Thailand’s MICE industry, as
well as wider recognition and understanding
of the role of TCEB, through sales promotional
activities and marketing campaigns both at

home and abroad, including the following:

1. Promote corporate image at home

and abroad

2. Boost awareness of the MICE industry

at home and abroad

3. Organize TCEB Marketing events

4. Create awareness through

international trade shows
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NIRAUNIYDINNITADATLAZUTZYIFUNUST
asangulmng irufanssunisaainlugduuy
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1. dvhusunagniuayseniassinsnan

2. Wayrnusudinedaasuainaneal
geavnssuludineuwasluddn osnsveivg
naAlugANIN

3. Yaungsivdumussuinislugnamnssulud

4. dnasudneninanainnssuludlnediu
downavu

5. A153ANANTSUNITAAIALA BF LAY
gramnssuludlng

6. Aeduasunsmainuaznisve
7. Adledgeanunssulud

8. TCEB Call Center 1105

9. TCEB Newsletter

10. MICE Journal

11. Annual Report

AANVNagnsiuging Us:s5touds:unou w.A. 2559

Develop communication and public
relations channels aimed directly at key
target demographics, employing a range of

marketing activities, including the following

1. Develop a strategic plan and market

analysis

2. Develop a strategic brand to promote
the image of Thailand’s MICE industry,
including MICE Cities in order to
establish Thailand as a quality MICE

market

3. Promote goods and services businesses for
the MICE industry

4. Promote Thailand’s MICE industry through

the mass media

5. Organize marketing activities to promote
Thai MICE industry

6. Develop promotion, marketing and sales

media

7. MICE industry website

8. TCEB Call Center 1105

9. TCEB Newsletter

10. MICE Journal

11. Annual Report



iFuadisnnud esfuvesgraivnssuludey
Aosinag neluUssnAsaz s oduasy
nsnann waznslianuiieafugnaivnssy
g (Marketing Communication/Corporate

Campaign)

duasunisnatneeulandmivanamnssulud
(E- Marketing)

Strengthen confidence in the MICE industry
through local and international media, in
order to promote the market and provide
MICE industry information (Marketing

Communication / Corporate Campaign).

Promote online MICE industry marketing
(E- Marketing).

Develop new channels for knowledge
exchange to emphasize Thailand’s regional
leadership, including political, economic,
and social dimensions.

MSWauLaNIUAgUOVAAIISADNEAWITURNLAS:AUNTNIA
91 AUIASEYAD NISIJov dvAu (Create Knowledge Transfer)
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nswaudedeiiiosnsyduanuauisaluns
wistuvesgpamnssuludvesUsewmelng daey
qUUTENIM 179.318 a1UUM %30 Spay
17.42 v939UUseanuantuumINnIsia 1ag
fdunisruianssundndanelui

IINUDIUAIUNISWCOUUN
TCEB Development Plan

As part of its mandate, TCEB’s development
plan aims to stimulate the drivers of
competitiveness in Thailand’s MICE industry,
with a budget of 179.318 million baht,
representing 17.42 percent of TCEB’s total
operating budget. The main activities under

the plan are as follows.

nsiiiuyaALarIWILTNIAUN 1Y REN U
ludluvseina Wlinsiivleegesiaiiosinunis
Fanuluiiuieinenvesusazninig

- duasunisuseyululssinalneniufanssy
N13NA1INKAZKALLUEYA9Y

- N3EAUNTIRUTEYLAUNUILAZN1TIANINTTY
ASVILLALNNTHANALUNUTA CLMV wazlum
LATYFNANLAY

Increase the value and numbers of domestic
MICE travelers to support continuing growth
through promoting events in all regions of

the country.

» Promote meetings in Thailand through
marketing campaigns and associated

supporting activities.

» Stimulate organization of conferences,
seminars and sales and marketing in the
CLMV countries and Special Economic
Zones (SEZ).

a

nsiiindununlunsdanulusdazginia
FduimAnenmYesiuiiiosassunsiuls
vosngugnAlugaavnssulud
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Boost the total floorspace of events in each
region, including upgrading the potential and
capacity of the local area to support growth

in MICE industry visitor numbers.



- AndenuarianuLansduAluUszmelnle
ngramnssuidugaudwesusymelne

e

- gnseaunuaululuggn

- duasuwarlvanuSnwieanun1 SN
lassaseiiugiuvesanamnssulud

- 3MINNINTIUNINTAAIA A1SUTEVIAUNUS
NFANATOUITIND UAE WARIANYNINTDY
ld8r1un5999u Trade Show / Road
Show / Networking / Industrial Meetings

© 11599911 MICE Cities Summit nseiAne
Wiy City Bureau

aruayulugdnlunsfine

- Selection and development of new
domestic trade fairs and exhibitions in

strong industry sectors

« Upgrade flagship events in MICE cities

» Promote and offer guidance on infrastructure

development for the MICE industry

- Organize marketing activities, public
relations events and new business
networks to promote the potential of
Thailand’s MICE Cities through participation
in trade shows, road shows, networking

events and industry meetings

Organize MICE Cities Summit as a case

study to develop City Bureau

Support MICE Cities in studies to define
City DNA and Core Competencies

miﬁmmgmwuuazﬁaﬂswLﬁugaﬁﬂmsﬂu
Uszne Taeiunislivinensiidudinsdeods
WINdoY Lﬁamiﬁ’wmﬁﬂaqummmsulu%
(MICE Sustainability Thailand)

Develop a model and value-added activities,
emphasizing resource-efficiency and
environmental criteria in developing the
MICE industry (MICE Sustainability Thailand)

AsaudaauaIusalaseasied ugu
granunssulud ArensinuakazenITay
UIATFIURALAUNINTBINITIAY ST YUY
Unssans

Strengthen MICE competitiveness by
enhancing basic infrastructure and by
defining and upgrading quality standards for

meetings and exhibitions

Thailand’'s MICE Industry Strategy in FY 2016




- ATRdeUwWIgna vnsINlug (Audit)

- WunnsgIvesamnssuludg

- IATFIUTEAUVVIRLAL U REMTU
guavnssulud

- 1ATTIUANUTIRUUTTINALIY

- UATFIUADUNTANUD T Y

» Conduct industry audits to develop the

sector

- Development of MICE industry standards
- National and international MICE industry
standards
- Thailand MICE Venue Standard
- ASEAN MICE Venue Standard

AMIWRUITAAINAINITALATIAT 19N U
geamnssulud Mmenisusmsdanisssuugy
Toyaien13uINITaNAmMNTIU

- n1sdsavkazdaiudeyanianisnain
guavngsuludg

- MsUITEUUgIUTayagnaInnsIulud

« MICE Intelligence Center iag s¥UU
e-Library

- n1sasiuaievienusinsA1udoya
gaainnssulud

Develop basic infrastructure to boost the
MICE industry by upgrading database

management to support the industry.

» Survey and manage of MICE market data.

- Development of a MICE industry database.

MICE Intelligence Center and e-Library.

- Create a network of MICE industry allies
related to MICE industry data.

MsfinTanNEmI TN ANEAMYDIBIANT
fusznouns uazypannsliduisensuluseiy
anariewnIenanundenlunisdifuaundn
Use NN TNLATEEAI0NT8Y AEC

« MICE Academy & Career Day

AANVNagnsiuging Us:s5touds:unou w.A. 2559

Enhance the capacity and potential of
private sector operators and their personnel
to meet recognized international standards,
in readiness for Thailand’s membership of
the AEC.

« MICE Academy & Career Day



- madavseidudlinisaduayuianssuimun
Mnwgauluduagiinsinaunsaneanulug
KaLNSINNUMSANIAULNETEAULIUYIR
(Trade Education)

- aduayusuUsEnaA Uy Ikag ATl
wnisuiiAgItesivgnainnssuludg

- Organize or sponsor activities to develop
MICE industry skillsets and participate in
MICE education activities, including at

international level.

- Provide sponsorship for education and
development conducted by MICE-related

agencies.

NstiiuANENITalUNN S TuYRIgRAmMNTTY
Tudlvenunisusuuangsudeulniinnuasain
lunsinauunay

Increase the competitiveness of Thailand’s
MICE industry through streamlined

regulations to facilitate event organization.

MsiasuaseruduudssEninunseavieniy
sdlerslunassinalssme  Freonisiasuadig
ANUTITERE YT TTENIIMIENUNATE
waztonvustssoiiio

- msatduayuianssuniseain anvauauly
gnamnssulud

- NSANESUAINTTY Thai Team wag MICE

Lane

Strengthening the MICE international
cooperation network both at home and
abroad by fostering cooperation and
integration among public sector agencies

and the private sector on an ongoing basis.

» Support marketing activities for MICE

industry associations.

« Promote Thai Team and MICE Lane

activities.

@suasauundslunissinfiossninemiag
NUEeg serinslssmelagianizlu AEC 1wy
madruduandnuazsiufanssunisnaie
FIUAVANIAUAI

Strengthen international cooperation
among relevant MICE agencies, particularly
in the AEC; for example in participating as
members and joining joint marketing

programmes and activities.
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Strategic direction and brand communication for

fiscal year 2016 in the international market

v Wasuaudgdoasgnavnssy

luglnedsgand 2559 Thailand

CONNECT Our Heat, Your World &
wsunmanwallsemalnegaudnansluduns
piiana nideulesgsfagamdsassivanna
aeldganu 3 Usenis yananedaienig
(destination) lan1an1sgsia (business)
yaansileadw (people) Fudunmsimude
gonuIINNagNsdoarsuusudluld 2558
Thailand CONNECT the World wazéamsainy
ol aslun1stuind sugnamnssuludsiiu
nrutesUssmalnea 3 dundn e
wngfETnnuLazinifunienguludidnlng
1,060,000 Aw w33518le 92,000 druumn

CEB’s MICE industry media campaign

for 2016, entitled: “Thailand

CONNECT Our Heart, Your World”,
aims to enhance Thailand’s image and
standing as a regional MICE hub for Asia.
Thailand serves as a springboard to
international business success, with three
unique strengths: (1) Destination;
(2) Business; and (3) People (top calibre
industry professionals). The campaign builds
on the success of the 2015 “Thailand
CONNECT the World” brand marketing
strategy and will continue to drive growth
in Thailand’s MICE industry, focusing on
these three unique strategic strengths. By
year-end, TCEB aims to attract up to 1.06
million MICE event organizers and visitors
to Thailand, with expected revenues
reaching 92 billion baht.



dmsugaauveUssinalng
ludruganu1sUalgnig
(destination) Tduaziaue
Aunfeuinaulandyn
AINUABINITVDIE AU

wazWousalanniifiniy 3

sulawn

Thailand’s competitive
strengths as a MICE
destination allows TCEB
to present to the world the
country’s unrivalled capacity
to respond with flair to the
needs of even the largest
and most sophisticated
MICE event, delivering a
world-class and cost-effective
MICE experience beyond
expectations, every time.
TCEB emphasizes the
following three dimensions
of Thailand’s unique

competitive advantage:

= v el 1 o ¥ a v <

Tlenauninglunisasiussaunisaluiandmieianssuaineassa 7 U
WU Ao UsyiRransuaz TausTsn nsnagie nsaseiiuisa Aanssu CSR
wazn1SUTEEUTRRSNY AANTIUUITEINIARIENIA N15IRULAEAINTTY

ngnilszau waznsiauesmnsinglunnnsinauivainvany wisuriu

flgsisloslad@iiia 5 wisoga ngawme fiver Bedlnal Qi uasvouuy
flasunsiaunneteeiiies uagldiunmseensulusssulaninuaonud
Arfgelumsduiiugsia

Thailand offers endless opportunities to create memorable MICE
experiences: TCEB focuses on promoting seven types of creative
activities: (1) historical and cultural adventure activities; (2) team
building; (3) CSR activities; (4) environmental conservation; (5)
seaside activities; (6) luxury MICE events; and (7) Thai cuisine.
Thailand also offers 5 “MICE Cities”: Bangkok, Pattaya, Chiang Mai,
Phuket and Khon Kaen. With TCEB’s strong support, the MICE
industries of these cities have been developed continuously in
recent years and are today globally recognized as ideal business

and event destinations.

nsdugngnsmaniventsilalsynauasugivedeuuaraiuaneuwn
firluowan Meszuvassyllnaildnasgiussivana Tneslaundu
wumdszaulaniduguinansdssineanuazandmivgsialud niou
WeusionuuANBY Fsmsuneiedetoidumasalil inUssavinmaes
mMsvudamanzia massauiimsimundsduneaiuazaindmiugsialud

Wosessun1sveneiivedgsnanalan

Thailand is strategically located at the heart of the ASEAN
Economic Community (AEC) and is poised to generate major returns,
with international standard utilities and infrastructure, and state - of
the art international airports to serve the world’s MICE business.
Other benefits include an inter-connected transport systems and
a fast- growing rail network, improving efficiency of marine
transportation facilities as well as massive investment in dedicated
MICE business and services. Together, these developments confer
a major competitive advantage to Thailand in supporting business
expansion both within the Asia region itself, and with the rest of
the world.
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grssaunll uinsduwesilaauiigsnieluauinduuunnfivne 6 wi
U315 WiFi vuesesdulagananistulye wazatenistuunuwas wazaiunse
a oA ' o e A PRy ' A
fanedsaistiulnsdniiiafiolavinusenan1uas o918l nsANUIANSEUY
3G /4G /LTE

In this digital age, Thailand is well-equipped to connect visitors
with the world 24/7 via super-fast WiFi from the moment they
arrive at Suvarnabhumi International Airport or any of the
country’s other 5 international airports. On-board broadband is
also available on Thai Airways and Nok Air flishts. The country
also enjoys nationwide mobile phone coverage via fast 3G / 4G /
LTE networks.

gudnanmanainluaivedlan iunaiaiifidnenmgedmniumannlus
jilan fszuuimsugiauuuattastiuulouisduaiunisamu St
Fadudihdunisdsennlu 5 anamnssundn fe aravnssusaeus
. p1swazMnnYng Tassadneiugiu auam wasndsnu siufenis
FanuunnssnuuvAnazdous IidugsAefidaudidgyse
v wisugia TeeuTaLssIN Madeassd Tuiis Mewdieauasivn

A hub for emerging markets, which have high growth potential

o - ) for the global MICE market, based on their economic liberalization
AulaNI1EaN19g3Aa (business)

4@ P and strong investment promotion policies. Thailand is a leading
Usginalngfolugudnans

A de o - global exporter in five major industries: automotive, food and
gsfandrAgueslanilonia : _ o

o agriculture, infrastructure, health, energy as well as exhibitions
uanutslunisadiana

and international mega- events in areas such as culture, creative

Usglevuangsnasingg 7

& o o industries, entertainment, travel and sports.
NN LW Layelduu

lnsasoungulu 3 a1y laun



Thailand is a major global
business hub, offering
unrivalled potential

to leverage business

opportunities, particularly
in the ASEAN market,

the Asia region and

globally. Thailand offers
the following three key

business advantages:

Audnanaasugiafiliinevgaisveneids Mennudusudiums
wiswgnaseaugiinia Anuslenisasegialugiiniavesondeu
Ve RCEP, Ms3iEuuiseniueneadmiuausamievainvansanun
N19IYINTUALLATYINT 1138 BIMSTECAMT 1T aniasugialuiel
Fo-uldfla vie APEC Fafiszuuiasughafiivln siliusemalnedu
Usemidalugnnniafiuniuls

With a dynamic economy and strong regional integration,
Thailand’s regional economic partnerships. Include Regional
Comprehensive Economic Partnership (RCEP), the Bay of Bengal
Initiative for Multi-Sectoral Technical and Economic Cooperation
(BIMSTEC), and Economic Cooperation in the Asia - Pacific region
(APEC). Thailand opens the door to Asia, and the world.

N9 laUszyrauAsygnIe@sunanauliiianiswau Tag
Uszinalnadufinlupnusiufiossninwssmeivanndnendeou uaz
Judunidnnmsdauansduiszauglinanielinisaivauuuesiua

The formation of a vast integrated market under the ASEAN
Economic Community (AEC) is driving development across the
region, with Thailand playing a lead role in regional cooperation
with other member of the ASEAN bloc. Thailand is also a
pioneering in promoting regional MICE events with the

government’s support,
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anulaaauly 3 oy lawn

as well as in upgrading the
standard of professional
services within the industry
to meet global MICE
standards, while maintaining
Thailand’s legendary
friendliness and warm

hospitality in three ways:

[+ Y o a = U a 4
Judigeavnssuludlugiinimendeu snseduninsgugsialud 6
a1 Tnedlaaundinsudnianssuludnlasunissuses 42 wig

As a leader in ASEAN’s MICE in enhancing six key components
of MICE industry standards. To date, a total of 42 MICE venues

have been awarded certification

%

fyAaININNINAMLEAINTTTUNITIAAINTTUNIGIAVAILAAUUIAS
Uaein Mediiyeansidnuaudfmuizandugsnaludlasunis

o 9 a o 2 A ~ A & o & a4 o a
gousulusyauuud danuduiioodn dnvedaduniunusing
flunAsy MAeNTw waznAUsTYIYY Tudewnse neldnagns 4p’s
Public - Private —People - Partnership

Thailand’s MICE professionals are highly competent in every
aspect of MICE business event management, from concept to
final implementation. Many have received international recognition
for their unrivalled standards of excellence and strong teamwork
in working with multiple stakeholders as part of the 4P’s (Public
- Private - People - Partnership) strategy.

= v v o v a L oaA d‘
fiupansvalneiinfeudeusuuarliuinisegrsmdey lnggavied
ddgues “enululne” As msliuinmsnniilavesaulneg 70 d1u
Ay Andeulrinisiousumesesufieugu

Thailand’s legendary hospitality, warm welcome and unrivalled
personal service are a major attraction, with “Thainess” at the
very heart of Thailand’s 70 million people, ready to welcome

visitors with a warm smile.
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MICE communication for international markets:
the “Thailand CONNECT Our Heart, Your World” campaign

dmvunusulunisdearsgsialudluiig
Uszimaazifunsysannsausiudeaisyn
Uszenn (Intergrated Marketing Communica-
tion) itesjsduaduussmalneliiugadonle
gsfalunsuiadeutasugialuganudise
seaulandiedngninvesgnaivnssuluding
Kun1slduauynisdeans ‘Thailand
CONNECT Our Heart, Your World : Our
Hearts Connect You to Global Success

AANvnagnsiuging Usss5htouds:uneu w.A. 2559

TCEB will take an integrated approach to
MICE market communications in international
markets (Integrated Marketing Communication)
to promote Thailand as a link to the global
economy and as a springboard to drive
regional and global business success. This
will be accomplished through TCEB’s market

communication campaign: ‘Thailand
CONNECT Our Heart, Your World: Our Hearts

Connect You to Global Success.’




ANsOEoCVUS:INA
International Media Strategy

dwsunisdeanslunannsnassmaty fidu
fvuanagndnisnsdeutinuneninialeed
nagnsn1sIsdefiaenadesdunainludiin
mnevasTidulneddndruvesnismdendaiy

warn1s19detiuardnassivusranalaeuys
pusegsialasuadudelugnamnssugsie
wazdeniludesas 60 uardelugmamnysulud
Zovaz 40 wioufudaviiunsldde Asuniuay
dovoulat wenand Fufiunisdeasiiude
Tnsviend Wioassmmidesiilsituenanvnssilud
Inewuiu

In order to communicate effectively in
international markets, TCEB has developed
a media strategy for each main region, to
support TCEB’s respective goals for each
regional MICE market. Media categories are

targeted as follows:

A A a a
o deviasounqu)ilniAloTe
Spuay 60

Media covering Asia : 60 percent.

(2 denasounquniniaglsy awwsm
Sowaz 30
Media covering Europe and America:

30 percent.

(3 definsounquiialan
Soway 10
Global media: 10 percent.

TCEB has allocated 60 percent of its media
strategy budget to business and general
media, with 40 percent allocated to specialist
MICE media. In addition, TCEB will also
make extensive use of printed media
publications, online media and TV to enhance
penetration within selected target groups
and build confidence in Thailand’s MICE
industry.

Thailand’'s MICE Industry Strategy in FY 2016
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International Communications Activities

funsysaNsuiudeasesiiuianssy
fA1unTslawuIsasay 50 NANTTUATUNS
UsEandunussesas 30 LarfanIsuaIun1sIn
Sluvisosaz 20 lawdfanssudiAgaIunig
doansfiendunsludeuuszana w.a.2558 Tng
ayuusenausie

Integration of TCEB’s communications
activities will focus on advertising (50
percent); public relations (30 percent); and
the remaining 20 percent in event
organization. Major communication activities
conducted in fiscal year 2015 include the

following:
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159115 Thailand’s MICE UNITED: w@uwin
Uszinrlng slagsialudg AEC

TufavUseann we. 2557 MEU3Sunanay
“Thailand’s MICE UNITED: WuyirswgAalne
suflagsiolud” Tnedidmuiedazaiieany
dorulindumnegiasesiu fensiaueds
auvedlngnuLLIMINTAeans Thailand
CONNECT ganunsouuszsnalnelunisidu
Augnaanisaniugsnaveininie nisilu
aonuiidafanssuludiifinnnuvainuate st
UINIT WAZUINTFIUEE1HB0TN NauULEUE
Fnenmvenilosluddn susrdwmasionisds
w@sunImdnwalusziva wazadun19981969
iedlud w.e. 2558 @refanssumianisnain
safutunfgramnssuludianiaiguasnie
Ny wazUszauaudnsaniei anduns
waniaysiowilondudd 3 “Thailand’s MICE
United : iuninyssinalne saulagsnalug
g AEC” fausonisndniidsszninediidy
$rudenfgaanunssuludianiniguazaie
LONYU Ima%ﬁmqﬂixaqﬁlﬁaa%ﬁﬂm?mhﬁlm’m
saufle mendranudeiuliiugnaivnssulud

Thailand’s “MICE UNITED: Thailand Steps
Forward. Joining hands for MICE in AEC”

In 2014 TCEB launched a new campaign:
“Thailand’s MICE UNITED: Driving Thailand’s
economy by joining hands to boost MICE.”
The campaign aimed to rapidly build
confidence to boost Thailand’s international
image, by highlighting the country’s unique
strengths, following the “Thailand
CONNECT” communication guidelines. The
overall goal is to reinforce and strengthen
Thailand’s status as a regional business hub,
offering a diverse choice of MICE event
options organized to the highest
professional service standards. The
campaign also highlights the further
broadening of destination choices through
the potential of Thailand’s ‘MICE Cities.” The
initiative was continued in 2015 with a range
of new marketing activities conducted
together with MICE industry partners in both

public and private sectors. Building on its

AfNVNagnsiusing Usssntouus:zunou w.A. 2559
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downarusinend wasnidumagsialud Wi
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2 fAanssugauiunsussnduiususenaunie

1. LLﬁﬂLﬂﬁldﬂLﬂ%ﬂJﬂ’lima’]ﬂ Thailand CONNECT
Welcome Package 2016

2. Hodudsunisnaalazn1svIe

3. AanssudemiavulunazmaUseine

success, the campaign was continued for a
third consecutive year under the theme:
“Thailand’s MICE United: Thailand Steps
Forward, Joining Hands for MICE in AEC.”
Joining forces with MICE actors from both
government and the private sector, TCEB
has created a network of cooperation to
boost confidence in Thailand’s MICE industry
through global media coverage as well as
directly, through MICE and business
travelers. The campaign focuses primarily
on the Asia region; however, activities are
also designed to maintain Thailand’s existing
markets in Europe and USA. Three integrated
public relations activities are included, as

follows:

1. Market promotion package: Thailand
CONNECT Welcome Package 2016

2. Media marketing, promotion and sales

3. Media activities at local and overseas
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Avnssuuszanduiuslunainaisussinaniu
naudeinarussUsmaluAanssumselyiuay
1salyd 1nednlaasw 1 lununsalyisiuaduau
6 ﬂ%!j\‘i IMEX AMERICA, EIBTM, AIME, IT&CM,
IMEX FRANKFURT, CIBTM

Public relations activities in international
markets through overseas media coverage
and press conferences at 6 international
tradeshows and roadshows: IMEX AMERICA,
EIBTM, AIME, IT& CMA, IMEX FRANKFURT
and CIBTM.

A9NTIUNI5IAYN Testimonial

Obtain testimonials for distribution via print

and online media worldwide.

ANSALASUNISVILRIUNINTTULALNISADANT LU
FN9UTENA WU N15IRYImIdaldsulseneing
dendndeneluanumnsaly’

Sales promotion via events and media
communication overseas, including flagship
activities such as the Thai Pavilion at

international tradeshows.

N5 d sulravun1sUsTINAs aud Ui a
Uszaunisallugluyszinelng (International

Media Familiarization Trip)

Invite overseas MICE media to have
first-hand experience of MICE in Thailand

(International Media Familiarization Trip).

ANSHANLAZLNELNTADdILASUAITAAIAA
Uszimanelauaudguszivalng 017 n13dn
PITUNULAWAN 91U LEANBINDISYA NI1SINYIN

aa v 6

ARVAU LONANTANLATUNITVIY Lfluﬁu

Production and dissemination of market
promotion materials in international
markets, including advertorials, video and

promotional brochures, etc.

nMsdaasuniIsnatni M Taiuayun1IIRIIY
vesdalunazrnsseine

« CNBC Exchange | Asia Business Leaders
Awards 2015
» Bloomberg ASEAN Business Summit 2015

« Honda LPGA Thailand 2016

Media Event Sponsorship

+ CNBC Exchange | Asia Business Leaders
Awards 2015

 Bloomberg ASEAN Business Summit 2015

» Honda LPGA Thailand 2016
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Strategic Direction and Brand Communication for Fiscal
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Year 2016 (Domestic Market)

“Meet in Thailand ... Prosperous Thailand”
or “Prachum Muangthai Pumjai Chuay
Chart” is a market communications
campaign to promote Thailand’s domestic
MICE industry. The initiative aims to
encourage government agencies, state
enterprises and the private sector to hold
their conferences, seminars, incentive travel
activities and exhibitions within Thailand.
The campaign raises awareness of
Thailand’s potential and capacity, in
terms of destinations and dedicated
venues that can cater to a diverse range
of event formats and offer professional
services to meet global standards of
excellence, quality hotels and unrivalled
natural beauty. Thai organizations and
companies can choose from a wide range
of imaginative themes and activities to
tailor their business events. Finally, Thai
MICE offers excellent cost-effectiveness and
top-of-class professional services and
facilities to accommodate the needs of any
MICE event.




Uszguilating gillagiewd wunisdeansae
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- Awnden alaladdnsdaussyy N3
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WWudinsivdannday

- dern gilasiewenfanssuanuny Aas1anis
fldusvesidisiudssyuuazdulslen
Tvifugswy

The campaign comprises several elements
to promote domestic meetings, seminars

and trade shows, as follows:

- The economy: Proud to create
employment and enhance income
distribution, and stimulate both to the
tourism sector around the country as

well as to the broader economy.

« MICE industry: Proud to upgrade the
capabilities and potential of MICE venues

and event management.

» Environment: Proud to offer ‘Green MICE’
events as a new dimension, in terms of
environment- friendly meetings, incentive
travel and international trade shows

and exhibitions.

+ Society: Proud to build on a wide range of
activities created with public participation

and generating benefits for local communities.

Thailand’'s MICE Industry Strategy in FY 2016
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Bangkok
A Metropolitan MICE City, offering a comprehensive range of world-class opportunities and
choices to meet the needs of every type of MICE event, combined with unrivalled

accommodation, tourist attractions and leisure recreational activities.

Pattaya
A vibrant MICE City, with a holiday seaside atmosphere offering numerous adventure ac-
tivities, year-round festivals and sporting events, and convenient transportation and

communication networks.

Chiang Mai
A MICE hub for the north, Chiang Mai offers a comprehensive range of professional services
and facilities for MICE events, combined with the unique charm of Lanna culture, delivering

a creative coupling of traditional architecture with modern urban development.

Phulket
Andaman’s MICE City brings together a wide diversity of MICE opportunities on both land

and sea. The beauty of the marine environment is world-renowned, and Phuket’s

breathtaking range of hotels and restaurants meet the highest standards of excellence.

Khon Kaen

Gateway to the Mekong, Khon Kaen offers a springboard to link the MICE industry with a
land of culture and local wisdom. As the capital of the northeastern region, the city carries
strategic importance as a gateway to the Mekong subregion (GMS), and is a key crossroad
along the East-West Economic Corridor. The city offers a full range of dedicated MICE and
exhibition venues, top-class accommodation, convenient transportation and excellent

professional service standards.

In 2016, TCEB aims to expand its target area to cover a radius of 300 km from Bangkok, to
offer support to provinces such as Ayutthaya, Nakhon Pathom, Chantaburi, Prachuap Khiri
Khan and Nakhon Ratchasima which all have strong potential to host MICE conferences and

seminars.

Thailand’'s MICE Industry Strategy in FY 2016
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maximize the range of choices among MICE
concepts and experiences available around
the country

- Adventure tourism: Presents challenges
and team-building experiences through
nature-based, historical and cultural
activities, and offers a means for visitors to
learn about and take pride in the unique

local heritage.

 Experiential: By offering visits to local
factories and production areas, participants
gain a first-hand experience of local
wisdom and an insight into production in

their relevant field of business.

« Green awareness: Activities in this category
are designed to heighten consciousness
of the principles and practice of
eco-sustainability and environmental

conservation in the MICE sector.

- Corporate Social Responsibility (CSR):
Participants can join targeted CSR activities

that offer real benefits to local communities.
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« Luxury MICE: Participants can enjoy a

five-star luxury MICE experience, complete
with top-notch VIP accommodation,
conference facilities and exclusive leisure

activities.

Royal Projects: Participants can visit some
of the many Royal Projects around the
country to gain an insight into the realization
of the ideas and projects of H.M. the King
of Thailand, focusing on sustainability.
Participants can learn from a wide range
of Royal Projects, including terrace rice
cultivation, study of rare birds, and highland

fishery projects, and much more.

Tourism in military areas: Participants can
join in a range of military-style challenges
in a military zone. As well as helping
strengthen unity and teamwork through
such activities, participants can also learn
about historic events and follow the tracks

of Thailand’s past heroes.

Border areas: These border areas represent
key gateways for subregional trade and
investment. TCEB is ready to promote
seminars, meetings incentives and trade in
the country’s five special economic zones
(SEZ), which account for the country’s
highest cross-border trade value. These
zones will serve as key points for cross-
border trade and investment as Thailand
enters the ASEAN Economic Community
(AEC).

Thailand’'s MICE Industry Strategy in FY 2016
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Exhibitions: “Proud to build Thai business”
TCEB aims to encourage Thai people to
visit trade shows and exhibitions in
Thailand. This contributes to the country’s
economy through employment, improved
income distribution and increased econom-
ic activity in local and regional economies
as a direct result of the expansion of the
trade fair business, following three key
guidelines established by TCEB:

1. Upgrade: Upgrade the format and
standard of locally hosted trade shows

to regional or national level.

2. Clone: Decentralize to ensure an even
distribution of trade fairs across all
regions, in order to stimulate local

economies across the country.

3. Invent: Join together to co-create new
and innovative trade fair concepts and

to showcase new event formats.



“pillanulng sawadrunnsgiulud” wWunisi
LaueetUszyun1sinaufludildsefy
WINSFIUAING TayAaINT BeFANY uaznIs
UIMIANTS

Upgrading professional MICE standards:
focusing on promoting domestic MICE
venues (D-MICE) that meet international
standards, both in terms of personnel as
well as knowledge management and

administration.

“Usgyuiiiosineg” Mdundeuliuinisuly
nsdnausunumeesiiidulunisgiuieaiiy
againuazlinisadvayuynviisaulunisdn
swludiedrunisatuayudunisiu ns
advayuianssunisaain n1sdaRansndes

“Meetings in Thailand” TCEB is ready
to present the organization’s role and
range of support services in facilitating
MICE organizers hosting events in Thailand,

through financial support and through

$uses Nanssudunuinis winnaiienisvies market promotion activities for MICE events.

Lﬁa’aﬁauﬁawﬁwiwu TCEB also offers support for official

receptions, recreation activities;
pre and post meeting (recreation)

packages.

Thailand is in upgrading the standard
of professional services within the
industry to meet global MICE standards,
while maintaining Thailand'’s

legendary friendliness and warm
hospitality in three ways.

druunansdoo1dw (people) Us:nAlngyviulkusnismiouiar

/ dgionanuadnlduiasyiuaaaiknssus:aulan
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Thailand’'s MICE Industry Strategy in FY 2016




114

wivunuslunsdoansgsia

ludludszimaazidunnsg

Y3uIN159uiudeansyn
Usenn (Intergrated Marketing Communication)
iiejsdnadalivssmvurningsamdausza
dunw wavsunuwansduinlulsemealneriu
nsliumdgmsdens “Ussyadlodlne giila
YIUYR”

INUDIUSDENS ssApluBluds:nA
QOUIAUIUYus:suigiovine nofgresna

Domestic MICE Communication Plan Under ‘Thai Meetings: Proud to be Thai’

o promote Thailand’s domestic
MICE business, TCEB will focus on
implementing an integrated Marketing
Communication Plan aimed at encouraging
Thais to organize meetings and seminars,
and to join MICE events in Thailand,
through the “Meet in Thailand, Prosperous

Thailand” communications campaign.
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TCEB has defined a media communication
strategy for each region, in order to meet
TCEB’s respective strategic market goals set
for each region. TCEB has allocated 70% of
the assigned budget to national media, and
the remaining 30% to media covering the
five MICE Cities.

50%

0%

In terms of media categories, the budget
will be allocated to TV (50 percent), radio
(30 percent) and print media (20 percent).
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Domestic Communication Activities
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nsdianssu Domestic MICE MART il
a¥rnfiesangsialvinguddeuazgane
saudanislianudaudilaiestunis
Jneuludlulssina

Organize domestic MICE MART activities
to provide a negotiating forum for MICE
buyers and sellers, as well as providing
insights on organizing domestic MICE

events.

AANVNagnsiuging Us:s5touds:unou w.A. 2559

To integrate its domestic communication
strategy, TCEB will allocate its advertising
spending as follows: advertisements (40
percent), public relations activities (40
percent), and event organization (20
percent). Key communications activities to
be conducted in fiscal year 2016 are as

listed below.

msdafansauiiovensnaiansUszyuuas
mmmmﬁuﬁﬂuﬁyuﬁwmmwgﬁaﬁmw
(SEZ) W81y AN YAAIMIT UATWUL
AT8uA7 MYAUYT a9van Y1318 A5
WUDIAY WazNAUUTEINA AUNYT A7
Wil waglgawy (CLMV)

Organize activities to expand the
conference and exhibitions market in
Thailand’s Special Economic Zones
(SEZ) at Chiang Rai, Tak, Mukdahan,
Nakhon Phanom, Sa Kaeo,
Kanchanaburi, Songkhla, Narathiwat,
Trat and Nong Khai as well as in the
CLMV countries (Cambodia, Lao PDR,

Myanmar and Vietnam).




duasunsinuseyuuazniviesiigite
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Support meetings and incentive travel
associated with Royal Projects with
potential to host group meetings and

seminars.

nswdndeduaiunismaiadmiunainlu
Uszinanseuaguiiiasludia 5 1ileq
Usenaunig N153an Sales Kit ANsIW
gaamnssululseing n1sdndaviay
unauegaamnssuludlulssmanazludg
B Testimonial eunskudedsiunly
Uszina

Production of market promotion media
for the domestic market, covering
Thailand’s five MICE Cities, comprising
a MICE Sales Kit to provide an overview
of the domestic MICE sector produce a
video presentation of Thailand’s do-
mestic MICE industry, including MICE
Cities testimonials published via

domestic print media.

ANSHANLAZLINELNTABELASUNITAANA
dmsunainlulsewmanudelnsvial de
daun wazdeivy Asoumauluddn

Produce and disseminate market

promotion media for the domestic
MICE market via print media, television
and radio, including coverage of MICE
Cities.

N159PAANTINUTEIFUNUS 819 1599
NuLaaideutavuluiloluddn
N8 Domestic MICE MART Aanssy
a$199ULARIFUAINTEAUNTALATYEAT
Whauiinsdumeuny Wudu Sales Kit
ansrugaamnssuluysene n1Iudn
viedinaueanamnssuludlulseina
warluddn Testimonial WouWsHIUAeAs
NUWLUUSZINA

Organize public relations activities
including press conferences for the
mass media, as well as organize events
such as Domestic MICE MART activities
to stimulate the economy through

trade fairs, etc. in border areas.
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