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CITY BRANDING

C )

deal iIdentity

IS about understanding
MmMeasuring, influencinNng
and managing the way
iIN which cities are
admired and recognized
by foreign, domestic
and internal audiences.

JIM DAWSON,

Head of Creative &
Digital Marketing, Visit Kent
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EDITOR'SNOTE

While the concept of a city with an identity was once discussed
widely, today, the meaning of identity has evolved into something
even deeper — ‘DNA’. | believe that every city is now looking for
its own DNA in order to differentiate itself because a city with a
unique character is much more likely to attract visitors.

In Asia, the city of Kyoto in Japan is an outstanding example
as this former capital has established its DNA as a land of culture
that can offer various experiences for visitors to learn and to discover
the original culture of Kyoto, from its pockets of ancient neighborhoods,
its temples which are hundreds of years old, its traditional tea
ceremony which is a unique feature to Japan, its omakase dining
experience which was first introduced in Kyoto, to other experiences
that are part of the DNA of the city.

Cities around the world are trying to create their own DNA and
use that identity to build their own city branding, relying on both
online and offline marketing strategies so that their city takes the
spotlight. Meanwhile, for the MICE industry, a unique DNA can
greatly add value to the city and attract new opportunities as it can
offer memorable experiences to MICE travelers through MICE
activities that reflect the identity of that city.

It’s time for us to seek a clear DNA for our city in order to
create a unique city branding that can cater to the ever-shifting

habits and thoughts of people in today’s world.
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THE STRONGEST
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Germany’s champion
for city branding
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Standtmarken-Monitor 2020 by Brandmeyer has surveyed the
largest 50 cities in Germany and has ranked Hamburg as the
city with the strongest branding using indices from attractiveness,
future development, city identity, likeability, to standard of living.
Thus, Hamburg is the most coveted destination for B2B events
in the near future for MICE organizers.

7111 Sources:
Meetings Made in Germany: News for Event Professionals (inxmail.com)
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U2vaaa Incentive Travel Wuddn1etu 1-2 U HavKUQKD>Y COVID-19

Incentive travel set to recover within two years after end of COVID-19

7131 Sources:

COVID-19 creates pent-up travel demand and greater
emphasis on qualier engagement. | TravelDailyNews
International
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The 2020 Incentive Travel Industry Index has surveyed more than
2,400 professionals in the travel industry worldwide and found that
2 our of 3 buyers and incentive travel organizers believe that the
incentive travel industry will recover within 1-2 years.

After people can return to traveling safely without concerns
relating to the COVID-19 pandemic due to the widespread availability
of vaccination to control the spread of the virus.

Moreover, the survey revealed that in the post-COVID-19 era,
MICE travelers will expect that incentive travel will provide ‘soft
power’ benefits such as boosting engagement within the organization,
increasing customer satisfaction, promoting better relationship
between employees and management as well as among employees
themselves. In 2019, expectations relating to incentive travel focused
on increasing sales and company profit.

Additionally, the survey found that team-building activities such
as group meals may no longer serve the demand for soft power
that is more desirable than ever. Thus, organizers should offer new
activities such as short trips to experience the identity of a city and

cultural activities to provide new experiences for this type of traveler.
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Businesses in the MICE industry are trying to adapt: th.lsiness
strategy to survive today and in the future. Blue Cube Travel,

a London-based destination provider is the first travel agent to charge
a membership fee for its services such as travel consultation even
if no travel plans have been confirmed. ew model was introduced
to allow clients to select, prepare, and ada

This membership model also reflected th

is no corporate travel in this period, agencies are st

such as offering travel consultations and refundir

cancelled travel plans. Moreover, the system a

maintain their relationship with clients until the trave

to normal in the future.

fian Sources:
UK Corporate Travel Agency Breaks New Ground With
a Subscription Model — Skift
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Monitoring the changing demands
in the MICE industry
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The ongoing COVID-19 crisis now means that the MICE industry can no longer
solely organize physical events. Thus, the way events are now held has shifted

and in 2021, we are likely to witness events that truly reflect the shifting
behavior in society.
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This type of event will be ongoing
for at least the next one or two
years due to the pandemic. Thus,
organizers should learn the skills
required for the organization of
virtual events. Hybrid events
combine both online and offline
events which allows participants
from around the world to
conveniently take part in the
event without the need for travel.
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Sustainability will continue to be the key
theme for all types of events because it is
important to the recovery of the industry as
people are looking to contribute to society
and the environment. Moreover, green event
organization can help save costs such as

reusing equipment and lowering the use of
electricity in certain areas.
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Cities around the world have been attempting to create their own
identity or DNA to become more memorable for visitors and to
highlight as its own image. However, a city’s DNA does not need
to be something that is newly established, as cities can also develop
their existing identity from values that have been passed
on through the generations. This cultural heritage can be recreated
in a contemporary form to create a memorable image that will
encourage visitors to think of that city.

Chanthaburi province is another city that is developing its
original DNA which has long featured its most prominent industry:
the gems and jewelry industry. Many agencies have used this
identity to promote Chanthaburi as the City of Gems and one of the
world’s gems and jewelry trading hubs, building on the province’s
reputation as the source of quality gemstones that has been
recognized around the world for over a hundred years.

Today, this city on the Eastern seaboard stands out as one of
the world’s leading sources of gemstone trading and production,
thanks to the craftsmanship of Thai artisans that is internationally
accepted. This selling point has attracted gemstone traders from
around the world to visit the province. Moreover, the gemstone
industry has always been the highlight of the province, with
the development of a new ruby color standard — Rabbit’s Eye Ruby
- which is a color similar to the eyes of the rabbit, the province’s
symbol. This initiative has created added value for gemstones in

Thailand, especially for ruby which is a key export product of the country.
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Moreover, the development of Chanthaburi’s DNA as the City
of Gems has also led to new opportunities for MICE travelers and
other tourists to join in and experience activities that Chanthaburi
has to offer on a deeper level such as exploring the gemstone route
where visitors can learn about the gems-making process from
beginning to end, from visiting the original gem mines, traditional-style
gemstones sifting, gemstone cutting, to peeking behind the scenes
to learn how exquisite jewelry is designed.

An activity that can offer these experiences is the Bor Ploi Lek
Petch Tour which is a tour of one of the few remaining gemstone
mines in the province where visitors can see how locals mine for
gemstones and try to dig for gemstones themselves. Moreover,
visitors can examine how mechanical rings are crafted at Baan Wan Kol
or Mechanical Ring House. The art is an ancient wisdom founded
only in Chanthaburi and here, MICE travelers can discover

the amazing technique behind the mechanical rings that can be

taken apart and put together again. This customized product also
caters to the demand of customers who are looking for a unique piece
of jewelry.

To further promote the identity of the City of Gems, the province
has organized an annual international festival or the International
Chanthaburi Gems and Jewelry Festival which aimed to showcase
the talent of local artisans and increase trading for gems and jewelry
products while demonstrating the potential of the City of Gems so
that visitors will remember the province.

These are all examples of how a city can make itself further
recognized by using its identity and strength to highlight its image
and promote its main selling point, ultimately proving that Chanthaburi
is a province with a unique DNA that can easily be developed into

another interesting MICE destination in the region.

7131 Sources:
https://www.bangkokbiznews.com/news/detail/851102
https://www.ryt9.com/s/iq03/3034273
https://readthecloud.co/master-9/
https://www.commercenewsagency.com/news/2842
https://traveleastthailand.com/7085
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Elevating and promoting MICE cities to stand out with ‘CITY Branding’
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In the same way that every human is different due to their DNA, all cities are
unique in their own way. Today, each city must seek their own DNA in order to
carry out branding for their cities which can reflect the spirit of their identity.
Moreover, combined with the vision of the people behind the city’s DNA, city
administrators can accurately determine the direction of their city in the future.
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THE INTELLIGENCE

FROM DNA

DISCOVERING

TO BRANDING
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THE HEART
OF MODERN CITIES

The branding process or the DNA of each city must involve the consideration of multiple
opinions and perspectives, calling for brainstorming sessions that must be attended by
people of all sectors in the city in order to determine and set the DNA of the city together.
The end result must also reflect the city’s viewpoint, values, plans for the future, its
aspirations, and also its image in the eyes of visitors. The heart of the process to seek the
city’s DNA is to listen to its people and let them decide the fate of their city. Ultimately,
the opinion of the people is much more important compared to that of visitors or its leader.

For a city’s branding to be successful, several elements must fall into place. First of
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all, the city must have a clear story or statement, meaning that it must know exactly what

it intends to communicate to the target audience. Many cities have succeeded in this task,
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for example, Paris is best known as the city of love and romance, while Hong Kong has

established itself as the region’s hub of business and trade.

However, it is not possible to find a single defining statement for any city, as all

cities are unique in their own way. These qualities also shift with time, for example, in the

past a city may have one type of DNA and a different one in the present. New branding
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for cities must be carried out to keep up with the times. No matter what statement is
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communicated to the public, the city must prepare its statement and answer all doubt as
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to why the city has chosen that certain brand.

What strength or angle should a city select as a selling point?

There is a piece of advice suggesting that the selling point should be relevant to
the people in the city, be engaging, and the city should use a timeless symbol that will
never go out of style.

A city with one of the strongest brands in the world is New York in the U.S. The city’s
brand is known for its ‘I Love New York® slogan as well as its classic logo. New York is a
brand which is a city that represents a diverse population. No matter the sex, age, or
nationality, everyone can make their dream come true with determination, and New York is
the love that exists in the heart of all urbanites.

Moreover, New York represents the can-do attitude, and this clear branding has led to
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a magnitude of souvenirs relating to the city, from mugs, caps, to t-shirts and more.

Therefore, visitors would often purchase these items when they visit the city.

At the same time, successful branding relies on telling an uncomplicated story about
the city so that people can easily understand. The story should also have a cultural element
of the vision of the city in the future. The branding of the city should be well-managed with
a clear policy while the unique identity of the brand should be communicated often in order
to further strengthen the brand itself.

A city with a clear DNA that can successfully develop its brand will be able to
transform an ordinary city into a destination coveted by every traveler who would dream

of visiting to experience the city’s unique identity. Even in the MICE industry, as the

behavior of MICE travelers shift, they would often look for something that stands out,
something creative, and a MICE destination that can accurately cater to their needs.

Developing a city with a clear DNA is no different from shining a spotlight on that city

e

so that it stands out on the MICE stage and gains a greater chance of that city

becoming a quality MICE destination in the future.
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SALES OF KUMAMON RELATED GOODS (in Bilions of Yen)
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Many countries in the world have attempted to develop their own DNA and branding. A
nation that is probably recognized around the world for this is Japan, and everyone who
has visited the land of the rising sun would understand that Japan has always tried to
communicate its branding through mascots. Out of hundreds of mascots, no other is as
famous as the chubby black bear with the red cheeks called Kumamon, a creation of the
local government of Kumamoto prefecture in 2010. The objective of the mascot was to
promote tourism in the prefecture, and Kumamon was officially launched during the
opening of the Kyushu Shinkansen line in 2011.

Kumamon is a clear example of success in using mascots to create a city’s brand
as it can promote the city’s image and ultimately deliver enormous economic value to
the area. The article called ‘Exploring city branding strategies and their impacts on local
tourism success, the case study of Kumamoto Prefecture, Japan® which was published
on www.researchgate.net offered an interesting analysis of the factors behind this success
that can be adapted to other cities looking for ways to build its own brand.

The most important factor for a city to successfully develop its brand is ‘government
support’. In the case of Kumamon, the bear is no ordinary mascot, as it also serves as
the Sales Manager of Kumamoto prefecture with its own office.

The local government has appointed a special team to carry out activities related to
Kumamon, and it has also allocated a budget to develop a website and social media
channels for the mascot, from Facebook, Twitter, to the Kumamon blog to communicate
with its fans around the world.

The Japanese government has also allowed companies in the prefecture to use the
image of Kumamon without any costs. This is a highly intelligent strategy as it adds
value to the mascot while connecting the brand of the mascot with local products.

The next factor contributing to the success of the Kumamon brand is ‘building an
emotional connection’. The chubby Kumamon bear was intended to portray a naughty,
friendly, and inquisitive character as well as the image of a government official who is
diligent and ready to positively influence people. Normally, once Kumamon sees a fan,
it would immediately run towards them and express an excited and happy emotion which
makes people unconsciously feel a connection to this young bear.

However, merely introducing a cute character is not enough to ensure the successful
branding of a city. Other systems also play an important part in the branding process,
for example, the city of Kumamoto, apart from relying on the Kumamon bear to promote

its tourism industry, has also carried out the development of efcient public transportation
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and tourism services such as launching the Kyushu Shinkansen line in 2011; providing
buses, trams, and trains that can reach key attractions; and offering brochures to introduce
attractions in numerous languages in order to facilitate tourists who are looking to visit
the prefecture and meet Kumamon bear so that they will have a good experience and
take home good memories.

Moreover, the power of social media was another key factor that contributed to the
popularity of Kumamon compared to other characters such as Pokemon, Teddy Bear, and
Hello Kitty, as Kumamon seems much more similar to a real person and is livelier thanks
to its career as a provincial officer and its daily activities such as attending events and
updating its daily life through social media. These elements made Kumamon a recognizable
character around the world, driving up the number of international tourists to Kumamoto
prefecture during the past few years.

An incident that demonstrated how much the world truly cared for Kumamon was
during the earthquake at Yamamoto prefecture in April 2016 when people around the globe,
from Japan, Thailand, Hong Kong, to China, posted messages on Kumamon’s Facebook
page asking after Kumamon. When the friendly black bear was absent for a few days and
did not update any information on his social media channels, fans started to reach out to
him. Then, once he reappeared to visit locals who were affected by the earthquake, many
people ran to embrace Kumamon with joy as they get to see him again.

Meanwhile, the economic value of the character is enormous. According to Nikkei
Asia, in 2018, sales of Kumamon related goods were worth 150,000 million yen, or
approximately 43,300 million baht.

Today, Kumamon is no longer just a mascot that has helped promote the Kumamoto
city brand internationally, but is also a local money-making business that should not be
ignored. Kumamoto prefecture, while allowing local companies to use the character for
free, gains a license fee from sales of international companies that uses the image of
Kumamon, in which the local administration revealed that the fund is used to manage
Kumamon activities without relying on taxpayer money. Moreover, analysts have suggested
that the prefecture may use this fund to further develop the city itself.

Therefore, factors including government support, building an emotional
connection, the development of efficient public transportation and tourism services, and
the power of social media are the key to developing Kumamon into a city brand that is

beloved by all.
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Another example of a city that has highlighted its existing strength as its city DNA is
Leipzig in Germany. The city is best known as a key medical hub, and Germany has
positioned it as a city that is ready to support medical innovation development as it also
hosts well-recognized research institutes as well as companies relating to biotechnology,
medical engineering, pharmaceuticals, and bioinformatics.

From its readiness regarding the medical industry combined with its large convention
center called the Congress Center Leipzig (CCL), it is no surprise that the city has always
hosted important medical conventions and is the city where experts from around the
world gather to exchange information, share new ideas and experiences, and attending
trainings, with one of the most well-known events being the Leipzig Interventional Course
(LINC). Moreover, the medical industry has selected Leipzig to host numerous annual
events, reinforcing its position as the hub of medical innovation, and the key factor that
has made the city what it is today is the process of building a DNA of a city that stands
out in the MICE industry.

Photography creadit: www.ccl-leipzig.com/press/downloads/photos/
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THREE PILLARS TO CREATING A DREAM CITY

FOR THE NEVW GENERATION
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The spread of the COVID-19 virus has greatly affected cities around the world. Therefore, the next step is to find a way to revive and develop cities
to stand out again in order to attract travelers. What we have all learned from this crisis is that a strong brand is always able to adapt, remain
flexible, and fight through difficult times while bouncing back quickly. In this shifting world, there are three pillars that are crucial to building a city

brand so that it becomes an attractive destination.

BUILDING TRUST
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Post-COVID-19 travelers seek confidence, accountability and safety. Professionals in the
tourism and MICE industry as well as cities looking to become a dream destination must
learn how to adapt and offer these characteristics to visitors. For example, during the spread
of the COVID-19 virus, Covington, Kentucky, U.S., introduced the ‘COVID-19 Handy Guide’
to offer readers essential information about the virus to demonstrate that the city truly cares
for its community and visitors.

Now, all cities have an equal opportunity to uplift their standards regarding hygiene and
safety while building a new image and telling the story of the city by focusing on trust in
order to make visitors feel that they will still gain new experiences and travel safely in a
world post-COVID-19.

REMAINING FLEXIBLE FOR THE FUTURE
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Cities that are looking to build their city brand as a dream destination must be able to
handle changing situations and remain flexible for any situation that may occur in the future.
For example, Melbourne in Australia provides an excellent example in this area as its brand
identity is deeply tied to the lives of its people and has endless potential including modern,
vibrant, and cool. The city is also able to communicate these statements to many groups
of people at once, from locals to travelers, and once the city evolves, Melbourne will still
be able to adapt its city brand to various occasions such as Melbourne Spring Fashion Show
that benefits from using the city image that is modern, vibrant, and cool. A city that is
highly flexible such as Melbourne can efficiently adapt to changing situations which will
allow the city offer many dimensions of itself to locals and travelers in the future. During
these uncertain times, a city with flexibility and the ability to adapt will be able to succeed
and recover from crises quickly.

CREATING AND OFFERING UNIQUE EXPERIENCES

asivassAauazusauus:aunisal

uwuIuResesansnainassAuasiauetszaunsnilanvl ieidin
WINAINHGRIN T TR NNIEBUAQDANINAUNNITBIGNAT (Customer Journey)
Faeined Usziunadiudoduan wednlagnénlinngs uaztinaue
dsraunisnietnetsyaainliunignAnlunanddnyninsiaseiugnén
(Touchpoints) Iéatnsassin @sldlduAgenidiulifaanwintiy uddasanline
RENINGY AUFT NAY warANHAsN
Wseearlfannsauimne ieaiaanuuansing tawe @l Wiugun
e MENINANNENURIALIZNOLTNNNIENTN N13LETNNT wazmATulaE
AariaTinaneiiutemnanisdeansdrAny ulanyndui
didldannnsdizes nguan’ sgsuseiuans auetaRaiuNwRes
nfaafunienng e widleslifldlednmansnilminaupanesdu
snauanilty ‘Dive into The Hague' veeiianlinugdn Wesillagfnnzia
Aunnaue 11 Alamesitememauda Teeghinsannlananaileaiies 15 Wi
winiu Wedioyaulifaunndadszaunisnilud luveamziani

A o o a oA % &
uﬁ@‘i@m@mmmmLm@q@mﬂmw LLITUA

The city brand must be able to create and offer new experiences to fulfill the need of
visitors throughout their customer journey, which requires numerous rounds of analysis and
evaluation in order to understand the customer insight and offer unique experiences to
customers at every touchpoint. Moreover, apart from the visual aspect, cities must consider
other senses from sound, scent, to touch. This is an important opportunity for cities that
are looking to build a unique brand and present new experiences to travelers by combining
the physical aspects of the city, its services, and digital technology that has become a key
channel of communication in today’s world.

For example, while The Hague in the Netherlands may possess the image of a
boring and official city, it has introduced a new image showing an attraction of the city
that people may have forgotten with the ‘Dive into The Hague’ campaign that reminded
them that the city is only 11 kilometers away from the ocean. Moreover, as the ocean
can be reached in only 15 minutes, the city intended to invite travelers to experience
this attraction that the city has to offer.
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Songkhla = the land of two seas — is known for the charm of its old town where the
multicultural community can be discovered. In this issue, MICE Intelligence invites our
readers to take a closer look at the MICE city through the eyes of Pakorn Rujiravilai, the
Songkhla-born founder of a.e.y.space, an art museum that has opened its doors to artists
to hold exhibitions.
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Growing up in Bangkok and living in foreign cities have given Pakorn great experiences that he has drawn
upon in developing his hometown and transforming Songkhla into a creative city that is ready to welcome
all MICE travelers to embrace the identity of the city that is reflected through exhibitions and event.
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People: The heart of a city’'s DNA

While there may be various elements that make up a city, Pakorn emphasized
that its people is truly where the spirit of the city lies and where the DNA of
the city can be discovered.

“The DNA is the strength of the city or the identity of the city, however,
in my opinion, | would like to see it as two separate points. First, the
outer DNA that can be seen, from the city’s buildings, architecture, and
culture that has been so powerful that it has become a lifestyle including the
multicultural community. All of these things have often been talked about as
both Thailand and other countries feature cities with multicultural communities
that are similar to Songkhla’s. Therefore, | would like to focus on the second
point which is the DNA that we can experience or the inner emotions.
Personally, | think that this is what makes the DNA of that city stand out.
Moreover, | believe that people is what truly lies behind the city’s DNA because
that is the charm of the city. For example, during the previous Portrait of
Songkhla exhibition we received amazing feedback from participants regarding
the warm hospitality of locals.

“The city DNA that is related to hospitality is very powerful. For the people
of Songkhla, offering locals in the old town a chance to take part in communicating
their story to visitors through activities from explaining what exhibitions are
ongoing and where the venue is located, telling visitors about the history of the
area, greeting people and asking about whether they’ve eaten, to guiding them
to various exhibitions — while they may not be able to help everyone with every
detail — the opportunity fostered a friendly atmosphere expressed from the inner
charm of our people. Moreover, | believe that people’s engagement and their
hospitality can help strengthen and sustain the DNA of a city.”
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Lessons for
‘Portrait of Songkla’

In September 2020, Songkhla welcomed huge crowds of tourists nearly every
week thanks to the ‘Portrait of Songkla® exhibition that was held in the heart
of the old town. Co-created by Pakorn and the local community, the exhibition
offered a platform for local artists to present their work while Pakorn curated
and managed the exhibition to match their objectives.

“During my time working on the exhibition with the community, | learned
that | cannot act like a know-it-all. Before persuading anyone to work with us,
we must get to know them first. | was lucky to have a partner like the School
of Photographic Arts, a group of leading photographers, as well as everyone
involved in the exhibition. Apart from encouraging people in the community to
take a closer look at themselves, the exhibition allowed them to become
closer to those around them. For example, in some families, siblings learned
more about each other and were able to better connect to others in the
community. Once the bond within communities is strong, it will lead to other
opportunities. The project was also organized with the support of Creative
Economy Agency (Public Organization) or CEA with the KPI assessed
from surveys and focus group interviews after the event revealing that locals saw
their product sales increased by 20-30%, from accommodations, shops, cafes,
souvenir shops, to local stores. On the last day of the event, everyone asked
whether we can extend the exhibition which really caught me by surprise.”
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the opportunity fostered a friendly atmosphere
expressed from the inner charm of our people. Moreover,
| believe that people’s engagement and their hospitality
can help strengthen and sustain the DNA of a city.
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City development takes time

“We also need to accept the truth that developing a city’s DNA takes time
and it is impossible to get immediate results. Each city needs a branding
expert to lay down a yearly strategy. In several countries like Japan and South
Korea, its government has been aggressively developing its own branding. For
Thailand, we really need to engage the younger generation because the city’s
DNA is not just about ancient culture or roots: in this modern world, we need
to make ancient values seem more contemporary and be ready to adapt them
into new concepts. We need to find our existing strength and recreate it to
awaken our people and bring the city back to life. | also believe that today,
the city DNA should not remain static, as the world and trends are constantly
evolving. A city may highlight one type of DNA a few years ago, but as time
goes by that DNA may be complemented with new ideas to better communicate
to the people in this generation.”

Songkhla - Art City - MICE Events

“For Songkhla to have discovered its DNA, | think the engagement from its
people really contributed to this, as we all needed a clear goal to work together.
Once everyone is on the same page with the city DNA, it is much easier to
look ahead. For my next initiative, | am making plans for a Photo Project in
2023. From talks with agencies that will be supporting this project, every
stakeholder agreed that Songkhla has a lot of potential and can even host a
world-class art festival. Now | am in the stage of talking to stakeholders and
drawing up a proposal in continuation from the Portrait of Songkla project as
our strength lies in that of the team from the School of Photographic Arts
which has both Thai and foreign leading photographers. Moreover, we may
work with the Bangkok Art and Culture Centre or BACC who will act as the
curator. The project will also engage the Association of Siamese Architects as
well as local representatives. | am very fortunate that every stakeholder
understands the importance of this event and are experts are coming together
to create something new for the city. Meanwhile, | have also discussed with
the owner of the Bangkok Screening Room about the possibility of a Movie
Art project that can be held near Songkhla Lake. We could have a Im screening
which would be very charming as Songkhla will be able to offer the sea, the
mountains arts, culture, to food. | also believe that we truly have the potential
to host a world-class art festival.”

Ultimately, Pakorn emphasized that the engagement of locals is important
for the process of building a city’s image and strengthening the city’s DNA
that will allow it to organize unique new MICE activities in the future.
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Exploring South Korea’s MICE industry and its above-and-beyond selling point
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The lifestyle of people around the world has forever shifted after the spread
of the COVID-19 virus which also brought on unexpected changes for everyone.
However, one Asian country that is in the spotlight is South Korea, in which
the Union of International Associations (UIA) ranked the world’s top three
convention cities in 2019.

South Korea also seized this opportunity to launch the ‘Korea, Beyond
Meetings: Beyond Expectations, Ultimate Satisfaction’ selling point which
declared that South Korea will no longer be merely an ordinary convention
hub, as it is ready to present experiences which are ‘beyond expectations’ to
achieve the ‘ultimate satisfaction’ of visitors.

Going beyond with
intelligent solutions

South Korea is now offering multiple selling points. The rst one is ‘C-Convenient’
which means that MICE travelers will receive convenience once attending
events here, from the convenient transportation via air, land, and sea, with
several international airports to welcome them; a speedy communication
system as the nation is the world’s first to boast the 5G network; a complete
infrastructure to host MICE events; to excellent public safety and security.

The next selling point is ‘l-Innovation’ as there are organizations dedicated
to the MICE industry in 18 regions as well as a total of 19 large convention
halls and 8 international airports nationwide. Moreover, public and private
agencies are closely coordinating to ensure that they offer experiences that
are beyond the expectations of MICE organizers. All they need is for clients
to communicate their passion to the South Korean agencies and the South
Korean MICE team will ensure that everything is taken care of.

As the country has gathered innovators and experts in the industry, MICE
organizers can be certain that South Korea is ready to use new technologies
and ideas to enhance MICE event organization in order to always offer a unique
experience to participants.

Meanwhile, there are several smart cities equipped with cutting-edge
technology in South Korea, including Seoul, the nation’s capital, where numerous
technologies have been introduced to offer convenience to its citizens such as
the smart public transportation system including the smart bus tracking system
which is a GPS that allows the bus control center to monitor all vehicles in
reatime in order to adapt the number of buses to match the needs of the
general public at any given moment. Moreover, passenger can check the location
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of the vehicle through online channels to make travel plans, as transportation is
one of the key factors that determines the venue of MICE events.

The variety and charm of South
Korean culture

South Korea is also offering ‘l-Intriguing” which is the charm and intriguing
stories that everyone can discover in the nation, from K-Pop, K-Food, various
traditions and cultures that have been passed on for over 5,000 years, to the
amazing seasonal festivities and activities. Therefore, MICE travelers have a
variety of eye-opening experiences to choose from apart from joining
conventions which will allow them a taste of new experiences.

Most importantly, there are several MICE cities in South Korea, all of
which boasts its own unique strength and readiness to host different types
of MICE events. For example, ‘Daejeon’ is the nation’s science hub where
the largest R&D cluster in Asia is located while it also offers world-heritage
attractions such as the 1,500-year-old national cemetery, a Korean cultural
village, Buddhist temples, and numerous natural attractions. The city also has
several large venues to choose from such as Daejeon Convention Center and
Daejeon International Exhibition & Convention Center that is scheduled to be
completed in 2021. Daejeon also hosted Daejeon Expo’93 which attracted over
14 million visitors from 108 countries around the world. The expo park that
was constructed during that time now serves as a venue for important MICE
events in the city.

Meanwhile, Busan is recognized for outdoor activities as it boasts
a beautiful scenery both on land and at sea, and the city was also ranked by
UIA as the world’s 14™ convention city. Busan has been highly successful
in organizing MICE events, from high-end activities such as Busan International
Film Festival, travel incentives for participants, to serving as a destination for industry
tourism as the city is the hub of the automotive, ship building, and machinery.

South Korea has also selected 40 unique event venues for MICE
organizers such as ‘Haslla Art World® a seaside complex with an art museum
and a hotel that allows guests to soak in art and beautiful nature at the same
time while offering a seminar room that can host hundreds of participants.

Meanwhile, ‘Gangneung Ojuk Hanok’ village — located in Gangneung which

was the venue for indoor sports such as ice skating during the 2018 Winter
Olympics - features amazing seaside views and was also the location for the
filming of the hit series ‘Goblin’. Thus, the village is a destination that would
greatly appeal to groups that are enthusiastic about local culture and nature.

Another intriguing location is Wonju Hanji theme park in Gangwon
province which is known as the birthplace of Hanji or Korean paper. While the
theme park does not offer rides like other parks, it will certainly not disappoint
those who appreciate art and crafts made from Hanji. Meanwhile, as a MICE
venue, the theme park offers a meeting venue that can host up to 200 guests
as well as exhibition space, classrooms, the Hanji experience center, and an
outdoors area for event organization.

The land of startups

Apart from a clear selling point thanks to its city branding strategy, the
government of South Korea also promotes startups through incubators that
groom the new generation to become entrepreneurs while a large number of
investors are also ready to fund up-and-coming startups.

Meanwhile, as for the tourism industry which is connected to the MICE
industry, many South Korean startups have demonstrated the potential for
development, with most of them being platforms that gather accommodations
and offer travel routes for each type of traveler. For example, ‘Yanolja’ is
a hotel reservation application focusing on affordable hotels with over 50,000
choices for travelers; ‘MyRealTrip’ is a platform that offers over 10,000
travel-related products from guided tours, special deals, attraction tickets,
transportation tickets, to other services for tourists; and ‘Trazy’ is a startup
that gathers and offers interesting activities that can provide unique experiences
for travelers at the best prices such as a Korean-style makeup experience.
All these applications provide a source of information that MICE organizers
can use to create exciting new activities.

South Korea’s strategy to determine a clear selling point, the development
of various MICE cities that are different and unique, combined with a serious
plan to promote startups are all key factors that have promoted South Korea
to become a strong contender in the international MICE community.
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Setting KPIs and monitoring the overall development of the strategy is important
to achieving the city branding. If results are not in alignment with the city’'s
policy, the management team should immediate address the discrepancy by
relying on the ranking of a trustworthy institute, setting up focus groups to
assess the awareness of the target audience, carrying out surveys, or using social
and economic indicators to determine the success of the city branding. Certain
factors to consider may include increased number of tourists to the city, new
investments from foreign companies, to higher sales of local products.

Cities should start with a central idea, then try to seek and determine its own
identity. Moreover, it should develop a strategy that combines the ‘perception of
people towards to the city’ which often varies with each individual and ‘the
actual city’ in order to build an image for the city that will make it more
intriguing and increase its potential for competition.
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The local government must form a team that can turn ideas into actions no K€anmisavnuiutoodua

matter the political changes that may occur in the city. This team must have the ’
resources and budget that allows it to achieve the objective that has been set.
To ensure the team’s success, it may also require the support of experienced

These are important channels for city branding that can help a city become
more recognized domestically and internationally. The communication must be

—  consultants. clear and should help people understand the city branding while also affecting

the decision of people from other cities regarding daily life, tourism, business
| | | | | | | | I opportunities, and investment in that city.
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