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MICE trends Asia

• MICE is the most lucrative segment in terms of revenue

in the tourism industry, either it is for a city or for a hotel. 

• Asia is leading the world’s growth in numbers of international 

conventions.

• The Asia-Pacific region is expected to witness the highest growth rate of 

8.6 percent during the forecast period from 2017-2023. 

• Moreover, ease of visa restrictions, investments in better infrastructure, 

and high demand in commercial aviation further fuel the growth of the 

Asia-Pacific MICE industry.

• Singapore, Thailand, and Malaysia recognized as the top Asian 

destinations for meetings and events, followed by Hong Kong, Shanghai, 

Tokyo, Mumbai and Seoul. 

• Macau as a rising star in the Asian MICE scene, together with new players 

such as Taiwan and Vietnam. 



MICE in China

• The MICE market in China started late but has grown quickly in all aspects, 

including facilities, industry professionals and innovative services.  

• More than 1 trillion yuan (US$ 152 billion) in revenue is generated by China’s 

MICE market, and the number of MICE suppliers has reached over 100,000. 

• China’s hotels are both innovative and hungry for business, with lots of 

different players and many hotel chains.

• The Chinese government’s policy of only using local hotels has further • The Chinese government’s policy of only using local hotels has further 

pushed down prices, which, combined with a relative absence of security 

concerns, has made China a good location for meetings and events.

• MICE demand from Chinese enterprises is expected to keep growing. 

• First-tier cities, such as Beijing, Shanghai and Guangzhou, have become some 

of the core international MICE destinations, with newly built exhibition 

centers, convention hotels and transportation systems. 







5 Best MICE Venues in Asia

Countries like China, Singapore, Philippines and Malaysia are increasing their 

expenditure on facilities for MICE tourism. 

The key factor behind Asia becoming the favorite among business travelers is 

its top notch convention centres (outstanding services, infrastructure, 

location, audio-video facilities).

• Singapore Expo Convention & Exhibition Centre

• Marina Bay Sands

• Suntec Singapore International Convention and Exhibition Centre

• AsiaWorld-Expo, Hong Kong

• Guangzhou International Convention And Exhibition Centre, China

Possibly the largest convention centre in the world with 1,131,000 sq. m. of 

space and also has the world’s largest exhibition hall of 157,935.21 sq. m. 
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Localization of world events  



Providing alternative lifestyle venues such 

as connected shopping venues, energizing as connected shopping venues, energizing 

events with food and beverage products, 

and incorporating Kerry Sports into the 

meeting packages. 



Weddings as a lucrative yet declining business? 



Local family events 



Smart Event Apps



http://www.bilum.fr



http://www.evenementresponsable.org/



Korean Business Travel & MICE
Key data

Factors contribution to outbound business tourism and MICE Travel

South Korea has long-been an Export-oriented economy

Since the 1990s, aggressive overseas expansion of many large conglomerates (chaebols)

Multiplication of Free trade Agreements (World’s third largest FTA territory)

BT and MICE Travelers

Traditionally  male executives, senior managers or decision makers. 

Emergence of new segments: small business travelers (more focused on budget travel and more likely to be 

doing business in nearby markets) and female business travelers.doing business in nearby markets) and female business travelers.

South Korean business travelers value safety and convenience above all.

Choice of destinations for MICE: 

Short-haul destinations (3-6-hour flight, usually 3-4 hours): Singapore (1 in 3 travelers were for business 

purpose in 2014), Malaysia, Hong-Kong & China, Philippines, Thailand, Japan, etc.

Importance of national strategies and promotional efforts of destinations, quality and diversity of infrastructures, 

quantity and affordability of flights, airports, harbors, roads, convention centers, hotels, shopping centers, and a 

variety of attractions.

Duration of BT & MICE trips: 3 to 4 nights in average.

Source: Taecho club’s article on Korean incentive travel, 2015 report of Singapore Tourism Board, Amadeus 



Accommodation

Preference for 4 to 5-star hotels (breakfast included) and all-inclusive resorts, low season deals.

Communication

South Koreans BT MICE travelers prefer consuming information in Korean, and due to the language barrier, they 

tend to avoid face-to-face inquiries. 

Information sources

Typically, South Korean BT & MICE travelers do not conduct pre-trip research. During their trip, most of them rely 

on friends, family or colleagues residing in the destination as their main sources of information. 

Korean Business Travel & MICE
Key data

Allocation of  working time

South Korean BT MICE travelers typically work beyond standard office hours even during their trips. 

After-work entertainment is considered an official work and an important avenue for building relationships with 

colleagues or clients. 

Expenses and Shopping 

While shopping, buying items that reflected the local identity of the destination is the most important 

consideration for South Korean BT & MICE visitors. 

Korea business travelers almost feel obligated to buy gifts, either be premium (in value and/or quality) or unique 

to the destination, for their colleagues to thank them for covering their duties while they were away. 

Source: Taecho club’s article on Korean incentive travel, 2015 report of Singapore Tourism Board 



South Korean Incentive Travel 

Incentive tourism is often described as "compensation travel" or "employee compensation travel“

Recently, South Korean companies and organizations have been actively introducing incentive travel as a

non-monetary compensation, aimed at increasing (sales) performance and loyalty of employees.

At the same time, incentive travels offer the pleasure of traveling abroad, acquiring new experiences

and knowledge, getting to know colleagues and superiors, managers, improving corporate atmosphere

and culture.and culture.

Incentive tours have been traditionally purchased to large package travel agencies due to cheaper

prices. However, satisfaction was not high due to highly standardized services and shopping obligations.

Companies tend to look for more personalized services and and therefore rely more on specialized

agencies and/or land operators, especially for services and activities at the destination.

Type of Korean companies relying on incentive tours:

Chaebols, export-oriented companies, banks, life insurance companies, car companies, pharmaceutical

companies, retail companies,

Chaebols usually have in-house departments in charge of managing HR performance and talents.

Source: Taecho club’s article on Korean incentive travel



Mega-events : global attention for destinations

“Every city that hosts the Olympic Games becomes a temporary steward of the Olympic Movement. It is 
a great  responsibility. It is also a great opportunity. Host cities capture worldwide attention. 

Each has a once-in-a-lifetime chance to showcase the celebration of the human spirit. 

And each creates a unique set of environmental, social and economic legacies that can change a 
community, a region, and a nation forever.” 

Jacques Rogge, IOC President



Social and economic impacts of mega-events

POSITIVE

Economic 

Short term cash injection 

Increased sales by local businesses

Foreign exchange earnings 

Job creation and business opportunities

Poverty alleviation and reduction of inequalities

Increased sales and investments 

NEGATIVE

Economic 

Increased prices for services and housing

Mobilization of resources from other sectors

Impacts upon exchange rate 

Infrastructures may be a financial drain and have no future 

as tourism attractions

Lack of trust or interest from the international community 

Impacts and legacies can be tangible and intangible, positive and negative, 

short-term and long-term

Increased sales and investments 

Modernization and beautification of a region

Social 

Better living conditions 

Enhanced civic pride and exposure to the global community

Increased social inclusion and citizen engagement 

Development of new skills for all stakeholders

A global platform to highlight social injustices and demand 

change

Lack of trust or interest from the international community 

in case of failure

Social 

Congestion, noise, crime

Gentrification of neighborhoods and relocation of 

disadvantaged groups

Tensions over public spending, rights in public space, 

concerns over labor practices, rights of expression and 

human rights, environmental threats

Protests against future events from local population

If carefully planned and managed, mega-events may contribute to the 

socioeconomic development of emerging countries / destinations



Optimizing the social and economic impacts

• Define a strong, long-term vision: mega-events are not an end

• Adopt a coordinated and integrated approach, in line with the development

policies and strategies of the destination

• Prepare detailed action plans for all steps (pre-event, event, post-event)

including planning and managing of potential legacies

• Cover all dimensions of sustainable development: economic growth, social

inclusion, environmental sustainability, governance, on event production

• Identify clearly the expected benefits for the citizens, city, region and country

focusing on the youth and women

• Put the interests of the host communities first, with emphasis on the intangible

impacts and legacies of the event

• Design a multi-stakeholder strategy and promote consensus and dialogue

• Support SMEs and social enterprises, small tourism establishments and

suppliers

• Build and encourage Public-Private-Partnerships



Optimizing the social and economic impacts

• Encourage CSR (Corporate Social Responsibility) efforts from sponsors

• Apply green, sustainable event principles and practices: recycling, up-cycling, green

buildings, etc.

• Promote innovation and new, smart technologies to reduce costs and prevent negative

impacts

• Engage active participation from domestic and international visitors, foreign

participants, partners etc.

• Learn from past events, share know-how and success stories, transfer skills legacy• Learn from past events, share know-how and success stories, transfer skills legacy

between host cities

• Build capacity and train local workers and volunteers, develop skills

• Prepare strategy and tools to measure, monitor and evaluate the impacts

• Raise awareness, inform and educate all participants on sustainability and social

responsibility

• Capitalize on the event to raise the brand image of the host city / nation, enlarge tourism

infrastructure and develop new tourism products.

• Sponsor developing countries and share legacies to help them prepare their mega-

events.



Sustainable, responsible, green events 

• Initiatives aimed to optimize impacts on communities, natural environments, 

The first Green 
Games

2006 FIFA in Germany 
Launching of Green Goal

Green Goal at 2010 FIFA 
in South Africa The GRI Event 

Organizers Supplement ISO 20121 Sustainable 
Event Management, 
catalized by London 

2012
• Initiatives aimed to optimize impacts on communities, natural environments, 

and local and global economies

• Job creation and training through event-greening activities can result in 

increased pride, better knowledge about sustainable living and practices, 

and the power to make more responsible decisions

• ISO 20121 :voluntary international standard for sustainable event 

management, aimed to help organizations improve sustainability throughout 

the entire event management cycle, triggered by London 2012.

• 2014 edition of the Green Passport initiative: an online mobile application 

aimed at promoting 60 sustainable tourism destinations in 12 host-cities of 

the 2014 World Cup during the event and beyond.

2014 Green Passport
initiative to be

implemented at the 
2014 World Cup in Rio



Thailand MICE Standards



Impacts of mega-events on South Korea

1988 Olympics : Peace, Harmony and Progress”

• Brought international attention to the country

• Allowed to change negative perceptions

• Showcased the Miracle of the Han River, from 

poor Land of the Morning Calm to dynamic Asian 

Tiger

• Gave impetus to the development of South 

Korea's diplomatic relations

• Contributed to accelerate South Korea’s transition 

to democracy

2002 FIFA World Cup co-hosted by South Korea and 

Japan
Contributed to accelerate South Korea’s transition 

to democracy

• Led to the elimination of all outbound travel 

restrictions as of Jan. 1989

• Drew attention to South Korea as a tourism 

destination

Japan

• The first World Cup in Asia

• The first World Cup (and so far only) co-hosted by 

two countries

• South Korea standing as a major global player, and a 

modern and attractive destination

• Korean national pride: a new culture of massive 

street cheering during events

A useful legacy of the 2002 World Cup: 

South Korea’s Toilet Revolution’, with public restrooms repaired or renovated drastically. 



Mega-events in the Republic of Korea

Expected impact: 
$ 5.5 billion in terms 
of value added, with 

a positive 
contribution to the 
tourism industry 

expected to amount 
to USD 450 million.

Expected impact: 

$ 65 billion added to the Korean 
economy, tangible and intangible  

(Hyundai Research Institute) 
$12 billion funded through the government 



PyeongChang 2018 - Bidding process

June 2010: Pyeonchang announced as candidate for the 

XXIII Winter Olympics Games in 2018, together with 

Annecy, France, and Munich, Germany

July 2011: Pyeongchang announced as the host city for the 

2018 Winter Olympics and the 2018 Winter Paralympics, 

with 63 votes to Munich's 25 votes and Annecy's 7 votes. 

• Third Winter Games in Asia after the 1972 games in 

Sapporo, Japan and the 1998 games in Nagano, Japan. 

• First Asian city to host the games outside of Japan. • First Asian city to host the games outside of Japan. 

• Two previous failed attempts for the 2010 and 2014 

Winter Olympics, in which it lost to Vancouver, Canada, 

and Sochi, Russia respectively.

• First ski resort town to host the Winter Olympics since 

the 1992 Winter Olympics in Albertville, France.

• Strong support from the Korean people from its two 

previous bids until now, with more than 90% of Koreans 

supporting this 2018 bid

• Successful hosting of the 2013 Special Olympics World 

Winter Games. 



PyeongChang 2018 – Name and Official logo

The logo is inspired by Hangul, the alphabet of the

phonetic Korean language. It is composed of the first

consonants of the name of the host city, PyeongChang.

The 'ㅍ'(P) is the first consonant of the first syllable,

Pyeong.

It also represents a gathering place where the three

elements of Cheon-ji-in – heaven, earth, and human –

are in harmony, thus symbolizing the open square

where the celebration of athletes and winter sports will

take place.take place.

The 'ㅊ '(Ch) is the first consonant of the second

syllable, Chang. It symbolizes the natural environment

of snow and ice, and the stellar achievements of the

athletes - the stars of the Games.

The colors reflect the Olympic Flag, and they also

represent the five traditional colors of Korea - black,

blue/green, yellow, red, and white – which is the same

color scheme as that found in the Olympic flag.

The five cardinal colors are found in many aspects of 

daily life and tradition in Korea, including in clothing, 

celebrations, martial arts, architecture, art and food.

A CamelCase name

The name of the county is written 

Pyeongchang, but the local authorities, 

the PyeongChang Organizing 

Committee for the 2018 Olympic & 

Paralympic Winter Games (POCOG) and 

the International Olympic Committee 

are generally using PyeongChang



PyeongChang 2018 – A national pride



PyeongChang 2018 – Strategy

Objectives

Economic Olympics, Cultural Olympics, Environmental 

Olympics, Peace Olympics

10 Strategies for Success

1. Construct athlete-oriented and Games-oriented 

facilities and systems

2. Minimise cost and maximise benefits

3. Guarantee completely safe games3. Guarantee completely safe games

4. Construct easily accessible traffic network

5. Maximise convenience for spectators

6. Develop successful marketing strategy

7. Create and leave a sustainable legacy

8. Develop high-quality and unique cultural/tourism 

products

9. Create atmosphere for nationwide participation

10. Create opportunity for possible reconciliation and 

cooperation between North and South Korea




