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It is claimed that tourism is the fastest growing international industry. The speed
of its development is such that it is easy to lose sight of its dimensions. It is a
multidisciplinary area of study, embracing a variety of analyses, from marketing and
economics to ethnographic and environmental studies. With such breadth and depth,
tourism needs a solid starting point and where better than a description of the main
organizations, places and occasions which are relevant. This book provides this
starting point, with an encyclopedic review of the main structures with which tourism
is organized and major contexts within which tourism takes place.

The book focuses on an important component of tourism: MICE i.e. travel for
Meetings, Incentives, Conventions and Exhibitions. Whilst much of tourism literature
concentrates on leisure tourists, an important element of the growth in tourism
worldwide is business tourism, of which MICE is the most significant element. MICE
provides the places and occasions at which to host face-to-face industrial
communication. And in the Internet age, MICE is an important reminder that there is
no substitute for being there!

A Survey of Major Tourist Resource Couniries has an impressive global coverage,
which is only right considering that MICE and tourism are definitive international
industries. The range of countries covered comprises seven from the Asia/Pacific
region, five from Europe, three from the Americas and two from Africa. This book
provides a clear and succinct guide to the main features of MICE and tourism in these

countries.

Peter Taylor, Sheffield Hallam University, UK
9 March, 2012
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A Global Villager Needs Ability of Cross-culture
Communication

I have had the privilege of visiting China many times over the last twenty years,
and have traveled the vast country from top to bottom, sometimes for business
purposes, and always for pleasure. In those two decades I have witnessed incredibly
positive changes in terms of the reception and provision for foreign visitors, and
attribute much of this to the open-minded nature of the country’s people and their
willingness to adapt to the smaller, closer modern world.

My initial visits to China, in the mid 90s, whilst fascinating and stimulating ,
often left me frustrated and bewildered by what appeared to be fundamental cultural
barriers. As a typically private and reserved Briton, the overwhelming hospitality of
my Chinese hosts felt intrusive and molly-coddling. Their friendly questioning probed
my career development and finances often to the point of inquisition, and their
insistence that certain aspects of their cultural heritage were “ unique” and
“wonderful” frequently found me in the uncomfortable position of having to disagree
with people who had never before heard dissent.

The China of today is quite different. As a businessman or tourist I can fully
expect to be treated with tact and respect. If 1 desire a day to my own devices,
nobody is offended by my lack of apparent friendliness. If I choose to remain silent on
a matter, it is no longer taken to mean that something is amiss, but that I simply
consider the matter to be private. If I choose to state an opposite position on a matter
of culture, history, politics or religion, the wary silence of the past is now replaced
by challenge and debate.

China continues to grow in power and influence in the global society, and as it

blooms it must continue to strive for ever greater cultural understanding of the others
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i’ /' who comprise that society. This book is an excellent reference for those making this
journey. It outlines the geography, history, politics, culture, cuisine and recreation
of seventeen countries, all of which play significant roles in China’s economic
interests. A student, business person, hotelier or politician, using this book as a
reference, will be significantly better equipped to understand the needs and

motivations of his or her foreign guests.

Robert Antony Hicks

A Professor of Chinese Culture, Severnvale Academy



[

0 HEUF, BREE BFAXMELETRAEA, FEEKEF KT R
487 496 B R 3 ,2001 4 fw A WTO,2008 4 3 7 % £ & 2 ,2010 4 3 7
tEEES FEHERASBABENT S AE KB AERSLRAE, EAR
WERE ABEERLREET S, MAMEREF I HRERR AMNTX
B ERARTN S, PERESTAKRNR, UKk 2RA EHKR
EUFRAL HESH. TURR, EFA N R HEFRAELESAPMER
BEHRERA, PARL BF XAWXAEERER AE FRALS W
NEEBMETER ALY, FREAXLED R AESFAREL BT,
Fotbk FRESKE, ERARIRAR, FETH. ARFEREER
BERESAEWIO R ANWERBAL K 2B AHES S UBE LY
AREWEN T ERBERDMAGKE TRERKFERKIAFL B LR

HEHAREHFEBEN, L HESAEMBER FRT R ERFERE
TR, ABABRODRAETERFRERN, FVWERK. BN RERER
FWAFRE, FAHNREATEFRRIEFNM AEHNRELXHNEAAAX
W, EAEREMNER R, EARNEYEARR, EAEFEALFTNARE
YT Y HRERE, E, MBS RN RRER A IEKE A RN
EHAY, BE2006 FTEETERBEREBRT(FEZERBERES B
WHERANERERA L), S FRERRRA  EEHATA, L RHAR
47,2009 £ HF A EEF BT HM

2011 £ 10 A, % #+LEAFLLH LT mEXMGFAKXE AHERHE
AENXMFLHREEAF, K HEBXAE LS A, X el &F L&A #
REFRBHFRR, 202 & EBXKXEHAERLLE THETHE, HKE
B8 HEEE AREEINANLVHE TRMBEEAX BTHEF, B
b B EERBEREBRA NEF RARAABXARARINLAEA
A RERATELRARH AV ERES R,

ABRSEIOY AAMBTLRLEEY KEFLBEAURITALE
REEREWEH Kb FE XK. RB.2RLMKBLHRAL AEFE,



BT

o

! /) P HEXGE EARE, UEXHE , HEENAL L FERBEURFP X,
RBBEHFEAZET REAERE EF A EFHARALE  REAERAN, A
HaFEARE KEFENL LR,

AFRTHEAGRLREE KBFFTE BEFXE BRALZ THEH . F
EXBR BMAXBESHAUBNELEALTEIRERBGRENGERM, 4T
UEHT AT TEENSE RN, A TERF BRAHXERGE. ZRGEE
XHEAZFE, URARRA TR RFHFRER. R TLEHM RHE
DB A oy LR 0L, B A i3, Gl i, — R R B RN BFHR,

FE WA AR - v B K A - BB S B E X R R ¥ B Robert
Hicks #& U X F SN EEFRANATHEMN KD TLRAZTESRR P £ L
KHMNEFRE SRGKRAAR FHOREEHR RAANAPIREFE, LA
e RFERS LB P HEHFRREETELRR K I FHE HH LK
REAEEAEB L LT TEABR URATEET ZAE . Imk . IR
wmOEXR . T e EEES FEE NAE A FH G AH EFE NRE G
REBEF HFEZ RKRAN.BEF DRE A A THEFLER. IR AE
B ZEL FHX FEEZEF FXEFAF FH . EH FEE K&
KRR KEA KEBE RXE KER KKE KL KR KR KAM
BE ML REE AR LEHN AT AR DR GEZ @R BERT . K
XE B#D Kew Ke P BEA e SEF RS SRE BEE. R
AR FHEH FRE FHEKR B hAE AR ELE A HE AXE M
ABRARKEE BRE B3 HaX ARE HRE MY A R,
O RABH EHRHEERE ERE ELHE ECEE EEE UK HE
A VY FEREAT KFER LR FER BRAA EHRMA AWEL . ER
B FET B M) % R Re2 R BALFRELREFRMAN
BB, W, KFESETHRAEFEEER, RRTHFEEFAREE
HRFAARR  BRTRE, Ak ——EW, Al —FREHE, B FELIR,
FAXR ERRRT , BOFEEHHIFIHE,

% &
2014 52 A



Chapter One

Chapter Two

Chapter Three

Chapter Four

Chapter Five

SEXW 431

Contents

MICE & Tourism Industry 1
Section 1 MICE Industry 2
Section 2 Tourism Industry 13

Asian & Pacific Region 27
Section 3 Republic of Korea 28
Section 4 Japan 49

Section 5 Indonesia 78

Section 6 Malaysia 96

Section 7 Thailand 114

Section 8 India 133

Section 9 Australia 158

European Region 185
Section 10 Russia 186
Section 11 Italy 205
Section 12 France 225
Section 13 Britain = 245
Section 14 Germany 275

American Region 305
Section 15 USA 306

Section 16 Mexico 348
Section 17 Brazil 369

African Region 389
Section 18 Egypt 390
Section 19 South Africa 410



Chapter One

MICE & Tourism

Industry




Chapter One MICE & Tourism Industry

Sy

MILCE Industry
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Part One Meeting and Convention

Introduction to MICE

The term MICE is widely used as a description of the meetings, incentives,
conventions and exhibitions industry. Most components of MICE are well understood ,
perhaps with the exception of incentives. Incentive tourism is usually undertaken as a
type of employee reward by a company or institution for targets met or exceeded, or a
job well done.

MICE tourism usually includes a well-planned agenda centered on a particular
theme, such as a hobby, a profession, or an educational topic. Such tourism is a

specialized area with its own trade shows and practices.
Conventlon (&)

A convention is a gathering of individuals who meet at an arranged place and

et ——

“time in order to discuss or engage in some common interest. The most common
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conventions are based upon industry, profession and fandom ( #f 2£ ). Trade

conventions typically focus on a particular industry or industry segment, and feature
keynote ( 3= 8l ) speakers, vendor ( J Fj ) displays, and other information and
activities of interest to the event organizers and attendees. Professional conventions
focus on issues concerning to the profession and advancements in the profession. Fan
conventions usually feature displays, shows, and sales based on pop culture and
guest celebrities ( 44 i ). Science fiction conventions traditionally partake (434H) of
the nature of both professional conventions and fan conventions.

Conventions are often planned and coordinated in exacting detail by professional
meeting and convention planners, either by staff of the convention’s hosting company
or by outside specialists. Most large cities will have a convention center dedicated to
hosting such events. The convention industry is generally regulated under the tourism
sector (FB11).

A convention center is a large building that is designed to hold a convention,
and typically offers sufficient floor area to accommodate several thousand attendees.
Convention centers typically have at least one auditorium and may also contain
concert halls, lecture halls, meeting rooms and conference rooms. Some large resort

area hotels include a convention center.
Professional Conference Organizer ( £\ & HHE )

A Professional Conference Organizer (PCO) is a company which specialises in
the organisation and management of congresses, conferences, seminars (15 ) and
similar events. PCOs work as consultants for academic and professional associations.
They usually provide full service management for conferences including but not
limited to conference design, registration, site and venue selection and booking,
audiovisuals, IT support, logistics ( 4 i ), leisure management, marketing,
printing and web services, sourcing speakers, funding and sponsorship, financial
management and budget control. Other companies offer related services including
travel agents and public relations companies. They tend to focus on limited areas such

as destination management.

Meeting Professionals International ( E R4 EREL L)

Meeting Professionals International ( MPI) is a professional community for the

global meeting industry. Founded in 1972, the Dallas-based non-profit association has
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2 /68 chapters and clubs, over 24,000 members from 69 chapters in 20 countries around
the world. It organizes four annual conferences: the World Education Congress (in
summer) , the Meet Different (in winter), the Asian Meetings and Event Conference
(in fall ), and the European Meeting and Events Conference ( in spring). MPI
publishes One+Magazine, a monthly magazine (formerly the Meeting Professional) ,

with online access to select feature articles, columns and destination articles.

Part Two Exhibition and Trade Fair

Exhibition (8% )

An exhibition is an organized presentation and display of a selection of items. In
practice,, exhibitions usually occur within museusms, galleries ( 38 A ) and
exhibition halls. Exhibitions may be permanent displays or temporary, but in common
usage, exhibitions are considered temporary and usually scheduled to open and close
on specific dates. While many exhibitions are shown in just one venue, some
exhibitions are shown in multiple locations, such exhibitions are called travelling
exhibitions.

Though exhibitions are common events, the concept of an exhibition is quite
wide and encompasses ( £ f§ ) many variables. Exhibitions range from an
extraordinarily large event such as a world’s exposition to small one-artist solo shows
or a display of just one item. Architects, exhibition designers, graphic designers and
other designers may be needed to shape the exhibition space and give form to the
editorial content.

Art exhibitions include an array of artifacts ( ZZ AR i) from countless forms of
human making: paintings, drawings, crafts, sculpture, video installations, sound
installations, performances, interactive art, etc. Art exhibitions may focus on one
artist, one group, one genre, one theme or one collection; or may be organized by
curators (% B A ), selected by juries, or show any artwork submitted.

Interpretive exhibitions require more contexts to explain the items being

displ;yed. This is generally true of exhibitions devoted to scientific and historical
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themes. Interpretive exhibitions generally require more text and more graphics than

fine art exhibitions do. The topics of interpretive graphics cover a wide range
including archaeology ( % 7 %% ), anihropology ( ANZ£2%), ethnology, history,
science, technology and natural history.

Commercial exhibitions, generally called trade fairs, trade shows or expos, are
usually organized so that organizations in a specific interest or industry can showcase
and demonstrate their latest products. Some trade fairs are open to the public, while

others can only be attended by company representatives and members of the press.

Trade Fair (R 5 EK <L)

A trade fair is an exhibition organized so that companies in a specific industry
can showcase and demonstrate their latest products, service, study activities of rivals
and examine recent market trends and opportunities. In contrast to consumer fairs,
only some trade fairs are open to the public; while others can only be attended by
company representatives and members of the press. Therefore, trade shows are
classified as either “ Public” or “Trade Only”. A few fairs are hybrids of the two.
One example is the Frankfurt Book Fair, which is trade-only for its first three days
and open to the general public on its final two days. They are held on a continuing
basis in virtually all markets and normally attract companies from around the globe.

Trade fairs often involve a considerable marketing investment by participating
companies. Costs include space rental, design and construction of trade show
displays, telecommunications and networking, travel, accommodations, and
promotional literature and items to give to attendees. In addition, costs are incurred at
the show for services such as electrical, booth cleaning, Internet services, and
drayage (#iiz %% ). Consequently, cities often promote trade shows as a means of
economic development.

Large Trade Fairgrounds

Ground City Indoor Floor Area|Outdoor Floor Area
Hanover Fairground Hanover 496,000 m’ 58,070 m®
Fiera Milano Milan 345,000 m’ 60,000 m’
Frankfurt Trade Fair Frankfurt am Main| 321,000 m’ 83,700 m’
Las Vegas Convention Center|Las Vegas 297,000 m*
Koelnmesse Cologne 284,000 m’ 100,000 m*




