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1. Learning Objectives

The main goal of this unit will not only develop knowledge of the underpinning theory for

the  planning  and  management  of  MICE  industry  and  understand  the  functions  and

structure of CVB.

2. Introduction

MICE is  an  acronym for  the  Meetings,  Incentives,  Conventions  and  Exhibitions  tourism

segment.    This  is  therefore a business-oriented segment,  involving obligatory (or  non-

discretionary) travel.  The Incentives part of MICE is the odd one out – though it is related

to business, as it is usually provided to employees or dealers/distributors as a reward, it

tends to be leisure based.

As per the Oxford dictionary a meeting is an assembly or coming together of people,  a

seminar is a specialist gathering, a workshop is a place or meeting for concerted activity

and a conference is a meeting for discussion. In a very remote sort of a way, all of them

convey the same meaning – that of people coming together for a purpose. In this Unit we

will study as to why these are becoming so important to the tourism industry and with

their growing importance are they being managed well or not. We will also talk about the

nations fast emerging as the meetings and conferences hubs and what is their principal

reason of success.  We would also be touching on the Indian scene in the meetings market.  

3. Evolution of Mice Industry

The events industry has experienced unprecedented growth over the last 20 years with

destinations and international businesses looking to events to build reputation and develop

marketing  communications.  The  MICE  sector  in  particular  has  become  a  vital

communication  tool  for  international  business  development  and  a  catalyst  for  major

regeneration projects around the world. Students studying the MICE module will study the

basic  components  of  event  planning  as  an  underpinning  to  exploring  the  history  and

development  of  the  MICE  industry  in  the  international  arena.  Key  sectors  include  the

growth in international conventions and exhibitions, business and incentive travel and the

international  meetings  market.   A  range  of  international  locations  will  be  discussed  in
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terms of their attractiveness as a MICE destination, with a specific focus on growth in the

UAE over the last decade.

Various sources report that the MICE market is worth around $30 billion a year worldwide.

Some countries rely heavily on the MICE segment – 30% of Singapore’s tourism revenue is

from MICE, and Malaysia is specifically targeting the MICE market, running schemes such as

the Meet and Experience campaign, Worldwide, at least 50 million trips are taken each year

for MICE purposes

M = Meetings 
 I = Incentive 
 C = Conferences  
 E = Exhibitions 

MICE is the new buzzword in the international travel market and relates to varied GIT’s and

FIT’s. MICE tourism is the innovative style of business venture which is one of the quickest

growing section of the International business tourism market. It caters to varied needs of

business in the form of conferences, International conferences and conventions, meetings

and exhibitions and is slowly however steadily capturing each large hotelier’s attention.

The importance of the MICE trade lies within the proven fact that it converts the annual

business  conferences  and  conventions  into  a  glamorous  and  rewarding  event  for  the

delegates and attendants. Be it a gathering to bring all delegates within ones company or

from a broader  spectrum or  a  world  conference of  one thousand delegates  or  product

launch party or exhibition, MICE business tourism finds itself being inevitable for most the

occasions.

Using off-site workdays to encourage employees to improve their productivity measurably

and gaining quality within the corporate world. Corporate companies are also realizing the

business  advantages  when  their  regional  dealer  conferences,  incentive  journeys  and

focused  business  conferences  are  organized  in  exotic  locations  that  gifts  them  leisure,

recreation and shopping opportunities.

4. Meetings, Incentives, Conventions and Exhibitions (Mice): Components

This Segment of tourism caters to such corporate companies programs which is customized

to  suit  the  client’s  requirements  in  any  a   part  of  the  globe.  The  magnitude  of  the
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convention, facilities needed, competitive tariffs, natural attractions, safety and opportune-

ties to shop are few of the factors to be thought-about before choosing a MICE destination.

The acronym MICE (for Meetings,  Incentives,  Conferences,  and Exhibitions or Events) is

also  still  in  widespread  use  around  the  world,  despite  its  somewhat  unfortunate

connotations At the micro level, words such as ‘conference’, ‘convention’ and ‘meeting’ even,

are often used synonymously or indiscriminately. Other words are also used with similar

but more specialized connotations, such as ‘Symposium’,‘Colloquium’, ‘Assembly’, ‘Conclave’

And ‘Summit’, although it is probably only the last of these for which it might be easy to

reach a consensus on its precise meaning. The term ‘business tourism’ is an accurate or

appropriate  one  to  describe  the  sector  encompassing  conferences,  exhibitions  and

incentive  travel.  The link with ‘tourism’  is  thought to be  confusing and overlaid with a

number  of  negative  perceptions.  Business  tourism  is  the  phrase  now  widely  in  use  in

Europe as the accepted generic term.

 

Conferences, Exhibitions and Trade fairs, Incentive travel and corporate events are the four

business tourism sectors that are the prime focus of marketing activities by venues and

destinations because decisions about where the events take place are open to influence.

The organizers of the event may have great flexibility in deciding where it is to be held, and

are  able  to  use  their  own judgment  or  discretion.  For  this  reason,  these  four  business

tourism sectors are sometimes described as ‘discretionary’.

Definition

MICE are an acronym for the Meetings, Incentives, Conventions and Exhibitions of tourism

segment.  This  is  therefore  a  business-oriented  segment,  involving  obligatory  (or  non-

discretionary) travel. The Incentives part of MICE is the odd one out – though it is related to

business, as it is usually provided to employees or dealers/distributors as a reward, it tends

to be leisure based.

5. Planning Mice: General Considerations

However, planning for MICE is something that is quite different in its essence because it

requires an understanding of the climate that it evolves and operates in. It is also slightly

difficult to optimally plan for MICE, a point that we will take up in detail in the discussion
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are the functions of the various planners involved in the planning process of MICE. The Unit

also discusses the sustainability factor while planning for MICE.

Both domestic  and international  meeting,  conference and convention tourism including

small meetings, training courses, seminars and workshops as well as large conferences and

conventions  is  a  very  special  type  of  tourism  throughout  the  world.  We  have  already

discussed as to how it is also steadily increasing and making its presence felt in almost all

the countries. Many countries, regions, cities, resorts and individual hotels have developed

conference, convention, meetings or exhibition facilities that are uniquely devoted to this

form of tourism. Some international examples of this are the Trade and Convention Center

in Vancouver, Canada and the conference center in Manila, Philippines.

These centers  are major investment projects  and are internationally  recognized for  the

kind of facilities that they offer. Back home in our country, New Delhi has a major exhibition

center at the Pragati Maidan, a hosting ground for one of our largest domestic fair- the India

International Trade Fair. The SITA Resort at Manesar is one of our best conference centers

located near Delhi. Our country can also lure MICE tourists by having tie ups with airlines

and convention centers that can offer special rates for business travellers. Day trips and

sightseeing can also be offered as incentives to MICE tourists as additional benefits so that

they may also come back as repeat visitors. A lot of countries have in fact developed MICE

as  their  primary  activity  of  tourism  interest.  Countries  like  Singapore,  Thailand,  South

Korea,  South Africa,  Malaysia,  New Zealand,  Australia,  Spain and even Nepal  etc.  are all

trying  to  promote  themselves  as  MICE  destinations.  Similarly,  places  like  Dubai  are

projecting themselves as major exhibition and event centers.

 Infrastructure for Mice

There is need for:

➢ Determining the sufficiency of support services  

➢ Identifying any barriers to the growth of MICE.  

➢ Determining the level of usage of these venues;  

➢ Forecasting expected future demand for these venues;  

➢ Determining the adequacy of existing venues to fulfill this expected demand;  

➢ Outlining any serious flaws with existing venues;

One must remember here that major capital investments are needed for developing MICE

Infrastructure. Hence, it should also generate economic gains for the host society or else
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investments  from  the  public  sector  would  be  difficult.  This  brings  us  to  the  issue  of

planning.

 Planning For Mice

Planning for MICE requires a lot of coordination, perhaps more than the tourism industry

generally. Although, planning for tourism also entails a lot of heads yet planning. for MICE is

more complicated. Let us see what are the areas that would require a special set of planning

as far as MICE components are concerned.

Venue 

➢ Taking stock of existing capacity of the venues for meetings, conferences and exhibitions.

➢ Forecasting the extent of use of these venues.  

➢ Calculating future demand for these venues  

➢ Determining the adequacy and inadequacy of existing venues to meet their expected

demand

Transports 

One of the main concerns identified by the industry is regarding transport. and this involves

not only ground transport but also air transport and other aspects that need attention at

the planning stage in this regard include selection of the type of coaches for road transport,

trained drivers and escorts,  etc.  Generally,  these  services  are contracted out to  tourism

transporters.

Accommodations 

Accommodation  becomes  a  very  essential  criterion.  MICE  tourists  usually  prefer

accommodation setups  near  their  meeting/conference/exhibition  venues.  Further  these

accommodation units have to be equipped to handle their business requirements. In the

sense they have to be able to meet the needs of the guest. Things like Fax machines, laptop

provisions, internet connections, telex etc. need to be there for this kind of a guest.

Other Support Services

There  are  a  variety  of  (catering,  shopping,  entertainment  and  others)  that  is  also  a

constraint for industry to develop and need to be planned to get the optimum benefit from

emerging MICE scenario. The industry has to learn and understand fast so as to develop a

MICE  destination.  International  MICE  tourists  can  also  be  facilitated  by  giving  them

information about the climate, dress codes, language, tipping, behavior etc.

6. Economic and Social Significance of Mice
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Destinations for MICE tourists’ are influenced by destinations safety and security. However,

there is a keen aspiration to search out new destinations, although they have to be declared

politically safe to travel.

Some of the preferred MICE destinations are

➢ Vienna, Austria  

➢ Paris, France  

➢ Singapore  

➢ Barcelona, Spain 

 ➢ Berlin, Germany 

 ➢ New York, USA

For the incentives sector, however, up market resort locations in destinations in Asia are

popular.

It is said that the expenditure incurred by a MICE traveller is at least twice that of a leisure

traveller. Meetings and conventions offer high value in terms of delegate expenditure and

also serve the dual purpose of promoting international relations. That is reason enough for

players to delve deep into the lucrative business of MICE. It also impacts employment and

hence  creates  a  ripple  effect  for  the  tourism  business  and  leads  to  socio-  economic

improvements in  the community.  According to a senior executive from a reputed travel

agency, the MICE business in India is incidental. It happens primarily because of the huge

discounts  thrown  on  offers  in  India  when  compared  to  the  oft-chosen  venues  in  the

Americas, Europe or the Oceania. “The mere thrill to discover a developing country makes

India a safe bet. And it is better than Pakistan, Afghanistan, and Nepal. China is a competitor

here,” he says. MICE tourism, which accounts for five -10 per cent of the total revenue of

tour operators, has taken the maximum hit during this recession. Companies in the fast

moving consumer goods, insurance and entertainment sectors offer the highest number of

MICE trips to employees and sales dealers.

Companies had stopped MICE trips for their employees and for the sales dealers; they had

postponed the trips for two to three months. A few companies, including insurance firms,

which  offered  this  facility,  had  entirely  stopped  the  incentive  for  their  external  sales

associates,  according to travel companies.  However,  2010 is being viewed optimistically,

and the industry is hoping this lucrative sector will bounce back.
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The  Government  of  India  has  recognised  the  emerging  importance  of  MICE,  and  has

announced several schemes to increase the capacity of existing infrastructure, in addition

to setting up four new world class mega convention centers in New Delhi, Mumbai, Jaipur

and  Goa.  However,  when  and  how  and  to  what  effectiveness  these  projects  would  be

executed remains to be seen. Recently, Sujit Banerjee, secretary, Ministry of Tourism (MoT),

endorsed the suggestion of an international convention center to be set up at the Film City

in Mumbai.  He also expressed the MoT’s desire and willingness to fund projects of this

nature.  That  apart,  the  MoT,  in  order  to  boost  MICE  tourism  further,  has  extended  its

benefits under the Market Development Assistance (MDA) scheme to the active members of

ICPB, towards the bidding process for international conferences /conventions. The scheme

would bring in more MICE business to the country. Under this scheme, associations would

be given financial support on winning the bid or for obtaining second and third positions in

the bidding process.

Just like tourism in general, the Meetings, Incentives, Conventions and Exhibitions (MICE)

industry,  though considered lucrative,  is  rather vulnerable to various circumstances like

economic,  political  and  social  climates,  security  and  terrorism affairs  as  well  as  health

issues. In relation to tourism, large-scale events or exhibitions have multiplier effects. An

exhibition  is  a  tool  for  promotion  and  there  are  buyers  and  sellers,  both  locally  and

internationally.  When coming to Indonesia,  international  buyers and sellers often travel

with their spouses or other family members who visit tourist attractions and spend money

on food, souvenirs and so on.  When deals  are inked during an exhibition,  the domestic

sellers, for example furniture or handicraft home industries, will get orders and make more

products,  which  means  employment.  So  the  multiplier  effect  is  very  strong.  The  MICE

industry has begun to pick up again as a promising business. The sector has high potential

to grow given the increasing demand for meetings,  seminars and exhibitions from local

private  firms,  governmental  offices  as well  as  international  parties.  The players  and all

relevant parties need to be aware to always improve services.

India, a Hot MICE Destination for the new form of business tourism is the fastest growing

section of the International tourism market. It caters to various forms of business meetings,

International  conferences  and  conventions,  events  and  exhibitions  and  is  slowly  but

steadily capturing every big hotelier’s attention.  Being a hot favorite tourist destination,

India is also very much into the business. After the hot-spots like Hong Kong, Malaysia and

Dubai, India is fast gaining its pace in the competition to become an ideal MICE destination.
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With  the  advanced  technology  and  facilities,  warm  hospitality,  personalized  services

coupled with immense natural beauty and rich cultural heritage, the goal seems to be not

very far. MICE tourism is the new buzzword in the international tourist market and relates

to various businesses.

 The importance of the MICE industry lies in the fact that it converts the annual business

meetings  and  conferences  into  a  glamorous  and  enjoyable  event  for  the  delegates  and

attendants. Be it a meeting to bring people together either from within one company or

from a broader spectrum or an international conference of 100 delegates or product launch

party or exhibition, MICE tourism finds itself being inevitable in all the occasions. To grow

the business tourism in India, the country boasts of some world-class convention centers.

The  Ashok,  New  Delhi;  Hyderabad  International  Convention  Center,  Hyderabad;  Le

Meridien, Cochin are forerunner in the Indian MICE tourism facilitating both domestic and

International level of business meetings and conferences.

MICE  industry  is  one  of  the  fastest  growing  segments  within  the  tourism  industry

generating  millions  in  revenues  for  cities  and  countries.  Europe  and United  States  still

remain the major markets worldwide in respect of the number of meetings, conferences

and  exhibitions.   According  to  the  International  Congress  and  Convention  Association

(ICCA) 5,283 registered events took place in 2005, a rise of 479 over 2004. 

As we can see on ICCA’s global ranking, USA and Europe dominate in the MICE business,

with Vienna ranking first in the meeting industry followed by Singapore and Barcelona in

the second and third place respectively. There were no changes in the first three places in

the  countries’  table  compared  to  2004  as  USA,  Germany  and  Spain  maintained  their

position. United Kingdom has managed to surpass France climbing to the fourth place. It is

worth mentioning that Australia remained 8th and Switzerland is a newcomer in the global

ranking taking 10th place.

7. Introduction to Professional Meeting Planning
- Definition, Types and Roles; Associate, Corporate & Independent Meeting Planners; 

Professional  meetings are  a  gathering of  individuals  with related professional  interests,

often from across the country and even around the world. Such meetings may range from a

few hundred participants to 30,000 or more, as in the case of the Society for Neuroscience
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Meeting.  There  are  many  benefits  to  attending  a  professional  meeting,  including  the

following:  

 Learn about new developments in your area of research Many people present their

latest results at professional meetings. Because it can be a year or two before such

work  appears  in  print,  such  a  meeting  provides  a  mechanism  to  gain  the  most

current information about the field.   

 broaden your knowledge of the field National meetings provide a way to learn about

different areas of research, often via general lectures by prominent scientists.  

 get  experience  making  presentations  At  most  professional  meetings  there  are

opportunities present a “poster” or a short talk.  

 get feedback on your work several dozen to several hundred people will see your

presentation and many may provide feedback on your work.  

 develop your network of contacts National meetings provide an opportunity to meet

new  people  and  strengthen  existing  contacts  through  formal  and  informal

interactions.   

 learn  about  funding  opportunities  and  meet  program  officers  from  granting

agencies Participants can meet with program officers and get the latest information

on funds available for research and training. learn about employment opportunities

and interview for positions, Employment services, career workshops, and informal

discussions can assist you in obtaining your next position.  

 see the newest tools for conducting research Vendors exhibit their latest products at

displays staffed by technical representatives.

 Some Events at Professional Meetings

 Lectures: Internationally renowned researchers are invited to provide lectures for a

general scientific audience.

 Symposia: The symposia that are held are selected from many proposals submitted

for consideration. They focus on cutting edge topics and include leaders in the field

— both established investigators and rising stars.

 Voluntary  presentations: Vast  numbers  of  individuals  make  voluntary
presentations, as it is a good way to get exposure and feedback on your work, and in
the case of posters, to practice networking skills.

 Special interest socials and dinners: Special interest socials and dinners are often
held to provide an opportunity for interactions on a somewhat smaller scale.
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 Exhibits: A major component of many professional meetings is the exhibits. This is
certainly the case at the Society for Neuroscience Meeting, which features an exhibit
area with hundreds of booths.

 Funding agencies – Stop by these booths to learn about funding opportunities for
research and training and to meet and talk with program officers.

 Types of Meeting Planner

Though a career in meetings and events was not considered a profession until about 30 

Years ago, it does not mean that meetings and events were not happening long before then.

The first record of an event can be traced back to ancient Rome in 167 B.C.  This three day

street festival was in celebration of  L.  Aemilius  Paullus  becoming  victorious  over  the

Macedonians. To celebrate, people donned their gaudiest apparel, drank the finest wines

and gorged themselves on gourmet delicacies.  Exotic animals were paraded through town

and the Roman hero was driven in a white chariot pulled by four white horses (Matthews,

2007). The celebration was glamorous and well-deserved, but it did not happen by itself.

There were local Romans who worked together to plan each piece of the celebration.    One

of  the  first  meetings  recorded  in  history  occurred  between  Henry  VII  of  England  and

Francis of France in 1518, where they met to sign a mutual nonaggression pact joining the

powers  of  Europe.   Similarly,  these  types  of  impactful  meetings  and  events  occurred

throughout  history  in  Greece,  China,  India,  Egypt  and  many  Native  American  cultures

before emerging in the United States (Matthews, 2007).   

o Association Meeting and Event Planner

An association meeting and event planner coordinates events for associations of various

types and sizes. Associations tend to focus their events on the interests of their members

and what they can do to bring together a group that has a connection through a career,

hobby, or common interest. The meetings and events that an association holds are typically

attended at will and are not mandatory for attendees to go to. Some have a trade show

component  and  educational  sessions  while  others  are  based  solely  around  social

gatherings. There is no set formula for the size of an association function or the reason for

the  gathering.  Associations  can  be  anything  from  the  American  Lung  Association,  the

National  Restaurant  Association,  Meeting  Professionals  International,  the  National

Association of Broadcasters, to the Craft and Hobby
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o Corporate Meeting and Event Planner 

Meeting and event planners who are employed by a corporation or organization to plan

their meetings and events are often involved with sales and training seminars,  in-house

information  meetings,  corporation  wide  updates,  and  incentive  trips  (Meeting  and

Convention  Planners, 2002). Corporations that have planners on staff can be large or small.

Darden  Restaurants and the KPMG accounting firm both have planners on staff to aid with

planning 

product reveals, corporate initiatives, quarterly updates, and training sessions. The meeting

and  event planners within corporations often arrange travel for executives and conduct

registration   for  their  meetings  and events  as  well.   This  group,  unlike  the  association

market,  is  typically   required  to  attend  their  meetings  and  events  making  attendance

numbers easier to estimate.   Corporate audiences tend to be captive and attentive because

the information they are obtaining  relates directly to their job,  rather than a hobby or

interest. (Meeting and Convention Planners, 2002).  

o Independent Meeting and Event Planner

Independent meeting and event planners are a different type of planner in that they are just

as their name suggests, independent. Meaning they have the freedom to choose what types

of  events they plan and for whom. They can take on as much or as little work as they please

and have the ability  to  make themselves  available  only to  a  small  niche market  if  they

choose.   However,  segmenting  your  clientele  to  a  certain  degree  can  potentially  have

negative  consequences (Farmer, 2007). On one hand, an independent planner can better

use their talents  by creating a niche for themselves and specializing only in weddings or

social  events,  however,   this  also  means  that  they  need  to  work  extra  hard  to  market

themselves to gain business. If they  were open to planning various types of meetings and

events they could take on virtually any  client that approached them.  Developing personal

relationships  with  vendors  is  especially   important  to  the  independent  planner,  as  the

stronger the relationship with a vendor the larger the  discount they are able to receive, and

the greater the potential for the planner to be compensated  personally because they are

saving their clients more money (Farmer, 2007).   

Comparable  to  association  and  corporate  meeting  planners,  the  beginning  stages  of

planning an event as an independent planner is to work with the client to determine the
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purpose  of the event and if there is any particular messaging that needs to be conveyed.

The difference  with independent planners is that they need to be extremely flexible from

event to event and take  the time to learn the intricacies of each client and what they are

looking for their event to  achieve. It is like starting with a completely clean slate for each

event. (Bureau of Labor  Statistics, 2009).

o TA’s (Travel Agents) And TO’s (Tour Operators) As Meeting Planner

There are certain cases when the travel agents and tour operators are also works as meeting

planners likewise in case of other meeting planners. They generally may have tie ups with the

various companies and intuitions as well. The main responsibilities of these agents are right

form  starting  choosing  the  theme/concept,  choosing  the  venues  and  taking  care  of  the

transpiration  and  accommodation  part  also.  They  are  wholly  responsible  for  the  event

management components like transportation, venues management accommodation on other

supporting elements like catering souvenirs  registration etc.  They charge lump sum amount

from the delegates in this manner.

Check your Progress 1
How has the profession of meeting planning evolved?
---------------------------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------------------------
----------------------------------------------------------------------------------------------------------------

8. Responsibilities/Role Of Meeting Planners

The duties of a meeting planner are as diversified as the meeting planners themselves.

According to Conlin. J. (Successful Meetings, 1990) “while more than two thirds have clear

cut responsibility for the logical aspect of planning, a sizeable percentage shoulder more

than half the burden for strategic and tactical goals setting objectives: creating the agenda

and  budgeting”.  The  role  of  the  meeting  planner  varies  from  meeting  to  meeting  and

organization  to  organization,  but  in  general  meeting  planners  have  the  following

responsibilities in the following areas: 
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i) Pre–meeting activities 

• Plan meeting Agenda 

• Establish Meeting objectives Attendance 

• Set Meeting budget 

• Select Meeting Site 

• Select Meeting Facility 

• Plan Travel To and From Site 

• Arrange ground Transportation

 • Organize Audio-visual Needs

ii) On Site Activities 

• Pre Event Briefing 

• Execute plan 

 • Troubleshooting 

• People Management.

iii) Post Meeting 

• Debriefing 

• Evaluation

 • Thank you

• Shopping 

• Plan for the next year 

iv) Related Activities 

• Pre-conference tours planning

 • Entertainment arrangements 

• Shopping arrangements 

• Post-conference tours planning

This list provides an overview of the many responsibilities of meeting planners as such.

These responsibilities may vary due to the nature of the association, corporation, or group

the  planner  is  representing.  For  example,  the  client  may  ask  for  the  meeting-planners

services in deciding the list  of invitees or in case it  is  a promotion event,  to do market

research  also.  A  brief  overview  of  these  responsibilities  is  important  for  you  to  fully
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understand the complex nature of meetings management. A more thorough understanding

of this would be provided to you in the Unit on convention management later in the course. 

Today  meeting  planners  must  be  experts  in  the  area  of  adult  education  and  effective

communication. They must possess strong administrative and leadership qualities and be

able to serve as consultants. In a recent study done by Strick and Montgomery (1991), 615

members of the Professional Convention Management Association (PCMA) were asked to

rank  ten  personality  characteristics  associated  with  successful  meeting  planners.  They

ranked them as follows: 

1. Organized  

2. Efficient 

3. Responsive  

4. Attentive  

5. Intelligent

6. Prompt

 7. Courteous 

8. Hardworking 

9. Friendly 

10. Hospitable 

Meetings Management is  a stressful job requiring a special  kind of individual.  Although

history  has  continuously  recorded  meetings  of  individuals  with  one  another,  the  job

description of meeting management has just begun to evolve. Some 25 years ago, meeting

management was simply to make lodging arrangements and organize meeting rooms. The

planners did not need any special knowledge regarding audiovisual equipment, negotiation

techniques, subcontracting or education of adult learners. Today meeting management is a

much more sophisticated and knowledgeable industry and many responsibilities have been

added to their job.

Check Your Progress 2

Write a detailed note on the responsibilities of a meetings planner
______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________
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______________________________________________________________________________

______________________________________________________________________________

9. Convention Visitor Bureaus 

A convention and visitors bureau (most often referred to as a  “DMO”  for “Destination

Marketing Organization” or more recently “Destination Management Organization”) is

the  agency  in  a  community  whose  task  it  is  to  represent  that  community  to  potential

travelers and generate economic benefit to that community through visitor expenditures. 

The primary roles of the CVB/DMO in a community are to: 

 Provide leadership in the marketing of the destination and the generation of tourism
sales .

 Serve as the focal point for the coordination of all tourism industry activities 

 Provide services that enhance the quality of the visitor experience 

 Provide leadership in expanding the beneficial economic impact of tourism 

 Serve  as  a  catalyst  &  facilitator  for  tourism  infrastructure  and  destination
development 

 Serve as chief liaison with all levels of government regarding tourism 

 Provide  specialized  services  to  improve  the  effectiveness  &  profitability  of  the
industry 

 Coordinate  the  collection  &  dissemination  of  relevant  tourism  information  &
research 

 Support  the  development  & delivery  of  tourism/hospitality  education & training
programs.

 Functions of the CVB/DMO 

1. Research and Planning

Data  gathering  and  evaluation  on  both  existing  and  potential  target  markets,  tourism

infrastructure, economic impact and business trends 

2. Product Development
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Growing, expanding, and assisting current destination offerings and provide leadership in

the development of new attractors and services.

3. Marketing, Promotion, and Sales

Based on research, the development of destination image and the communication of that

image to target markets; converting potential visitors into actual visitor

4. Community Relations

Act  as  the  primary tourism advocate,  resource,  & leader  in  the  community;  develop  &

operate partnerships with government,  business,  and others;  lead community and local

tourism industry to embrace and adopt tourism development goals. 

5. Visitor Relations

 Through training and partnerships with the local tourism and hospitality stakeholders, the

development  and  implementation  of  programs  and  services  that  enhance  the  visitor

experience.

Structure and Funding Of CVB

Bureaus are comprised of member businesses that are located within the communities they

are serving. From this membership base, a board of directors is appointed. This board acts

as the governing body for the bureau and works in conjunction with the chief executive

officer and their staff. The professional staff is usually divided into divisions:

1. The sales and marketing department,
2. The operations/administration department, and
3. The communication department.
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The funding of the CVB depends upon what types of CVB and the various types of the
same are discussed as follows:- 

i). The CVB as A Government Agency 

In  this  model,  the  CVB is  a  department  within  local  (city  or  county)  government.  The

agency reports directly to the political  leadership (mayor,  legislative body) or to a local

government  manager/administrator.  They  often  work  with  an  appointed  oversight  or

advisory committee made up of government representatives and tourism stakeholders. 

Generally speaking,  the top administrative position(s) serve(s) in an appointed capacity

and  other  staff  members  fall  under  whatever  level  of  civil  service  protection  the  local

government entity may practice. 

Advantages: 

 Direct accountability to the funding source 

 Direct line of administrative supervision (agency head reports to one person) 

 Utilizes administrative, personnel, and accounting systems already in place in local

government 
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 Interaction  and  coordination  with  other  departments;  tourism  development  is

perceived as an “equal interest” among the local government programs of work 

 Some cost savings (office space rental, administrative costs, etc.) 

 Agency is perceived as “neutral”, not favoring any one stakeholder interest 

 Overall long-term organizational stability 

 Personnel  benefits  (insurance,  retirement,  time  off,  etc.)  on  a  par  with  local

government employees 

Disadvantages: 

 Possibility of political influence on program of work and/or staffing decisions.

 If  not  involved in an advisory/oversight capacity,  stakeholders may feel  excluded

from decision-making.

ii) The CVB as an Independent Agency 

In  this  model,  CVBs  are  free-standing,  independent  agencies,  most  often  not-for-profit

organizations, with their own governing board of directors who hire the executive director,

establish and govern the policies and procedures of the organization, and who give overall

direction to the CVB’s program of work. 

The funding for these organizations and their programs of work come primarily from local

governments who enter into a contracted arrangement with the CVB to provide tourism

development activities for the community and pay for such services through a dedicated or

designated portion of local lodging tax collections. Independent CVBs also often have other

revenue streams through special event production, service fees, advertising sales in CVB

publications  and  on  the  CVB’s  Web  site,  commissions  on  package  program  sales,

product/gift shop sales, and in some cases, membership fees. 

There are two primary types of these agencies: non-membership and membership based.

Non-membership  independent  CVBs  provide  full  tourism  development  programs  and

activities to all tourism stakeholders in the community; membership-based independent

CVBs (often referred to as “pay-to-play” CVBs) provide limited programs and activities to all

stakeholders in the community while providing a much higher level of service and benefit
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to  members.  The  paradigm in  the  CVB industry  over  the  past  10 –  20 years  has  been

steadily shifting away from membership-based CVBs. 

In  recent  history,  a  third  type  of  agency,  the  “For-Profit  Corporation”  or  “Destination

Management Company (DMC)” has been introduced and adopted in some communities.

This model began as an outgrowth of the fact that the operation and marketing of many

large  convention  centers,  meeting  facilities,  and  sports  venues  and  events  had  been

successfully contracted out to private, for-profit companies. The success of these companies

has led to some governments contracting with those companies to also manage and operate

(for  a  fee)  the  overall  tourism  development  services  for  the  community  that  are

traditionally provided by a CVB. 

Advantages: 

 Independent CVBs tend to be less bureaucratic in structure and are free to operate more

on a business model 

 Independent CVB Board of Directors tend to be individuals who have experience in the

tourism industry and who have a direct vested interest in seeing the work of the CVB

being successful 

 CVB administrative and staff direct accountability to a board of directors and to the

agenda and program of work established by the board 

 Salary  and  benefit  programs  in  independent  CVBs  tend  to  be  closer  to  market

equivalency,  making  it  easier  to  attract  and  retain  experienced  and  qualified

professionals 

 Since they are not government agencies, independent CVBs have the freedom to develop

non-lodging tax generated revenue streams 

Disadvantages: 

 Local government may feel a sense of diminished control of a program of work they are

largely responsible for funding 

 If non-tax revenues become an overly important source of CVB funding, a larger portion

of management and time resources may have to be directed to that function rather than

to the primary function of  marketing the destination . 
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 If a membership-based CVB model is used, there is an inherent structural bias towards

marketing and promoting members over non-members, often leading to dissatisfaction

among non-members.

 Membership-based CVBs often have to allocate personnel resources to a Membership

Director/Manager,  whose  responsibility  it  is  to  recruit  and  retain  members  and  to

provide member services rather than the function of marketing the destination 

 If a Destination Management Company (DMC) model is used, some financial resources

that  would  have  been  spent  marketing  the  destination  have  to  be  reallocated  to

management fees 

 In some cases, DMCs appear to be less responsive to the needs of smaller, less influential

stakeholders in the community 

Check Your Progress 3

List the functions of CVB
---------------------------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------------------

10 Summary 

This Unit has tried to familiarize you with the many aspects of the meetings, Incentives

seminars, conferences and workshop (MICE) industry. As students of tourism one has to be

totally aware of  this segment as it  is  one of the fastest  growing area and has immense

potential in terms of revenue generation. Although India has not witnessed a major growth

in it yet it can do so and may have so in the coming future. The MICE industry is bound to

grow worldwide more so with the advent of multinationals that have spread their tentacles

wide.  Various  sources  report  that  the  MICE market  is  worth around $30 billion a  year

worldwide.  Some countries rely heavily on the MICE segment – 30% of Singapore’s tourism

revenue  is  from MICE,  and  Malaysia  is  specifically  targeting  the  MICE market,  running

schemes such as the Meet and Experience campaign, Worldwide, at least 50 million trips

are taken each year for MICE purposes.

The  various  meeting  planners  are  like  independent,  government  corporate  meeting

planners plays an vital  and handy role in the MICE industry.  A convention and visitors

bureau (most often referred to as a “DMO” for “Destination Marketing Organization” or

more recently “Destination Management Organization”) is the agency in a community
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whose task it is to represent that community to potential travellers and generate economic

benefit  to  that  community  through  visitor  expenditures.  The  Primary  Functions  of  the

CVB/DMO are research and Planning,  Product Development,  Marketing,  Promotion,  and

Sales, Community Relations and visitor Relations.

11. Glossary

AGM  : Annual general meeting

DMO: Destination Marketing Organisation

DMC: Destination Management Company

NTO: National Tourism Organisation

12. Term End Questions

Q1: Write a note on Evolution of Mice Industry and also discuss the economic and social
significance

Q2: Discuss the role functions and funding sources of CVB.

Q3:  Discuss the different types of  Meeting Planners and also differentiate with suitable
example.
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