www.goyangcvb.com

GLYANG®

Convention & Visitors Bureau

22 Aug 2019




- Z2/MICEAIQIC] 229 EIC
« 2 MICELHAQIF}?

- MICESXX| Melio] 7=

* MICESHX| 4439 47384

* CVB vs DMO

* MICEE &7 Destination @™ ™Er



MICEX S| Bojet HEUF

G2YANG

Convention & Visitors Bureau ™




Definition of Meetings GOYANG Q%

M

A

wwio | JNWTO Recommended

Definition of Meeting Industry

From the report of

“Measuring the Economic Importance of Meeting Industry”

co-published by \g(::)\ G Reed Travel Exhibitions mﬁ M)I
Del

Yelivering a global marketplace ICCA

UNWTO

. > Min 10 participants
MEEtlngS > Min 4hrs or half day

A series of participants’ gathering to have
following common purposes including

- Business management
- Idea Exchange
- Education

- Discussion
On Professional, Scientific and Business Issues
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Types of Meeting GSYANG 9%

Public Conference/
Lecture

Governmental
Conference

1N

4

General Assembly

|

v

Convention

L

4

Scientific Congress

* Forum

* Colloquium
* Seminar

* Symposium
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Meeting specification to KTO(Korea Tourism Organization)

Less than 10 foreigner

Domestic
Conference for exchange of ideas, More than 4 hours
Meeting discussion, information exchange, and the
formation of social networks it More than 10 foreigner
. More than 4 hours
Reward tour and conference for reward :
| ti and motivation on the performance of the | Intl More than 10 foreigner
rEsiniEs ' More than 1 night
members
Exchange of ideas, discussion, information | To comply with the limits for UIA
Convention exchange, and the formation of social (Bigger than Meeting and international
networks nature)
Less than 100 foreign
o Domestic | buyer to registered
All sort; of eX.hI.b!tIOI']S to.salgs, PR, and More than 1 day
Exhibition marketing activities for distributors, :
traders, consumers, and the general public More than 1(_)0 foreign
Intl. buyer to registered

More than 1 day
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Exhibition Industry Association)
Ministry of Trade, Industry and Energy
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Venue GRYANG @%:

Convention & Visitors Bureau
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Hotel & Resort

With meeting facilities

Congress Hall University Others
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Tourism

Service

Segmentation

Specialization

Convergence

Hybridization

Marketing

Consultation
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Consultant

Service Event
Organizer Marketer

Service Event
Supplier Operator

Supplier
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Convention & Visitors Bureau

MICELF O] =@ MH|A GOYANG &%

Corporate

Public
Institution

DMC: Destination Management Company

PCO: Professional Convention/Congress Organizer
PEO: Professional Exhibition Organizer

AM&C: Association Management and Consulting
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Strategic Meeting Management / Consolidation

Venue Sourcing ey
HAEY p—
/‘, \\
i i Marketi / T3]
Meeting Planning < 9 ( ctan )

Creative Events & AV Production

Content & Registration Technologies E
Incentive Travel

Destination Management (DMQC)

Performance Improvement Programmes
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Strategic Consulting/Review
Association Management (AMC)
Marketing & Communication
Educational and Learning Programmes
Professional Congress Organization
Exhibition Management

Registration Technologies

Public Affairs
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ASSOCIATION

= Mecetings

INTERNATIONAL INTERNATIONAL

aml CH

Conference & Incentive T'rvel

MEETINGS CONVENTIONS
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The Center for Association Leadership

I/—\PCO

mal Congress Qrgan

ICCA

RS

GLOBAL PARTNERSHIP IN CONFERENCES & EVENTS

a

pCcMma

Professlonal Convention
Management Association
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Based ON
INTERNATIONAL DESTINATION COMPETITIVENESS FORUM, Goyang Destination Week, 2018

EXPLORING COMPETITIVE ADVANTAGE FOR 24 TIER MICE
DESTINATIONS

PATRICK M DELANEY, Sool Nua



THERE IS NO MORE B2B ~ B2C
IT'S

H2H
HUMAN TO HUMAN

GSYANG

onvention & Visitors Burea




=2T 339 ¥y GOYANG

1. CLOSURE & ISOLATION

* No welcome message
 Difficult to get a visa

* More regulations

* More tax and tariffs
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The safest places to travel in the world

Index rankings of the 15 most peaceful countries worldwide in 2015

lecland Sim [ 1148
Denmark 32 NN 1.150

Austria g | 1198
New Zealand N TN 1221
Switzerland [ N 1275

Finland 4— I, 1.277

Canada o] I 1

287 m

Japan o . 1.322

Australia _ 1.329
1.341
1.344
1.354
1.360
1.368
1.378

Czech Republic |y I8
Portugal Bl
Ireland | )}
Sweden Sgm
Belgum [}
Slovenia

*Index calculated through factors including militarisation, society & security,

domestic & international conflict (1.0 = more peaceful

®©@®06

@statistaCharts  Source: 2015 Global Peace Index

The world's worst nations for safety and security

Bottom scores for safety and security worldwide

ounsafe | INABEEN 7 safe
peru Il I I 2
Egyp == I -
Mexico |- NN, -
kenya S | 5.
Guatemnala [i-} | NEEEE 3.0
Colombia e I 3.0
Mauritania [ | .0
Honduras I | - o
Pakistan oy |,
Chad I N, 2.7
vemen I NN 2
El Salvador == NG -

®@®06

@statistaCharts  Source: The Global Competitiv

eness Report 2016-201 statista’

The World's Most Visited Cities In 2016

Top cities by number of international overnight visitors in 2016

cars 11 [ ' 0:

@06

@statistaCharts Source: Mastercard

statista %
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1. Over Tourism




=2T 339 ¥y GOYANG

1. Over Tourism

Barcelona

Thailand

Venice

Great Wall China

Amsterdam

Paris Mona Lisa

|celand
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Festivalization | CONVERGENCE GOYANG @%:

+ Multidisciplinary programming from business and culture
= SXSW (South By Southwest)
= (2, Montreal, Melbourne, Australia

= Web Summit, Lisbon, Portugal

* Mixing of personal and professional interest of attendees & Co-locating of sector

meetings
* [ondon Technology Week
* Consumer Electronic Show in Las Vegas, USA

= TED Vancouver, Canada



Festivalization | CONVERGENCE

= SXSW (South By Southwest)




Festivalization | CONVERGENCE

= (C2 Event (Montreal)
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Co-locating Sector Meeting (Singapore)

Food & Hotel
(Riennisl even vears)

....0

Ak Show

(Blennial; even years)
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WHO ARE

MILLENNIALS? ¢ 5

BORN BETWEEN
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i DOMINANCE OF
SOCIAL NETWORKS

[ CONFIDENT

HAVE HIGH
EXPECTATIONS

ACHIEVEMENT
ORIENTED
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MICEAtQio] =g A GOYANG &%

The Meeting
ngs & Events

MICE
eetings | Incentives |

Conferences | Events |
Exhibitions

Business
Events
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Visitor Economy

MICE GROWS LEISURE
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- 8Ct(London), Y& &(Dublin)o| o}yl YWHAE(Belfast)
= AMO|H HOF 20 HEE AR META|

= HHAE

4 ALHEHE Secure Information Tech.2| 1%}

palll

= ALY 2 ME 7|YE(Alert logic, Repknight, Proof Point, Rapid 7 §) 0| &Y = 0|H
» N|AAOHERH [&H? A8l (The World Cyber Security Research Summit and OWASP (Open

Web Application Security Project} ZAHZA JHZ|

»_.4: e it 4 Meet the
new Belfast

Visit Belfast R

lapped on the other by the waters of Belfast

om Lough, Belfast is a welcoming city that is alive

Beffast and Northem I(e\amd i Saprin e
Conference and Meetings Guide captivating history and architecture to match.
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- EE2E(Toronto)7t of! WHA (Halipax)
= St. Marys and Dalhousie Universities — | ZA1/MRIQ} ZH2 AMXIV| R H T | S 2082 MAIN £

= Siemens, Hitachi, Fujitsu?} Z2 7|HS0| HALAIES st 9,0000f UXi2| A&

We're on the edge of North America, and in
the centre of it all.
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New Cultural and
Business Hub Wil

Reshape Zurich's Tourism
Image

Laura Powell, Skift - Jul 17,2018 10:00 am

under-utilized sections of major cities. Zurich is banking on The Circle to create a new reason for

B s we have seen in recent years, new multi-use developments can have transformative effects on
tourists to visit the city.

— Laura Powell
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DMO (Destination Marketing Organization) GSYANG &

Destination Marketing is a proactive, strategic,
visitor-centered approach to the economic and
cultural development of a destination, which balances
and integrates the interests of visitors, service

providers, and the community.



Definition of CVB GOYANG @¥%:

CVB(Convention & Visitor’s Bureau) is primary type of Destination

Marketing Organization, DMO to enforce Convention and leisure tourism

in local government level

Every functions of C\V/B are about ‘Sell the city”
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DMO change in scope of role

Destination Marketing Organization to Destination Marketing and

Management Organization

Part of FDI (Foreign Direct Investment)

Broadcast to engagement

Responsible for Internal & external partnerships
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Destination Next

Interacting with and leveraging the
new marketplace

. #1: Engagement

H#2: Brand Building

Growing and sustaining the destination
brand

Opportunities

H#3: New Business Model
Evaluating and evolving the DMO

business model

Sourced from  GainingEdge
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Destination Strength Variables

] | [
WEW Destination
Performance
Ground
Transportation

Communication &
Internet
nfrastructure

Destination
Strength

Accommodation

Attractions &

y all Entertainment
%X\ v

Convention &
MICE Facilities

Air Access

Sourced from  GainingEdge



Integrated Strategic Plan for MICE GOYANG &%

Stakeholder
Engagement —

S~
Bureau Strategies

Delivery .

1

Sourced from  GainingEdge
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Q00 ACCORDING TO OXFORD
E f*j/o ECONOMICS, 74% OF BUSINESS
| 090

TRAVELERS BELIEVE THAT

ANNUALLY MORE THAN 100 MILLION PEOPLE VISIT L _J i S Tle
10,900 TRADE SHOWS AND 273,000 CONFERENCES. CLIENTS HAVE A HIGH IMPACT
TRADE SHOWS ALONE ADD $33.7 BILLION ON CUSTOMER RETENTION

TO THE U.S. ECONOMY EACH YEAR.

nmEE\L‘”GS #MMBUSINESS | W @MEETINGSMEANBIZ nusiﬂ”es #MMBUSINESS | M @MEETINGSMEANBIZ
BUSINESS BUSINESS

| Ecommics ROY_03_0950F

_BirTrava Rsport pdt
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CONVENTION
BUREAU

——
Convention Centers/ Bureaux
play a crucial role in securing
events for a destination and
should be encouraged to
identify and win bids for
business events associated with
the identified priority economic
sectors.

HOSPITALITY
ﬁ INDUSTRY
The hospitality industry is an
enabler for broader economic
transformation through business
events. The growth of this
industry should be viewed as an
additional benefit rather than

the primary goal of growing
business event activity

ECONOMIC SECTORS

Government - Trade

Medicine
Science
Education

- High Tech
- Food
- Energy

Y

Governments have priority
sectors for development that
conventions can help
strengthen, by bringing global
industry leaders to engage with
local professional communities.

GOVERNMENT

COMMUNITY

3&{‘ PROFESSIONAL

Business events bring together
industry and thought leaders,
helping foster business and
research links that drive faster
growth of industries, which in
turn supports greater overall
economic development,
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’ 3

Membership
Strength & Support

Effective DMO
Governance Model

il i
Economic

Development

-
&

ah

{ L

Community Support
& Engagement

Education System

Industry Support

[
l' ’a?o
Local Community
Support

Regional
Cooperation

Effective Advocacy
Program

Funding Support &
Certainty

Sourced from
Gaining Edge
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6. CVB/DMO/DMMO GOYANG §%:

* Functional + Value Created Platform

°\ """"" ‘ MICE Support Program
0\ ---------- ' MICE Infrastructure Development
G@YANG y ‘v i ———————————— ‘ MICE Education

S ‘ MICE Promotion&Marketing

------------- . Goyang MICE Alliance

(J
o/ ---------- ‘ Goyang City Marketing

Event MICE

Supplier

Venue




CcvB/DMO/DMMO GOYANG §%:

* Functional + Value Created Platform

'\“ """ '. MICE Support Program
'\' """ . MICE Infrastructure Development

G2YANG a | i ——————— @ MICE Education
l """" ‘ MICE Promotion&Marketing
------ @ Goyang MICE Alliance

,Z —————— 9 Goyang City Marketing

Event MICE
Organizer Supplier
Local
Venue

Community
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* Functional + Value Created Platform

"""""" . MICE Support Program
\ ----- -. MICE Infrastructure Development

GOYANG a’ ---------- @ VICE Education
""""" ' MICE Promotion&Marketing

.......... @ Goyang MICE Alliance
L ) Goyang City Marketing

Event Sustaina MICE MICE
—billity Alliance

Organizer Supplier

Destination

MICE Development

e A

Facilitator MICE Desstination
Local
. Intl. Venue
Commun |ty Standard Local

MICE Statistic
Service 3
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