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SPECIAL ADVERTISING SECTION

As Macau and Singapore take the wraps off massive 
new casino-convention complexes, Asia’s meetings 

and incentive travel industry is taking on a new look.
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n the fi rst 24 
hours of opera-
tion following 
its grand open-
ing on Aug. 28, 
the Venetian 
Macao-Resort-
Hotel had a total 
of 114,000 visi-
tors, yet it didn’t 
seem crowded. 

The guests, primarily from main-
land China and Hong Kong, fi t 
comfortably inside a complex that 
boasts 1,500 gaming tables and 
7,000 slot machines, 3,000 hotel 
suites, 960,000 square feet of shop-
ping space, and one million square 
feet of convention, exhibition, and 
stadium facilities. With the world’s 
largest casino, the $2.4-billion Ve-
netian is reputedly the most expen-
sive gaming and convention com-
plex ever built in Asia. 

At least that’s the case now. In 
Singapore, Venetian owner and Las 
Vegas billionaire Sheldon G. Adel-
son is investing $2.5 billion in a 
complex featuring a 2,500-room ho-
tel, a 1.2-million-square-foot conven-
tion center, and the country’s fi rst 
casino. Called Marina Bay Sands, it 
will open in 2009. Singapore’s sec-
ond casino will be built in 2010 at 
the Resort World at Sentosa, a $3.4-
billion project by Malaysia’s Genting 
International. It will include meeting 
facilities for more than 12,000 del e-
gates, a ballroom for 5,500 guests, 
and a 1,600-seat showroom.

Viva Las Vegas
The landscape of Asia’s MICE—an 
acronym for the meetings, incen-
tive travel, conventions, and exhibi-
tions business—is starting to look 
a lot like Las Vegas. In addition to 
the Macau and Singapore casinos, 
a proposed $10-billion Entertain-
ment City casino-convention-hotel 
is in the pre-bidding stage in the 
Philippines. Taiwan is due to fi nalize 
a statute that will govern casino op-
erations in October. Japan, too, is 
looking at legalizing casinos. 

A few major markets in the region, 
however, are taking the opposite 

tact. Buddhist Thailand, for instance, 
is staunchly anti-gambling, while 
Hong Kong is hamstrung by a strong 
anti-casino lobby and the need to 
get permission from Beijing, whose 
communist rulers do not want to see 
casinos spread from Macau to China. 

Malaysia appears more inclined 
to focus on its natural beauty, eco-
tourism, and cultural attractions. 
Two funds provide soft loans to 
the private sector for safari parks, 
marinas, and similar projects. “We 
hope to capture a greater share of 
the MICE market, with at least 10% 
of the total arrivals to the coun-
try,” Minister of Tourism Datuk Seri 
Tengku Adnan bin Tengku Mansor 
said in a speech in May. In 2006 
MICE accounted for 4.7% of the 17.5 
million tourists who visited Malay-
sia. The country is expecting to wel-
come 20.1 million visitors this year. 

Whatever their strategy, Asia’s 
tourism organizations are all woo-
ing MICE travelers, and it’s easy to 
see why. The latest Convention Ex-

penditure and Impact Study of Des-
tination Marketing Association In-
ternational found that participants 
in MICE events around the world 
spent an average of $1,036 in 2005, 
the most recent year for which fi g-
ures are available, up 4.7% from 
2004. This is twice what the aver-
age tourist now spends in Malaysia. 

One question is, how much 
will Las Vegas–style attractions 
boost MICE arrivals in Asia’s ca-
sino-friendly markets? A corol-
lary question is harder to answer: 
Will the new attractions siphon 
business from the non-casino 
destinations? 

Regarding the fi rst question, 
the fi gures from Macau look good. 
According to the Macau Govern-
ment Tourist Offi ce, the number of 
exhibitions and trade shows in the 

I

In 2009, Singapore’s skyline will gain added 
sparkle with the opening of the $2.4 billion 
Marina Bays Sands convention-casino-
entertainment complex.
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city jumped to 360 last 
year, when seven new 
casinos opened, up from 
305 in 2005. “But it’s still 
too early to tell,” cautions 
David Cheung, executive 
director of global property 
services company Vigers 
in Hong Kong, and author 
of a recent study on Ma-
cau’s gaming sector. 

Great Places for Off-sites
With increasing commod-
itization of MICE space 
around the world and in-
tensifying competition, infrastruc-
ture and facilities alone are no 
longer a key differentiating factor. 
To stay relevant to industry needs 
and remain competitive, MICE 
industry players—ranging from 
professional conference and ex-
hibition organizers to destination 
management companies—need 
to provide exemplary service and 
demonstrate creativity and innova-
tion across the different segments 
of the industry. 

Singapore (with a popula-
tion of 4.5 million) has the edge 
in this area over Macau (popula-
tion: 457,000). Singapore’s well-
educated, multilingual, and skilled 
workforce keeps the wheels of 
international conventions rolling 
smoothly. The presence of more 
than 7,000 multinational companies 
and over 90,000 expatriates in Sin-
gapore—together with a govern-
ment supportive of nurturing busi-
nesses—contributes to a dynamic 
business environment. 

At the Singapore Tourism 
Board, a dedicated unit called the 
Business Travel & MICE Group 
(BTMICE) is tasked with attract-
ing business events and creating 
exceptional experiences for busi-
ness and MICE visitors. Two BT-
MICE divisions, known as Strategic 
Clusters I and Strategic Clusters 
II, focus on developing MICE busi-
ness around the key pillars of the 
Singapore economy, among them 
biomedical sciences, information 
and communications technol-

ogy, and environment and water 
technologies. 

The key MICE player in Malaysia 
is Tourism Malaysia. The agency has 
embarked on a 27-event MICE pro-
motional blitz, which started with 
the Asia Pacifi c Incentives & Meet-
ings Expo in Melbourne in Febru-
ary and will end with the European 
Incentive, Business Travel & Meet-
ings Exhibition in Barcelona in No-
vember. A convention development 
support package has been devised, 
involving free services that cover ev-
erything from assistance in promo-
tion and publicity to speedy clear-
ance at Customs and Immigration. 

Malaysia’s MICE offerings fo-
cus on the country’s diverse sce-

nic spots—marine parks, 
jungle reserves, and exotic 
wildlife areas—as well 
as health spa facilities, 
sports, and special cele-
brations, such as the Mus-
lim festival of Hari Raya, 
the Indian festival of Deep-
avali, Chinese New Year, 
and Tadau Kaamatan, Ga-
wai Dayak, and other Ma-
laysian cultural festivals.

Asia’s New Allure
Overall, interest in traveling to 
Asia has been on the rise, and con-
vention planners attracted to the 
Asian Las Vegases may rotate their 
meetings to the region. According 
to the 2007 Asia Travel Intentions 
Survey of Visa International Asia 
Pacifi c and the Pacifi c Asia Travel 
Association, 52% of respondents 
in ten countries (including Austra-
lia, Germany, Britain, and the U.S.) 
are considering traveling to Asia in 
the next two years, an increase of 
18% from 2005. 

Casino or no casino, every 
Asian destination is sharpening its 
MICE strategy. At the Venetian in 
Macau one Saturday last month, 
family members of delegates to 
a meeting organized by a French 
private bank tried their luck at the 
slot machines and baccarat tables. 
Those with children (visitors under 
18 cannot enter the casino) rode 
the gondolas on the indoor Grand 
Canal as a gondolier sang “’O Sole 
Mio,” while others browsed in lux-
ury shops that populate St. Mark’s 
Square, a scaled-down indoor ver-
sion of the Venice landmark. 

“That was nice,” said one 
woman shopper. “What’s next?” 
Asia’s MICE destinations are deter-
mined to come up with the answer.

To advertise in our MICE sections, 
contact Linda Lydon at 617.954.9420. 
For reprints, call Jo Mattern at 
212.522.2582.
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Asia’s goal 

is to boost 

lucrative 

meeting 

and incen-

tive travel 

throughout 

the decade.

Inside Suntec Singapore 
International Convention &
Exhibition Centre.
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Tourism Malaysia, Ministry of Tourism, Malaysia
25th Floor, Convention Division, Menara Dato’ Onn, Putra World Trade Centre,
45, Jalan Tun Ismail, 50480 Kuala Lumpur.
Tel: 603 2615 8188   Fax: 603 4042 5135
E-mail: enq-convention@tourism.gov.my   Website: www.tourismmalaysia.gov.my

HOME TO

Kuala Lumpur Convention Centre, Kuala Lumpur

The Kuala Lumpur Convention Centre sits on a 40-hectare site, the KL City Centre—a “city within a city”—which includes the Petronas Twin Towers, 
Suria KLCC world-class mall and KLCC Park.

Negotiations and 
business deals 
may well spill 

over outside the 
convention hall.

Malaysia Year End Sale Carnival

1 Dec 2007–1 Jan 2008, throughout Malaysia

Irresistible offers and jaw-dropping promotions beckon as malls 

and local bazaars outdo each other in offering the best bargains 

during this annual shopping extravaganza.

Fortune Asia (October 2007)
MTM/0539/07/07
A t l Si 20 3 26 7

Out in bustling night bazaars, 
fl ea markets with one-of-a-kind 

treasures, chic concept stores 
and designer boutiques in 

street-long malls. That’s where 
the best bargains are found. 

In Malaysia, your delegates can 
literally shop till they drop. At the 

Year End Sale carnival, prices will be 
dropping to a record low as vendors 

compete to offer the best deals 
especially in commemoration of our 

50 years of nationhood. The diversity 
of our peoples, cultures, food and 

festivals are all captured in 
One Golden Celebration throughout 
the entire year. So come and join us 
in our celebrations. The time is now, 

the place is Malaysia.

Visit Malaysia Year 2007 

mega events include:

Eye On Malaysia
thrilling ride 

Throughout the year

Malaysia Year End Sale Carnival
1 Dec 2007–1 Jan 2008

Langkawi International Maritime 
and Aerospace (LIMA) Exhibition

4–8 Dec 2007

For more events, please log on to 
www.tourismmalaysia.gov.my
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