KDN PPS1888/02/2017(025626)

MARCH-APRIL 2021

Adelaide – small
but packs a punch
Thailand tunes up
corporate wellness

Asia-Pacific’s intelligent business events resource

How to draft a
corporate travel
vaccination policy

A different way
to do good

Movement and social restrictions along with business challenges
have relegated CSR elements within most business events to the
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The business events community across Asia-Pacific has seen some
great news these past weeks as more cities start to resume large-scale
business events and specialist consumer exhibitions, as well as relax
restrictions around public gatherings.
Malaysia’s Kuala Lumpur and Australia’s Canberra welcomed back
large-scale events in March, after a year-long hiatus out of health
and safety considerations throughout the pandemic. The Malaysia
International Home Renovation + Interior Design 2021 was the first
major consumer event to resume in Kuala Lumpur in mid-March.
Over in the Australian capital, the Australian Information Security
Association’s 2021 Australian Cyber Conference had the honour of being
the first to get the ball rolling in the city.
Meanwhile, Singapore has just hosted her third large-scale event
since her lockdown. The inaugural Geo Connect Asia 2021 was said
to have about 1,000 in-person attendees – some from overseas –
along with many more remote participants across the globe. With the
conference component remaining available for on-demand access the
next few months, engagement rate will continue to soar.
With every large-scale event hosted, the business events industry
gains experience in resuming activities in safe and efficient ways, and
boosts the confidence of event organisers and attendees who are still
uncertain about returning to in-person gatherings. And whatever the
size of the event, it triggers spending to support related businesses and
their employees.
Yet, it requires immense courage to take the in-person step forward
because there are now many more layers of preparation and risk
management.
That is why when Chris McCuin, managing director of Montgomery
Asia, the event owner of Geo Connect Asia 2021, proudly posted photos
of the event on his personal LinkedIn page, he attracted 557 positive
reactions (and counting!) and many congratulatory comments – some
from competitors. Chris later told me that he also received numerous
encouraging messages from industry peers outside of the LinkedIn
platform – a reflection of how the industry is genuinely delighted to see
successful case studies.
No matter where the event was held or who was the organiser, every
delivered event represents a win for the industry across the world.
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O F F - S I T E AT O N E FA R R E R

Take your team outside the box and enjoy a change of environment with attractive rates on
accommodation and meeting rooms, all equipped with high-speed internet and modern
comforts. Get productive with power-packed meetings at One Farrer Hotel.

ACCOMMODATION

MINT ROOM

MEETINGS
Full day meeting package at

S$160
nett
per room per night

S$80
nett
per person per day

with breakfast for 1
Minimum of 5 guestrooms

Minimum of 5 persons

Terms & Conditions
• Minimum guaranteed booking of 5 guestrooms and 5 event attendees • To be materialised by 31 December 2021
• Black out dates apply • Advanced reservation is required and is subject to room and venue availability
• For new enquiries only (Not applicable for postponed events)

For bookings and reservations, please email events@onefarrer.com or call +65 6705 7881

1 Farrer Park Station Road, Singapore 217562
T (+65) 6363 0101 | E enquiry@onefarrer.com | W onefarrer.com
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CONNECT

Top 5 headlines this month
Singapore expands capacity for B2B events, live performances
Pilot business-to-business events approved by the Singapore Tourism Board
will be allowed to have up to 750 attendees in zones of 50 attendees, provided
pre-event testing is implemented. These events currently can have up to 250
attendees in zones of 50. Attendees who have taken both doses of a Covid-19
vaccine at least two weeks before the event will not need to be tested.
Thailand’s reduced quarantine too weak to benefit MICE, business travel
Business event professionals in Thailand are uninspired by the government’s
reduced mandatory quarantine from April 1, saying that inbound trips and
events to the Kingdom would still be too tedious and pricey.
MACEOS applauds lifting of restrictions on business events
The Malaysian government has agreed to allow meetings, incentives, conferences, and exhibitions to take place in Movement Control Order (MCO) areas,
but with a 25 per cent limit on the capacity of the premises, up to a maximum
of 250 people in very large venues. The Malaysian Association of Convention
and Exhibition Organisers and Suppliers hopes this will be the start of a more
substantial recovery for the business events industry.
Auckland Business Events Fund applications now open
The Auckland Convention Bureau has opened Auckland Business Events Fund
from now until April 30, 2021, for business events that take place any time
from now until June 30, 2024. Applications will be assessed based on economic, social and sustainability criteria, with weighting towards the economic
benefit that business events bring.
UFI unveils new designation; expands existing programmes
UFI, the Global Association of the Exhibitions Industry, has launched a new
UFI-accredited qualification: the UFI Certified Professional (UCP). The launch
of the UCP designation is the next step in UFI’s evolution of its educational
offers.

From top left: Singapore is in the controlled process of resuming activities, among
them exhibitions and tradeshows; Thailand’s reduced mandatory quarantine period
is not expected to boost international events demand; the Auckland Business Events
Fund will be used to develop, secure and/or enhance new and existing business
events for the city

PERSPECTIVES
Why the knowledge economy is the secret sufferer
of the Covid-19 pandemic
ICC Sydney’s CEO Geoff Donaghy stresses the necessity of meeting
face-to-face and its far-reaching impacts, and why the Australian business events industry must strive for a return of in-person events this
year

Great expectations – why Asia-Pacific should lead the travel recovery
Jo Sully, vice president and regional general manager, Asia Pacific,
American Express Global Business Travel, notes the return of faceto-face events in varying capacities across Asia-Pacific, and the importance of risk management by governments to unlock international
travel once again.
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{ Advertorial }

CONNECT

NE MINUTE with IT&CM Events

Q&A
Jim Sharpe, CEO
of Aventri, offers
insights as to how
new technology can
drive meaningful
connections for online
attendees, exhibitors
and sponsors.

GUARANTEED CASH
REWARDS AND MORE AWAIT
PARTICIPATING BUYERS
Guaranteed Cash Rewards

Earn CNY 20 for each
Scheduled Meet (SM) completed.
Plus bonus cash at these achievement tiers:
• Minimum 10 SM = + CNY 50 bonus
• Minimum 20 SM = + CNY 150 bonus

Commitment Bonus!
[For China-based Buyers Only]

Opt-in to register with a fully refundable* CNY
100 commitment fee and receive double the
bonus cash at the 10SM (+ CNY 100) or 20SM
(+ CNY 300) achievement tiers.

Karen Bolinger, currently PCMA’s
managing director Asia Pacific, recalls one
of her greatest personal losses as well as
the strategies she and her team employed
to put Melbourne on the business events
map during her time as CEO of Melbourne
Convention Bureau.

Facebook.com/TTGmice
Twitter.com/TTGmice
Instagram.com/ttgmice
Visit TTGmice.com for more exciting reads

*Commitment fee refund subject to completion of minimum 10SMs

WEBINARs

Lucky Red Packet
For every Walk-In Meet (WM) with an
exhibitor, receive up to CNY 100 in
each mystery packet.

Accumulate Points
Earn points for every qualifying event
activity / session. The more you
participate, the more you earn.
Activity

Points Per Activity

Brand Showcase Presentations

30

Buyer Procurement Showcases

20

Knowledge Sessions

20

Networking Conversations

10

Booth Check-in via Virtual Exhibition

5

Exchange Contact With Any Delegate

5

TTG Conversations: Innovator Chat
This new video series under the TTG
Conversations banner peeks behind
the curtain to explore how industry
players – both big and small – have
turned to innovative or even unorthodox means to ensure business
continuity amid travel standstill.
www.ttgasia.com/2021/03/05/
new-ttg-video-series-spotlightsinnovation-amid-pandemic

The Cvent Source
Cvent has a new monthly webinar
series that shares some of the
stories, insights, and information
the company has gathered. Learn
more about how other venues are
navigating their resurgence, and
learn what search and sourcing data
tells the MICE industry what’s next.
www.cvent.com/sg/hospitalitycloud/cvent-source

Leaderboard Winners
Be amongst the top buyers in points
accumulation and win attractive
prizes in our lucky draw.

Complimentary Full Access
to 3-day virtual event

Digital Certificate of Participation
for confirmed and attending buyers
All cash rewards can be withdrawn to your
WeChat Pay account or received as Cash
Voucher after the event.
Cash rewards for international buyers will be
converted from CNY to USD at the organiser’s
prevailing exchange rate

22 to 24 June 2021 | Virtual
Register at www.itcmchina.com
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International SOS
The company that protects
companies’ global workforce from
health and security threats regularly
hosts events and participates in
conferences worldwide. Recent
webinars include Covid-19 One Year
Later: Lessons Learned, and Business
travel 2021: Smooth sailing or a
bumpy road ahead?
www.internationalsos.com/clientevents

MARKETPLACE

Savour an authentic
taste of Japan
Noguchi Naohiko Sake Institute has launched a high-end sake experience that
includes the pairing of sake and Japanese confections, a revolutionary approach
to enjoying the drink in Japan.
The sessions are offered at the company’s on-site brewery and tasting suite in
rural Ishikawa Prefecture, where owner Naohiko Noguchi has been brewing sake
for 70 years.
Designed with foodies in mind, each tasting comprises sake ranging from
sweet Honjozo to crisp Junmai to fruity Daiginjo. After pairing with traditional
nibbles like pickled fish, dried squid, mushrooms and cheese, the sommelier
invites customers to try varieties with Japanese sweets similar to wafers and
meringue.
The controversial idea of pairing confections and sake was inspired by the
popularity of dipping the French biscuit rose de Reims in champagne or red
wine.
During the experience, groups can enjoy views of rice fields and Mount Hakusan, the sources of the rice and spring water for the sake.
A session is 5,500 yen (USD$51) per person and up to 12 pax can be accommodated at once. – Kathryn Wortley

Fairmont plants
flag in Seoul
Fairmont Hotels & Resorts has opened the Fairmont Ambassador Seoul, the brand’s first outpost in South Korea.
The 326-key property is part of the Parc. 1 Complex in
Seoul’s Yeouido district, where a number of financial and
government institutions are located.
Meeting facilities include one Grand Ballroom which can
hold up to 500 people theatre-style, and 10 meeting rooms
on Gallery 7 – situated on the hotel’s seventh floor – for
small-to-medium-scale business conferences and corporate
meetings.
There are also four dining venues – Spectrum, an all-day
dining restaurant with two open kitches; Mariposa, located
on the 29th floor and boasting a modern European menu;
M29, the hotel’s rooftop bar offering cocktails with a view of
the Han River and Seoul skyline; and the Atrium Lounge.
After a long day of meetings, business travellers can
unwind at the indoor swimming pool, work out at the fitness
centre, or book a massage at the spa.

HKCEC provides one-stop
solution for virtual events

The Hong Kong Convention and Exhibition
Centre (HKCEC) has unveiled the Harbour
Studio – a brand new facility meant for online
and virtual events – located inside HKCEC’s
Port Café.
The space features two 6m x 3m LED wall panels,
allowing event planners to display high-resolution videos
and powerful visuals. Supporting equipment is also available, such as cameras,
wireless clip microphones, LED lighting panels, video switcher, laptop playback
equipment and various furniture selections.
All hardware is supported by fast and reliable telecommunications connections
as well as full on-site support by professional technicians. This will save organisers
set-up time and efforts in coordinating with different service providers when setting
up their live broadcasts, webinars, product launches or media interviews.
The space features an open side which faces the iconic Victoria Harbour,
providing events a combination of creative visuals or natural backdrop.
HKCEC’s close proximity to F&B facilities also makes Harbour Studio an ideal
location for hybrid events, providing diverse dining options for guests who attend
events in person.
TTGmice March-April 2021
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corporate travel

Four steps to a Covid-19 vaccination
policy for corporate travel
Low Kiang Wei, medical director, International
SOS, details the steps to crafting a vaccination
policy, and explains why vaccines are necessary
for the safe and efficient resumption of travel

their business, and make decisions on how
this affects their policy.
This also ensures that your vaccination
policy is based on country-specific information, government regulations and employee
population.
3. Communicate openly and regularly. As with
all organisational changes, communicate transparently and regularly with your employees.
After disseminating the information to your
workforce, constantly engage with them to
uncover developing challenges, risks and goals
which will arise at different stages of
the immunisation campaign.
Education is also critical for employees to
make informed decisions on their health and
wellbeing. Proactively conducting educational
webinars or engaging with health experts to
answer common questions that employees
may have will instil confidence and trust so
that employees can share their concerns or
hesitations, and encourage vaccine uptake.
Employers should also be sensitive in delivering these messages, so that employees feel
heard and understood.

With Singapore’s Covid-19 vaccination
campaign well underway, many of us have
started wondering when we might travel
again – for business or leisure.
Real-world data has shown that herd
immunity is a distinct possibility in the near
future and we may see large-scale events or
business trips back on the calendar soon.
Governments and authorities worldwide have
already started planning for the resumption
of travel, with adjustments in quarantine
requirements and other border restrictions.
For example, Israel has announced deals
with Cyprus and Greece to allow fully vaccinated citizens to travel within these countries
without limitations, once flights resume. We
are likely to see similar arrangements in Asia
soon, which will require organisations to
relook their corporate travel policies.
However, there are many steps before we
get back to business as usual – and one key
factor right now would be achieving herd
immunity through vaccine uptake. Organisations can play a critical role in supporting
the national immunisation campaign, and
accelerating our progress in achieving herd
immunity, by developing a corporate vaccination policy that supports employees and
communities at large, and builds workforce
resilience even beyond this pandemic.
Here are four steps to get started on
developing a robust and resilient vaccination
policy:
8
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1. Define your objective. Each country’s
vaccine rollout plan differs and impacts the
corporate vaccination policy. For example, in
Singapore where the vaccine rollout is driven
by the public healthcare system – the role of
the business would be to support the national
agenda and encourage employees to get the
vaccine. In other countries, for example in Indonesia, private sector organisations may obtain
and administer vaccines for their workforce.
2. Assess the threats. A vaccination policy provides evidence-based guidance to ensure three
critical outcomes: consistency, accountability
and efficiency. This ensures that the entire
workforce is treated fairly, has ready access to
vaccines, and takes into account the health,
safety and wellbeing of each individual.
To achieve this, organisations need to take a
holistic view of their operations and assess the
various health and security threats that their
workforce is exposed to, This will depend on
the nature of your work and daily operations –
some industries like aviation and healthcare will
have far greater exposure to Covid-19
transmission, and require a more granular
approach.
In an ever-evolving pandemic, having access
to accurate intelligence is key to ensuring quality and consistency in your vaccination policy.
With specific vaccine intelligence interrogated
by a medical professional, organisations can
uncover threats, risks and trends specific to

4. Ready access, reporting and re-evaluating.
Where possible, ensure easy access to vaccines through company-wide vaccine drives,
or arrangements with healthcare providers
can provide the push for employees to get
vaccinated. In regions where vaccination is
predominantly a public health initiative and
vaccine supplies are controlled by the government, allocating time off work for
vaccination appointments and making financial and leave provisions for possible vaccination-related side effects can go a long way
towards resolving logistical and non-medical
barriers.
However, companies must be careful to
balance between encouraging, and mandating vaccine uptake. Vaccinations are a largely
personal issue, and employees may refuse to
take the vaccine for medical, religious, or other
reasons – and such cases should be treated
with empathy and fairness.
As part of the process, companies will need
to monitor their vaccination programme’s
progress, successes and challenges to make
accommodations and changes to overall business operations. Notable challenges can then
be proactively managed and brought back
on course to ensure that employees remain
protected from Covid-19 and other health
threats, while organisations can uphold their
Duty of Care.
A successful vaccination programme is
flexible, and continually evolving to adjust and
account for changes in the global situation.

Associations

Tokyo, Beijing are
Asia’s top knowledge
hubs: GainingEdge

IN
BRIEF
Space researchers pick Busan

South Korean city Busan has won the 45th Scientific Assembly of the Committee on Space
Research after putting in a bid for it in 2019.
The event is expected to bring 3,500 people
from across the world to Busan come 2024.
The nine-day Scientific Assembly will bear the
theme, Team Spirit in Space Research.

Guide for vaccination centre
conversion guide now out

AIPC, the International Association of Convention Centres; ICCA, the International Convention and Congress Association; and UFI, the
Global Association of the Exhibition Industry,
have come together to jointly produce the
Good Practice Guide: Convention and Exhibition as Temporary Vaccination Centres. The
publication aims to help convention and
exhibition centres as well as event organisers
called upon by health authorities to convert
part or all of their venue into a temporary vaccination centre.
The good practice conveyed in this document was collected over February and March
2021 from a range of AIPC, ICCA and UFI
member facilities, and enhanced by insights
and information made available through the
associations’ joint Safety & Security Task
Force.

Tokyo, Japan ranks third globally in the Leveraging Intellectual Capital report, and is first in Asia

A new annual report on intellectual influence
of convention destinations conducted by
consulting firm, GainingEdge, has identified
Tokyo and Beijing as Asian knowledge capitals – destination with strong representation
in international association leadership.
The research underpinning the Leveraging Intellectual Capital report identifies the
relative strengths of 350 destinations via the
presence of their local intellectual leaders in
the governing bodies of international associations that organise large conventions.
Reseach was conducted over 2H2020,
utilising information from the International
Congress and Convention Association database, international associations’ websites and
reviews of over 3,500 international associations and their governing bodies that hold
meetings for over 500 participants. Data on
350 cities and 145 countries around the world
was collected in the effort.
Tokyo and Beijing occupy the third and
fifth spots on a global ranking that lists 50
intellectual capitals, with London and Paris
taking the top two places.
London has 721 association boards with

local members, including 86 local presidents
or chairpersons, while Paris has 628 and 70
respectively; Tokyo has 488 and 46; Beijing
has 428 and 34.
The same study also ranked the US, the UK
and Germany as the top three countries with
the strongest intellectual influence. Japan, in
eighth spot on the global chart, is Asia’s most
influential.
The report also analysed the Harnessing
Ratio – the correlation between the number of
international association meetings hosted or
booked over the last four years and the number of local intellectual leaders on association
boards.
The Harnessing Ratio for the top 50
countries shows that the UAE has a high level
of intellectual capital engagement. Among
European countries with a relatively high Ratio
are the Czech Republic, Portugal, Ireland and
Spain. Asia-Pacific countries with a high Ratio
are Thailand, Malaysia and South Korea.
Jon Sivertson, GainingEdge’s CEO, said
report findings could help convention destinations with their business development and
destination marketing activities, especially

in identifying associations which they have
strong knowledge influence over.
“It also allows a destination to understand
which of its actual key business sectors and
scientific fields are best connected in global
association leadership, and provides them
with a focused, deliverable and measurable,
approach to securing large meetings,” he
added.
TTGmice March-April 2021
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COVER STORY: CSR

A different way
to do good
Movement and social restrictions along
with business challenges have relegated
CSR elements within most business events
to the bottom of the to-do list. However, for
those who are determined to do good, many
options exist. By Karen Yue

O

nce upon a time, before the world
knew Covid-19 and global travel
restrictions, and when people
could easily cross borders to mingle, exchange knowledge and trade, most business events would include some form of
meaningful corporate social activity to
allow delegates an opportunity to leave
the host destination in a better shape
than they had found it.

10
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Rebuilding schools, visiting wildlife
sanctuaries to appreciate animal conservation efforts, interacting with indigenous people, and packing and delivering meals or daily essentials to needy
communities were all popular corporate
social responsibility (CSR) elements
within business programmes.
When Covid-19 swept across the
globe, it disrupted travel and changed

the way people socialise. Maintaining
internal meetings was challenging, more
so coming together with external communities.
Ailynn Seah, vice president of sales,
MIC and association with Marina Bay
Sands (MBS) Singapore, found that as
Singapore’s business events ground to a
halt in 2020, CSR activities “understandably took a backseat for event organisers”.
“Even with the gradual resumption of
the business events industry, restrictions
such as safe distancing, and cancellation of mass and group events may force
event organisers to think harder before
incorporating any CSR activities in immediate programmes. They may even
face greater challenges trying to evolve
their CSR plans, incorporating virtual
or hybrid elements, to suit the current
environment,” said Seah.
On the other hand, Michelle Sargent,
director, Australia/New Zealand, CWT
Meetings & Events, told TTGmice that
companies are “still very interested in
CSR activities”, with half of all meeting
and event RFPs in Australia over the past
six months requiring an opportunity to
give back to hard-hit communities.
“One change we have observed is a
preference to give back to local communities where the client’s business is
based, compared to pre-pandemic times
where we also saw a lot of interest in
supporting initiatives in other regions.

This may, in part, be down to the inability to travel,” Sargent said.
While acknowledging that restrictions
around in-person events have presented
obstacles to conducting hands-on CSR
programmes as part of business events,
Sargent believes that there is nothing
some creativity cannot fix.

Just a little differently

For event organisers and owners who
were determined to retain CSR goals
within their altered activities, a dose of
creativity was needed.
Fu Kei Cheong, co-founder of Malaysia headquartered PCO Anderes Fourdy,
told TTGmice that the act of donating
attendance fees collected from event
delegates can replace traditional CSR
initiatives.
“We had an example where preconference workshop fees were collected
and donated to a patient healthcare
organisation,” shared Fu.
The Penang Convention & Exhibition
Bureau (PCEB) attempted this approach,
pledging registration fees collected from
its BE@Penang virtual conference in
December 2020 to fund a food donation
drive that benefitted orphanages in the
Malaysian state.
PCEB worked with 10 hotel partners
to provide 370 packaged food for the
children and caretakers in 10 orphanages
and social organisations. Hotel partners
also contributed care kits that included
face masks and hand sanitisers, while
other partners matched PCEB’s donation
with additional food items.
Anderes Fourdy is presently working
on a congress this year that is committed
to raising funds to afford a six-monthlong data subscription for 100 students.
“Priority is given to students who are
taking the public school exams in 2021
and cannot afford data subscription. We

are also trying to get Internet Service
Providers onboard so that the money
raised through the congress would go
even farther,” said Fu.

Virtual goodness

CSR activities could take the virtual
route, just as many business events have
done amid global travel restrictions,
opined Sargent, who suggested having delegates working individually – or
together in the same region – to pack
goods for specific charities, or having
delegates participate in online cooking
classes or music programmes with communities in need.
Another idea is to send virtual delegates gift boxes packed with goodies
from in and around the region. “In doing
so they are helping to support local businesses and communities,” she said.
When asked what event organisers and owners should consider when
incorporating CSR objectives into digital
or hybrid event formats, Seah said: “Just
like it takes time for event organisers to
adopt hybrid event formats, similarly,
the implementation of new formats of
CSR activities will have a longer incubation period.
“Event organisers will first have to
weigh the feasibility of implementation,
the potential participation rate, and the
company’s CSR mandate before proceeding.”
She described the business events
industry’s move to digital and hybrid
formats as a “steep learning curve”,
but MBS’ team of certified Digital Event
Strategists has been able to help clients
achieve a smooth transition.
“Leveraging on our past extensive
experiences in working with clients to
incorporate CSR-related activities in their
event programmes, our team is ready to
brainstorm with our clients on new and

“…we have observed a
preference to give back to local
communities where the client’s
business is based… this may, in
part, be down to the inability to
travel.”
Michelle Sargent
Director, Australia/New Zealand, CWT Meetings & Events

innovative CSR ideas and formats,” she
added.
“It is always heartening to see event
organisers get creative and take an interest in doing good for the community
even during these uncertain times,” Seah
added.
Sharing an example of a CSR programme that was conducted as part
of a hybrid business event, Seah said
the WiT Experience Week 2020 hosted
an online art auction that raised about
S$40,000 (US$29,685). The money was
used to improve the lives of women and
children in Asia.
For the online art auction, attendees
were invited to co-create a piece of art
by visualising the future of travel and
provide words that best describe “Travel
2025”. On the final day of the event, the
physical art piece was auctioned off for
charity.

Green step forward

Having a standalone CSR activity may
not always be necessary for an event to
leave behind positive impact.
The act of replacing an overseas meeting with a virtual gathering can be seen
as a way to cut carbon footprint – a good
way to achieve CSR objectives, pointed
out Sargent.
Working with eco-conscious vendors
would also score some CSR points.
Marriott International’s in-built sustainability initiatives allow event clients
to achieve green goals without additional effort on their part. All properties
in the chain no longer provide plastic
straws and instead offer environmentally
friendly alternatives. Certain properties
run their own eco-friendly initiatives as
well as utilise energy efficient fixtures.
For example, trestle tables at Sheraton
Grand Sydney Hyde Park, Australia are
table-cloth-free to reduce laundry needs
and the property has shifted to using
recyclable glass bottles. At Element by
Westin Kuala Lumpur, Malaysia, water
stations have been introduced as an
alternative to plastic water bottles. Over
at JW Marriott Marquis Hotel Shanghai
Pudong in China, energy efficient LED
lights are used.
Event organisers and owners can
further reduce their carbon footprint
by arranging green transportation for
delegates. More than 100 electric vehicle
charging stations are offered at Marriott
properties across Asia-Pacific.
Ramesh Daryanani, vice president,
global sales, Asia Pacific, noted that
event clients have not lost their focus
on CSR despite the pandemic, and they
have continued to support Marriott
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PCEB fed children and caregivers of 10 orphanages and social organisations with registration fees from BE@Penang 2020

International’s sustainability and social
impact work.
“From the planning stage to the event
roll-out, we support event planners with
various resources and initiatives they
can tap on, to create a positive impact.
By choosing to host their events and
meetings at our properties, they can be
assured that they are already taking the
first step in making a difference in the
communities where our hotels operate,”
he explained.
Property-level environmental data is
made available so that event organisers
and owners can assess the impact of
their stay and meeting with a Marriott
property.

Every bit counts

Industry specialists who have made it
part of their job to advise and assist
clients on CSR elements within their
business events, are taking it upon themselves to support needy causes as event
CSR priorities take a backseat.
Instead of replacing the company’s

old onsite registration laptops, Anderes
Fourdy chose to donate them to children in need of devices to attend virtual
classes during Malaysia’s lockdown.
“Some needy students were trying to
purchase our laptops to attend virtual
classes. Their stories were very depressing. Some had to share a mobile phone
with four other siblings to attend classes.
So, instead of selling our laptops, we
chose to donate them and have given
away more than 30 laptops to-date,” said
Fu.
MBS, which typically connects event
clients with worthy organisations and
needy communities seeking support,
utilised property-wide resources to maintain assistance to affected communities
during the pandemic.
“Ahead of a government-mandated
industry closure (part of the country’s
Circuit Breaker nation-wide lockdown)
last April, we had 48 hours to amass and
donate 15,000kg of unused produce from
our F&B outlets to vulnerable communities under The Food Bank Singapore,”
shared Seah.
Furthermore, team members volunteered to distribute meals to Muslim
families in need, as well as to healthcare
workers and their families during the
Ramadan fasting month in 2020. The
move supplemented the manpower

crunch experienced nationwide.
Team members also came together
to pack 10,000 care kits with essential
items such as masks and soaps, and
donated these supplies to low-income
families, healthcare and construction
worker communities.
As well, a Red Cross blood donation
drive was organised last September to
increase the low national blood supply,
“especially vital during pandemics”, said
Seah.
Even as Singapore gains considerable control over the pandemic and the
city-state relaxes restrictions on public
activities, MBS is determined to continue
with its community efforts.
It has explored new ways of community engagements, including coorganising the virtual Community Chest
Heartstrings Walk 2021 with Community
Chest. The event aims to rally individuals, public and private sectors to take a
step forward together to support families
in need, children with special needs and
youth-at-risk, adults with disabilities,
vulnerable seniors and persons with
mental health conditions. Co-organised
for the 10th year, this year’s Heartstrings
Walk allows participants to choose from
two virtual walk formats of 5km each
– Heartstrings Walk Marina Bay and
Heartstrings Walk Anywhere.

“Just like it takes time for event organisers
to adopt hybrid event formats, similarly the
implementation of new formats of CSR activities
will have a longer incubation period.”
Ailynn Seah
Vice president of sales, MIC and association, Marina Bay Sands Singapore
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Keeping up
the good work
CSR goals can be achieved in fun and meaningful ways, even with limited
in-person participation. Here are some ideas to get started. By Karen Yue

Support education

At a time of business and career upheaval,
upskilling becomes ever more important
for people to stay relevant and employable.
Event organisers and owners can help make
education more accessible for either the new
bloods or professional peers who were unfortunately displaced.
One way to do this is to establish an
education fund, with money coming from
event registration fees, sponsorship or a fundraising exercise conducted among attendees.
Another option is to offer attendees in need
free access to online conference content and
mentorship sessions.

Support small businesses

The pandemic and resulting economic impact have devastated many small local businesses. Event organisers and
owners can choose to prioritise small local suppliers in
their procurement of live entertainment, fresh flowers for
table arrangements, welcome bags for delegates, appreciation gifts for speakers, and others. For virtual events, small
local businesses could be called on to supply snack packs
or gift packs to be delivered to remote attendees.

Support ecotourism projects

The global travel freeze has impacted environmental and
wildlife conservation projects that are dependent on tourism to further public education, as well as for revenue to
fund activities. Even as in-person visits to these project
sites are impossible, event organisers and owners can
incorporate conservation project messaging within their
programme and establish a fund-raising effort in the lead
up to, during and after the event to aid affected projects.
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DESTINATION: Thailand
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Wellness
matters
Already a darling of wellness tourists, Thailand is now working to attract
corporate events focused on the business of health and those keen on mentally
and physically rejuvenating elements in their events. By Anne Somanas

T

hailand is transforming herself into a land of
healthy smiles as she emerges from the pandemic, with the Tourism Authority of Thailand (TAT)
setting a goal for the country to become the ‘Medical
and Wellness Resort of the World’ by 2024.
The Thai government has also picked up on the
wellness trend, listing wellness tourism as one of 12
targeted S-curve industries that will form the foundation for the country’s burgeoning Eastern Economic
Corridor project.
According to Chiruit Isarangkun Na Ayuthaya, president of the Thailand Convention and Exhibition Bureau
(TCEB), Thailand’s globally recognised containment of
the pandemic has also given rise to an outstanding opportunity for the development of business events in the
medical, health and wellness sectors.
“To help realise this, TCEB is now working with the
Ministry of Public Health, the TAT and the Thai Health
Promotion Foundation to organise the Thailand International Health Expo 2021 from July 16 to 19 in Bangkok
to showcase Thailand’s innovation in medical products and services, and to launch a business matching
platform, both online and onsite, for entrepreneurs and
buyers in this sector,” he shared.
14
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More Thai
hotels are coming
up with wellness
programmes for
corporate groups

Paul Hawco, corporate director of wellness at Dusit
Hotels and Resorts, also sees Thailand’s shift from
being primarily a spa destination to a health and wellness hub as a potential catalyst to build renewed interest and trust in the country’s business events sector.
“As more and more guests increasingly filter their
travel experiences through a holistic wellness lens,
MICE organisers and participants will increasingly
become interested in destinations that have an authentic and holistic approach, and have confidence in
countries with a proven track record in preventative
measures and systems to deal with post-Covid expectations,” Hawco stated.
A growing trend
Business and personal challenges brought on by the
pandemic, especially loaded upon the shoulders of
C-suite executives, have led companies to realise the
importance of caring for the well-being of their staff
so as to ensure optimal performance.
“Companies around the world and in Thailand are
trying to find ways to build wellness into their human
resource tools,” observed Bruce Ryde, general manager and brand strategist at Kamalaya, Koh Samui.

The wellness sanctuary, known globally to wellness
enthusiasts, has been getting more corporate enquiries. As a result, Kamalaya now expects corporate
demand – from Thailand and overseas – to account
for almost one-third of its business in 2022.
As Thailand recovers from its second wave of
Covid-19, Sindhorn Kempinski Hotel Bangkok, which
opened its doors in October 2020, has seen a pick-up
in domestic meetings; clients are specifically requesting programmes with wellness elements.
“Instead of doing an indulgent cooking workshop,
one of our recent clients asked if we can do a healthy
cooking workshop. So, we offered our Middle Eastern
vegan cooking workshop. Guided by our hotel chef,
the group learnt to make hummus,” shared Aaishah
Bohari, the hotel’s director of sales and marketing.
Another company, intent on fitness activities, arranged a post-meeting virtual cycling session for its
executives, she added.
Holistic offerings
From helping companies adapt to the new normal
with personalised programmes and online courses,
enabling teams to de-stress and cope with the upheaval of the global pandemic, to wellness-themed
meetings, Thailand’s hotels are sculpting a healthier
landscape for business events.
Kamalaya is conducting Embracing Change programmes via its Kamalaya Connect platform, aimed
at helping large companies build change management
competencies as part of teambuilding objectives. The
programme has seen strong support from local businesses, as well as global NGOs and medical professionals.
Kamalaya’s Embracing Change workshops are different from other similar programmes, stated Karina
Stewart, founder and chief wellness director. “(Our
programmes) are about embracing change within
yourself – your behaviour, so you understand the people you’re making decisions about,” she elaborated.
Companies have also chosen to weave Kamalaya’s
tailored personal development programmes into their
incentive packages, resulting in a pick-up in wellness
incentive programmes.
“Pre-pandemic our corporate derived mix was
around seven per cent. We see that building up to
between 10 and15 per cent in 2022,” Ryde said.
Hawco observes a new model emerging: smaller
bespoke offerings and events, with higher levels of
flexibility enveloped in a greener approach, something
Dusit Hotels is now developing as part of its business events offerings. This follows the hotel group’s
introduction of #meetwell@dusit, a proactive wellness
approach taken for meetings that support optimal
performance.
“People now expect to continue their healthy life-

TTG Travel Trade Publishing is proud to be the
travel trade media partner of the ASEAN Tourism
Competitive Committee, working together to
support the ASEAN Tourism Marketing Strategy
and promote ASEAN destinations for tourism and business events.

Fast
facts

US$639 billion

The current worth of the global wellness tourism
economy, according to the Global Wellness
Institute; Asia as a continent has accrued the most
gains in wellness tourism trips and revenue

US$93.4 billion

The size the global corporate wellness market is
expected to reach by 2028, according to a new
report released by Grand View Research
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The rank Thailand takes in terms of wellness
tourism revenue in Asia. For 2019, Thailand’s
Public Health Ministry reported that health and
wellness and medical tourism raked in 450 billion
baht (US$14.4 billion) for the economy

styles and wellness routines when they are away from
home. Business event attendees and organisers will
expect nothing less,” said Hawco.
Wellness-themed meetings at Dusit properties
include breakout sessions with breathwork and
stretching, nutrition-based menus and minibars, and
supplementary holistic activities like environmentallyfriendly silent concerts, gong baths on the beach,
and a variety of physical and mental health sessions,
workshops and classes.
“These elements help participants replace fatigue
and stress with a calm head, sharp mind and a growth
mindset, resulting in higher team engagement and
productivity. We see an amazing opportunity to drive
tourism while also exporting the approach of what
is a highly relevant wellness offering. Thailand as a
wellness destination can kickstart tourism in general,”
he concluded.

“Companies around the world and in Thailand
are trying to find ways to build wellness into
their human resource tools.”
Bruce Ryde
General manager and brand strategist, Kamalaya, Koh Samui
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Small city charms
Armed with Covid-safe practices, a hunger for knowledge, and fresh hotel deals,
Adelaide is confident in its MICE positioning once borders open. By Adelaine Ng

B

eing a boutique city can be sometimes be interpreted as code for a small city trying to stand
out. But it is perhaps a sign of our times that
it is exactly Adelaide’s boutique credentials that are
stacking the odds in her favour.
As one of Australia’s smallest cities and a secondtier destination, Adelaide’s size and geographical layout have helped keep all her charms intact with few
lockdowns and a mostly Covid-free environment.
And she is fiercely trying to keep it that way to
encourage a reboot of the events industry with new
products ready to entice the upper-end of the market.
These include five-star hotels, function spaces and
experiences, all of which were presented at the showcase event Destination South Australia (DSA) held
February 10-13, 2021.
Among these were the Crowne Plaza, the luxurious
Oval Hotel, and Eos by Skycity, which is Adelaide’s
long-anticipated integrated entertainment complex.
16
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The Adelaide
Convention
Centre boasts
20,000m2 of
conference, exhibition and event
space

Also in the pipeline is a new Sofitel, Hyatt and Westin.
Safety first
The folks at the Adelaide Convention Bureau (ACB)
are well aware that none of the above are selling
points without a solid reputation for safety and hygiene in a Covid-conscious world.
“So back in June, we met with 10 of our members
to develop a Safe SA campaign,” said Damien Kitto,
CEO of ACB.
“It was all about developing an end-to-end solution
and process where, from your arrival at the airport to
your transport to hotels, venues and your trip home,
everyone would operate on the same processes and
procedures...to deliver that safe and healthy experience,” he explained.
“We’re the only capital city in Australia that has
taken that approach and our campaign is one reason
why I’m sure the ACB has managed to lead Australia

Power in small, frequent events
Moving forward, the ACB is keen to see international
border restrictions lifted for the bigger prize of a “long
economic tail” that only comes from global events
like the International Astronautical Congress, which
it hosted for the first time in 2017 and is bidding for
again for 2024.
“We had almost 4,500 people from around the
world (in 2017) and that was an incredible test which
we passed with flying colours,” said Kitto.
“From that particular event, the Australian space
agency, a Cooperative Research Centre and the
development of a mission control or ecosystem
of industry around defence and space were announced. So it’s about how we can develop for the
future growth of Adelaide and international events
are critically important for how trade and investment, and the exchange of information takes place.
That’s why we’re desperate for international
business to come back.”
Kitto said the strategy for Asia has
had to change too. “It’s changed because everyone’s changed. I think the
opportunity, particularly for corporate incentives is that we are a new
destination with fresh products and
experiences.
“We all appreciate that large
events in the short- to mediumterm probably aren’t going to take
place. But small, frequent waves of
corporate incentive guests coming from
China or across Asia is an absolute high

myphotobank.com.au/shutterstock

for business events. We’re really proud that 85 per
cent of events for 2020 have been rescheduled to either this year or next, which is a phenomenal effort,”
he continued.
The campaign was followed by a local pilot event
in October with about 200 participants to instil confidence for events in the sector. And there are definite
signs the strategy is working.
“While Covid-19 has certainly impacted (our)
business levels, we’ve been fortunate that the South
Australian experience has been vastly different from
other places around the world,” said Simon Burgess,
general manager, Adelaide Convention Centre (ACC).
“We recently welcomed almost 10,000 delegates
across five events during a single week. This included our annual Cellar Door Fest, an F&B consumer
exhibition which drew 7,500 visitors; an industry
tradeshow; plus conferences in the agriculture and
financial sectors,” he continued.
Burgess admits that while ACC has a “healthy
number of events on the books” until June 2021 from
local and national events, he does not expect all of
them to materialise and there is still a need to think
on their feet.
Hosting the 38th International Symposium on
Combustion in January for example, meant the event
was quickly modified into a hybrid meeting and ultimately, in the 10 days leading up to the event, moved
to a fully online format supported by the ACC’s new
Technology Production Suite. The Suite features event
pre-visualisation and virtual walk-throughs – especially useful for remote guests.

Adelaide is confident its offerings will appeal to corporate groups from Asia; Rundle Mall in
Adelaide’s CBD pictured

Fast
facts

A$330 million

The amount, equivalent to US$251 million, invested
in transforming Adelaide Casino into Skycity, an
integrated entertainment complex

1,500

The number of additional rooms from five new
hotels that will be launched by mid-2021, with
more in the pipeline for 2022

1,360

The number of online delegates from 50 countries
who attended the 38th International Symposium on
Combustion at the Adelaide Convention Centre in
January 2021
probability and I think Adelaide is positioned really
well (for those),” he mused.
New data from DSA seems to underscore Kitto’s
confidence. Barring any cancellations, almost A$40
million (US$30.4 million) in business was won from
events with less than 30 delegates in attendance. Surveys also showed 94 per cent of attendees were now
more likely to consider Adelaide for their events.
“Adelaide is very accessible for meetings and conferences,” said DSA attendee Mia Yip, head of events
at the Australian Property Institute. “Competitive
prices make it a great opportunity to really get creative with your event theming, catering and delegate
experience.”

“(Ensuring Adelaide’s
future growth is) why
we’re desperate for
international business to
come back.”
Damien Kitto
CEO, Adelaide Convention Bureau
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Catch up:

Nitin Sachdeva
The president and CEO of Venture
Marketing shares his observations of the
Indian MICE industry, and his hopes for
the future after Covid-19

How did you get into this profession?
I joined the tourism industry in 2003 after completing my
education, and found it to be fascinating. The tourism industry lets you meet new people, explore the world and get paid
for doing so. No one from my inner circle was working in the
sector, which made it more attractive and challenging as I
had no “connections” in it.

You are also vice president of the SITE India chapter. Could you
share what are the chapter’s aims and objectives?
The board is a collective mix of youth and experience which
provides a balance in trying out new things, while being able
to tap onto the wisdom of our more experienced colleagues.
Our core focus is education and knowledge sharing, for
which the chapter has organised a few editions of the SITE
India Knowledge Forum.
The way business is done has changed over the last few
years and the use of technology and implementation of
methods is of prime importance. SITE also provides resources and case studies that can help anyone who can invest in
continued learning for themselves and their company.
What are the key challenges you foresee for Indian PCOs and
TMCs considering the changing dynamics of the business?
Aside from Covid-19, PCOs or planners face challenges like
multiple bids, unexpected competition, political volatility,
and price wars. However, the biggest challenge is the lack of
investment in human capital which has resulted in a big gap
in the skillsets of what is required and what is available.
I see most companies struggle to hire the right person or
they have to invest heavily with the risk of high attrition. If
organisations can certify their employees and invest in them,
then it can change the outlook of the results that they are
looking to achieve.
How do you think 2021 will pan out for the business events
sector?
I am optimistic the vaccination process has started.
Indian travellers have started to travel domestically
and as border restrictions and connectivity improves,
international travel too will gain momentum. Last year
has been very challenging for the business events
sector in the wake of the pandemic. I hope international business events movement will revive
later this year. – Rohit Kaul

What do you like about the events industry?
Dealing with the many different industries and
businesses is what I love about being in business
events. We deal with governments, corporates,
and associations, which needs deep understanding and relationships. It’s challenging and at the
same time rewarding, as you meet the best
people from different verticals and learn a
great deal from them.

Appointments

Laura Houldsworth as senior vice president & general manager for Asia Pacific Japan and Greater China. Houldsworth
was previously the managing director for SAP Concur
South-east Asia.
Mark Cooper
IACC’s CEO has been appointed 2021 chair of the board of
the Events Industry Council. One of his key objectives is to
grow membership in regions where representation is yet to
be realised, such as Asia-Pacific.

GP Yeow

Laura
Houldsworth

Richard
Clarke

Suzanne
Neufang

Gordon Wang
Uniplan has promoted Gordon Wang to managing director
of the Uniplan Beijing office. He last held the role of general
manager. In his new position, Wang will drive Uniplan’s business and develop the company’s customer-centric approach.
GP Yeow
JW Marriott Hotel Hong Kong has welcomed GP Yeow as its
new general manager. A seasoned hotelier with almost 30
years of experience, Yeow first began his hospitality career in
Perth, in the F&B and rooms divisions.
Laura Houldsworth
SAP Concur has named finance and travel industry veteran
18
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Ng Boon Kiat Melvin
Singapore Airlines has appointed Ng Boon Kiat Melvin as its
general manager for China. Based in Beijing, Ng is responsible for the airline’s strategic planning and market expansion
in China.
Richard Clarke
Clarke joined Auckland Unlimited as head of major events
in January 2020, and will lead the Auckland Convention
Bureau following the departure of Anna Hayward. His role is
now head of major and business events.
Suzanne Neufang
The Global Business Travel Association has hired Suzanne
Neufang as its next executive director. Neufang most recently
served as senior vice president-Americas for HRS Global
Hotel Solutions.

