A.H. T'ymunes amvirndazor Eypasus yammuix ynusepcumemininy XABAPIIBICHL.
ISSN (Print) 2789-4320. ISSN (Online) 2789-4339

TYPU3M/ TOURISM/TYPU3M

IRSTI 06.71.57 DOL: https://doi.org/10.32523/2789-4320-2024-3-328-345
Article type (research article)

MICE tourism product value chain

B.M. Taipakova , K.P. Mussina*

L.N. Gumilyov Eurasian National University, Astana, Kazakhstan

(E-mail: naellerahat@gmail.com, kamshatmussina@mail.ru)

Abstract. MICE tourism is a segment of the tourism industry that, due
to its singularity, requires specific attention. Today, the number of players
involved in creating a MICE tourism product is quite large. They are both
main and secondary participants in the process. The purpose of this research
is to study the influence of the number of intermediaries (Convention
Bureaus, DMOs, PCOs) in the chain of creating a MICE tourism product that
affects the level of development of MICE tourism as a whole.

This study used one-way analysis of variance (ANOVA) through SPSS. The
study sample includes 50 respondents directly related to the development of
MICE tourism in Astana. The results of this analysis indicate that the number
of intermediaries (Convention Bureaus, DMOs, PCOs) in the chain of creating
a MICE tourism product affects the level of development of MICE tourism as
a whole, while Levene’s test of homogeneity of variances with a significance
of 0.000, and p-value 0.010 <0 .05.

Also to achieve our goal in this study, we used research methods - literature
analysis, study of scientific publications, scientific research, and also used
the construction of tables and diagrams of interaction between the main
stakeholders of MICE tourism. When analyzing materials and writing this
article, the following methods were also used: general scientific methods of
cognition (analysis, synthesis), system content analysis.

The article also demonstrates evidence of a slow but steady process of
partial disintermediation, in which intermediaries are bypassed in order to
reduce costs. However, the results of the study lead to the conclusion that
a complete disintermediation is not possible, including due to the high
standards of service quality that the MICE market requires.
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MICE tourism product value chain

Introduction

The MICE industry is known not only as a service industry, but also as one of the fastest
growing sectors of the tourism industry [1]. The MICE industry brings together various sectors
such as trade, transport, travel, leisure, accommodation, food and beverage, venues, information
technology and finance, which are described as multi-faceted industries that are mainly focused
on the development of the Getz events industry [2].

The key players in the market are specialized MICE and event agencies, convention bureaus,
exhibition centers and various venues for corporate events.

Business travel agencies are usually associated with many service providers. Employees and
businesses participating in the business marketinclude corporate meeting planners, conference
departments at hotels, convention centers or cruise ships, food and beverage managers, logistics
firms, private tour operators and transfer travel trade associations, sales managers and many
others. Agents working in this field must offer a full range of travel services for large and small
groups, as well as events of varying lengths. Destinations listed as business locations rely on
convention centers and visitor bureaus to host events.

Thus, the number of players involved in creating the MICE tourism product is quite large.
They are both main and secondary participants in the process. The main purpose of this
research is to study the influence of the number of intermediaries (Convention Bureaus, DMOs,
PCOs) in the chain of creating a MICE tourism product. The main objectives are to determine the
influence of the number of intermediaries in the creation of MICE tourism product on the level
of MICE tourism development, as well as to determine the importance of intermediaries in the
value chain of the MICE tourism product.

Literature review

There are numerous studies that propose a model to illustrate the channel of distribution of
leisure tourism. However, there are no research articles that propose a conceptual model that
illustrates the functioning of the MICE value chain as a whole.

As with other markets, tourism requires the action of intermediaries to access and purchase
tourism products. Traditionally there are three different types of intermediaries in tourism:
outgoing travel agencies (retailers), tour operators (wholesalers) and incoming (handling)
travel agencies [3].

However, there are market trends that are producing major changes in its value chain and
points of friction among stakeholders. For example,

- Mason study describes the reduction in business travel expenditure which is forcing
companies to develop stricter travel policies [4].

- The group of authors such as Jung Young Jeong, Oh and Tierney writes about the search for
lower prices which has forced meeting planners to interact directly with suppliers [5].

- Gustafson notes the development of online booking tools which has changed the relationship
between intermediaries and suppliers [6].
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- Lee & Hiemstra research the high sales-staff turnover which is leading to serious problems
in building relationships between suppliers and meeting planners [7].

- Kim & Boo authors write about the increasing knowledge and demands of clients who are
putting their focus on the ability of suppliers to meet quality specifications [8].

- Holma study describes the replacement of the traditional commission-based models with
new management and transaction fee models [9].

And last but not least Pearlman says about new trends that are re-shaping the MICE sector
such as globalization, fiscal responsibility, economic and environmental sustainability, social
media and return on investment [10].

The above-mentioned changes acting together have resulted in a process of disintermediation
which is putting at risk the power balance among intermediaries.

Nevertheless, some authors such as Thakran & Verma think that these changes, and especially
the irruption of ICT, have finally resulted in a process of re-intermediation with new agents
becoming active in the tourism supply chain [11].

These alternative processes are leading to a new relationship among the stakeholders in
the channel with subsequent processes of intermediation and disintermediation studied in the
works Almunawar et al [12].

MICE tourism involves mostly b2b exchanges and that is one of the reasons why it requires
specific attention and deserves individualized research. In both cases the role played by
intermediaries is a topic of major controversy. Intermediaries are key stakeholders in the design
and production of the MICE product since they facilitate the path between buyers and suppliers.
The services of an intermediary provide an exceptional value since they book and coordinate all
services on behalf of the customer [13]. Davidson and Cope make a clear distinction between
- Intermediaries working on behalf of buyers: Professional Congress Organizers (PCO), venue-
finding agencies, Destination Management Companies (DMC) and conference production
companies and - Intermediaries working on behalf of suppliers: Destination Marketing
Organizations (DMO) and associations of Destination Marketing Organizations [14]. The MICE
tourism value chain has life of its own and evolves with the market as the different stakeholders
redesign their positions and put into action different strategies to consolidate their role [4].
This results in a permanent struggle for members to defend their position in the channel, which
is constantly readjusted to reach a position of balance. The role played by intermediaries and
the determinants of relationships among stakeholders in the MICE industry is the issue that
has attracted more attention with studies that relate to: the relationship between convention
hosts and PCOs [15]; the relationship variables between meeting planners and MICE suppliers;
determinants that affect the use of an intermediary when buying meeting services [13];
determinants in interactions between meeting-planners and hotel employees [16]; IT and
service standards in MICE tourism [17]; or determinants of meeting planners commitment to
develop a relationship with DMCs [5]. Despite the relevance of MICE tourism, the number of
publications in this field is very scarce [18, 19] since the little research there is has focused
mainly on the distribution of leisure tourism [20].
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Materials and methods

In order to explore the connections between the chain of creating a MICE tourism product
in the development of MICE tourism, special attention is paid to the intermediaries. This study
used the method of one-phase analysis of variance (ANOVA analysis), as well as the method of
analyzing contingency tables (x2 test of independence (Pearson's chi-squared test) using the
SPSS program.

One-way analysis of variance (or one-way ANOVA) is a technique to compare whether two
or more samples' means are significantly different. Analysis of variance is very well suited for
analyzing data obtained from an experiment, a method of designing research in which the
researcher directly manipulates the levels of an independent variable.

The research model proposed by the author includes a study of the influence of such factors
as the number of intermediaries (Convention Bureau, DMO, PCO) in the chain of creating a
MICE tourism product on the development of MICE tourism as a whole. Based on the problem
statement, objectives and in accordance with the model created in this study, the following
hypothesis can be formulated (Figure 1).

H1 - It is assumed that the number of intermediaries (Convention Bureau’s, DMOs, PCOs)
in the chain of creating a MICE tourism product (X1) affects the level of development of MICE
tourism (Y1).

Number of intermediaries

(Convention Bureaus, Hl Level of MICE
DMO, PCO) in the chain > tourism development
of creating a MICE Y1)

tourism product (X1)

Figure 1. Research model
Note: compiled by the authors

The empirical data of this study was collected through a paper-based survey in Astana.
Specifically,a questionnaire was used to collect data to test the hypotheses. Tourism stakeholders
representing travel agents, tour operators, restaurant owners, event organizers, hoteliers,
government officials, and academics were interviewed as the study population. A total of 50
responses were collected from the survey and coded for analysis.

The largest share fell on representatives of private organizations in the field of tourism 25
people - 50% (25), followed by persons representing bodies of state and quasi-state structures
- (15 people, 30.0%), and persons representing the scientific field (5 doctoral students and 5
university teachers, 20%).
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Table 1. General coded data obtained through questionnaires

Ne X1 Y1 Ne X1 Y1 Ne X1 Y1 Ne X1 Y1
1 2 1 14 15 2 27 28 3 40 16 2
2 9 2 15 9 2 28 14 1 41 15 2
3 6 1 16 8 1 29 16 1 42 22 3
4 11 2 17 9 1 30 17 2 43 13 2
5 9 1 18 6 3 31 18 1 44 15 2
6 9 2 19 8 1 32 14 2 45 17 2
7 5 1 20 17 2 33 19 1 46 17 2
8 7 1 21 18 2 34 14 1 47 18 2
9 7 2 22 9 1 35 15 2 48 19 2
10 14 2 23 11 1 36 24 3 49 14 2
11 4 3 24 15 2 37 14 1 50 15 2
12 6 1 25 16 2 38 13 2

13 7 1 26 10 1 39 10 3

Note: compiled by the authors based on the expert survey

The null hypothesis states that the number of intermediaries in the chain of creating a MICE
tourism product does not affect the level of development of MICE tourism as a whole. Descriptive

Statistics regarding number of experienced specialists according 2023-year data are given in
Table 2.

Table 2. Descriptive Statistics regarding the number of intermediaries in the chain of creating a MICE
tourism product

N | Average | Standard | Standard | 95% confidence Minimum Maximum
Difference Error interval of
Difference Difference
Lower | Upper

low 19 10.11 4,593 1.054 7.89 12.32 2 19
medium | 25 14.32 3.159 .632 13.02 15.62 7 19
high 6 15.67 10,231 4,177 4.93 26.40 4 28
Total 50 12.88 5.321 752 11.37 14.39 2 28

Note: compiled by the authors based on the expert survey

The hypothesis “The variances in the compared groups are equal” is tested. Test for
homogeneity of variances according 2023-year data are given in Table 3. The resulting
significance is less than 0.05, which means that the null hypothesis can be rejected, that is, the
variances are not equal.

332 N23 o 2024

A.H. Tymures amvindazor Eypasus yammorx ynusepcumeminiyy XABAPIIBICBHI.
9KOHOMMKA CEPUAICHI

ISSN: 2789-4320. eISSN: 2789-4339



MICE tourism product value chain

Table 3. Test for homogeneity of variances

Levene’s | df.l df.2 Significance
statistics
Number of Based on average 19,809 2 47 .000
intermediaries in the | Based on median 15,765 2 47 000
chain of creating a Based on median and with 15,765 2 | 43,429 000
MICE tourism product .
adjusted st.d.
Based on trimmed mean 19,549 2 47 .000

Note: compiled by the authors based on the expert survey

Levene’s test for homogeneity of variances with a significance of 0.000 showed that
the variances for each group were statistically different. ANOVA test regarding number of
intermediaries in the chain of creating a MICE tourism product are given in Table 4.

Additionally, the null hypothesis can be rejected with an error rate of 0.01% (significance of
0.010), meaning the null hypothesis is not true and should be rejected.

Table 4. ANOVA test regarding number of intermediaries in the chain of creating a MICE tourism
product

Sum of squares df. Mean square F Significance
Between 244,717 2 122,359 5,033 .010
groups
Within groups 1142.563 47 24,310
Total 1387.280 49

Note: compiled by the authors based on the expert survey

Additionally, the null hypothesis can be rejected with an error rate of 0.01% (significance of
0.010), meaning the null hypothesis is not true and should be rejected.

Therefore, we can conclude that there is a relationship between the number of intermediaries
in the chain of creating a MICE tourism product and the level of development of MICE tourism,
this can also be seen in the graph.
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low medium high

Number of intermediaries in the chain of creating
a MICE tourism product

Level of MICE tourism development

Figure 2. Review of the relationship between intermediaries in the chain of creating a MICE tourism
product and the level of development of MICE tourism
Note: compiled by the authors based on the expert survey

According to the results of the study, the number of intermediaries in the chain of creating a
MICE tourism product significantly influences the level of development of MICE tourism (Figure 2).

Results

The MICE industry is known not only as a service industry, but also as one of the fastest
growing sectors of the tourism industry. Key market players are specialized MICE and event
agencies, convention bureaus, exhibition centers and various venues for corporate events.

Business travel agencies are usually associated with many service providers. Employees and
businesses participating in the business market include corporate meeting planners, conference
departments at hotels, convention centers or cruise ships, food and beverage managers, logistics
firms, private tour operators and transfer travel trade associations, sales managers and many
others. Agents working in this field must offer a full range of travel services for large and small
groups, as well as events of varying lengths. MICE tourism destinations rely on convention
centers and visitor bureaus to host events.

The structure of participants in business tourism is as follows are given in Table 5, according
to which outsourcing is urgently needed in this area.
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Table 5. Structure of intermediaries in the chain of creating a MICE tourism product

Structure Related groups

Clients (Buyers) Corporate clients

Non-corporate clients including associations, public sector

Event organizers Professional organizers of exhibitions, congresses, symposiums,
etc. (PCO, PEO, event agencies, communication agencies)

Agencies and intermediaries DMC, tour operators and travel agents

Suppliers Contractors providing accommodation, food, transportation,

communications, security, medical services, event sites,
excursion and entertainment services, etc.

Contractors providing event organization services, including
design and construction of stands, equipment rental,
simultaneous translation, advertising and promotion, temporary
workers, etc.

Marketing organization National and local level organization responsible for promoting
the country/region as an event destination (convention office,
DMO, tourist information center)

Note: compiled by the authors based on the expert survey

Outsourcing companies are agencies and business tourism service providers that directly
influence the relationship between them.

A well-organized infrastructure is a key requirement when planning business activities. The
meeting place is considered an important element of infrastructure. Availability of transport,
quality of hotel services and technical equipment are the components that make one place a
competitive advantage over another.

As mentioned earlier, during a business trip, a tourist incurs various expenses. In the field of
business tourism, the cost of a standard tour package may vary, since business meetings can be
carried out through direct negotiations between producers and consumers of tourism services
(short channel), or can be carried out through a channel with intermediaries (long channel).

The value chain includes accommodation, food and beverage costs; local and international
transportation, participation in entertainment, cultural and sporting events; insurance
payments, commissions, etc.

MICE tourism has some distinctive features: high average costs, small seasonal variations,
globalization, financial, economicand environmental responsibility, demanding and experienced
travelers, superior quality of service, personalized service and involvement in the financial
aspects of the travel purchase.

However, as key elements of MICE tourism, there are market trends that are leading to major
changes in the value chain and causing controversy among stakeholders. These trends can be
grouped into the following categories: sustainability, social media, and ROI [10].

Economic: Reduced business travel costs, forcing companies to develop stricter travel policies
[4]. The search for lower prices has forced meeting planners to deal directly with suppliers [5].
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Technological: Development of online booking tools that changed the relationship between
intermediaries and suppliers [6]. All of these trends, and especially those related to cost
reduction and the encroachment of the Internet, have created serious power asymmetries
among MICE stakeholders and have led to a gradual process of disintermediation, whereby
some agents bypass intermediaries to gain control of the distribution channel.

Professional/Operational: High staff turnover, which leads to serious problems in building
relationships between suppliers and meeting planners. Increasing customer knowledge and
demands that focus on suppliers' ability to meet quality requirements. Replacing traditional
commission models with new governance and transaction fee models [21].

In the MICE sector, where success largely depends on close collaboration between parties,
these changes are also detrimental in terms of intergroup dynamics and actually create a hostile
industry environment. As a result, the MICE value chain has become the subject of considerable
debate among professionals, highlighted by researchers such as [5, 6].

Like other markets, tourism requires the participation of intermediaries to access and
purchase tourism products. As it was above mentioned, there are three different types of
tourism intermediaries: outbound travel agencies (retailers), tour operators (wholesalers) and
host (service) travel agencies. Communication channels in the value chain of business tourism
products look like as follows (Figure 3).

SUPFLIERS CLIENTS
DIRECT CHANNEL LEVEL 0
accommodations Companies and
profezzionals

SHORT CHANMEL, LEVEL 1

Fetailers Tourists
Tremsport Travel agents - vacationers
companias Internst portals
Booking systams

LONG CHANNEL, LEVEL 2

- Aszociations,
Supplisrs ) Retailers state,
cultural and entertziument Wheolesalers Travel . ivate
i Tour operators " COMpAes b
SETVICES pete Booking systams - e
Global Distributors Ckhar saller organizations
LOMNG CHANMEL, LEVEL 3
Other
: Other clients
supgpliers Retailers
Wholasalars TWholesalers Travel .
Representatives Tour operators Intarnet portals
Global Distributars (lobal Drstributors Booking sy stems

Figure 3. Communication channels in the value chain of business tourism products
Note: adapted from the source [22]
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The fact that 45% of tourism transactions are carried out through the direct channel (level 0) and
90% through the direct and short channels together (levels 0 and 1) indicates a clear trend towards
disintermediation.

However, this approach ignores the importance of the role of intermediaries as agents that
support the backbone of the supply chain and multiply the overall cost of the transaction. A
prime example of this is the fact that hotels triple their revenue when intermediaries are taken
into account [22].

The structure of the business travel industry has evolved into a complex global network.
In the struggle to thrive in this environment, value chain stakeholders continue to compete,
collaborate, merge, form partnerships, and change relationships regularly [23].

As a starting point for studying the MICE tourism value chain, we can look at the example
of entertainment tourism. However, it is also clear that leisure tourism refers mainly to B 2 C
interactions, while MICE tourism involves mainly b2b cooperation. In both cases, the role of
intermediaries is a matter of considerable debate.

Intermediaries are key participants in the development and production of MICE products as
they facilitate the path between buyers and suppliers. The services of an intermediary provide
exceptional value as they book and coordinate all services on behalf of the client [13].

MICE tourism value chain takes on a life of its own and evolves with the market as different
stakeholders shift positions and adopt different strategies to consolidate their roles. [4].

The role played by intermediaries and constitutive relationships between stakeholders in
the MICE industry is an issue that is receiving increasing attention in research that concerns:
the relationship between convention organizers and PCOs; relationship variables between
meeting planners and MICE providers; determinants influencing the use of an intermediary
when purchasing meeting services [13]; Determining factors in the interaction between meeting
planners and hotel employees: IT and service standards in MICE - tourism [17]; or factors that
determine meeting planners' willingness to develop relationships with DMCs [5].

Despite the relevance of MICE tourism, the number of publications in this area is very scarce.
[19] as few studies have focused primarily on the diffusion of leisure tourism [20].

They make an interesting distinction between primary and secondary actors in the tourism
value chain. The main participants are directly involved in the procurement of tourism
products. Secondary actors do not play such a significant role, and these are organizations
such as: government agencies, trade associations, academic and research institutions, global
distribution systems and the like. In the specific case of event management, make a similar
distinction between internal and external stakeholders. We therefore propose the following
MICE tourism value chain model, which illustrates the functioning of the MICE market, the role
of different stakeholders and intermediation opportunities. Internal stakeholders are those who
are directly involved in organizing the event, while external stakeholders are those who are not
involved in organizing the event. Finally, MICE tourism value chain model as follows (Figure 4).
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Organization of destination management
SECONDARY Host representatives/suppliers
PLAYERS Omnhne platforms

World distribution systems
&

> | l l l

. [Purcha
PRIMARY Buyers Purchass Outbound Agent [Prmchass Outbound Agent % Suppliers
PLAYERS Sl | Sale | Sale |
® o ® 4 i tt
I e ...-----------------_.: :
o ' !
| | !
e i
| ]
| ]
o e e B B B
ON THE MAREET AT DESTINATION

(D Full channel (Seller - Field agent - Inbound agent - Supplier))
(@) The Seller paszzes the Outbound Agent (Seller-Inbound Agent-Supplier)

@ The selter skips both intermediaries (Seller-Supplier)
@ The Outbound Agent paszes the Inbound agent (Seller - Outbound Agent - Supplier)

(&) When mncluding secondary players (Representatives, Convention Bureau, Press..)

Figure 4. MICE tourism value chain model
Note: Compiled and adapted by the authors based on the source [22] from Mwesiumo & Halpern,
2016

The end points of the value chain are the buyers (corporations or associations), meeting
organizers and MICE suppliers (hotels, restaurants, catering companies, tour guides...). At the
core of the value chain there are two intermediaries: the receiving and sending travel agents.
These roles are traditionally played by travel agencies in the buyer's geographic market
(outbound travel agent) or destination (host travel agent). However, the growing complexity
of the MICE sector has led to the incursion of many new stakeholders who, under different
names, play the role of intermediaries such as: event management companies, incentive travel,
exhibition organizers, venue finding agencies, professional convention organizers... [14].

Thus, all participants in the value creation of a business tourism product are stakeholders
who are interested and motivated by profit expectations.

Stakeholder groups are classified first of all: city authorities, marketing organizations,
competitors, tourist attraction enterprises, service companies, tourists, restaurants and hotels.

And minor ones: the chamber of commerce, incentive planners, and community groups [24].

Sautter and Leisen added other stakeholder groups: property owners, local businesses,
coastal managers, and employees [25].
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In tourism planning, collaboration between different stakeholder groups can lead to potential
benefits such as avoiding conflicts between stakeholders that lead to real costs, positively
influencing the performance of stakeholders when they are involved in the decision-making
process, and increasing coordination of policies and strategies.

The next important area in the development of business tourism is the tourism destination
management system and territory marketing. In this issue, a special role is played by public-
private partnership (PPP, 3P or P3), which means public-private partnership (PPP).

In accordance to globalization, the idea of PPP is formulated to strengthen trust between
the state and business representatives at the regional level. The authors believe that the
creation of an organizational structure (CVB/convention bureau) using the common interests
of stakeholders can be considered a successful example of PPP at the regional level. Therefore,
to promote collaboration among stakeholders and put pressure on local, regional and national
governments to develop consistent policies, appropriate branding and marketing strategies in
a particular area, such an organizational structure is necessary.

According to the research of scientists and our research model, destination management
organizations (DMOs), and more specifically convention bureaus (CVBs), play a key role in
the supply structure associated with the territory, as well as in the management, planning and
development of tourism destinations, especially those who want to declare themselves as a
successful business tourism destination.

Discussion

As illustrated in our model, one of the main conclusions of our research is the fact that the
traditional “full” channel is too long and therefore there is a clear move toward bypassing
intermediaries. Our research has demon stratified that “the direct channel” in which the buyer
purchases services directly from the suppliers is not an option.

Outbound and incoming agents have traditionally been client and sup plier and in fact, they
are bound to work together. Therefore, they should aim to build a long-lasting relationship
based on mutual dependence, trust and quality [19].

Another import ant element to reinforce the role of intermediaries is to build quality
relationships with meeting planners. This is done by means of regular personal contact based
on trust and honesty, which will eventually make these relationships develop into strategic
partnerships or alliances [26].

Certainly, buyers can reduce costs by avoiding intermediaries. Firstly, they can gain bargaining
power by using the internet to have instant access to information and compare rates. They
can also increase their demands and use the fight for power between outbound and incoming
agents to their advantage. This has been the case in the industry recently. In this respect, one of
the key findings of our research is that, unlike in other segments of tourism, in the MICE sector
the role played by intermediaries is still valuable. This makes total disintermediation practically
impossible and there will always be room for some type of intermediation that provides the
quality standards that the MICE industry demands.
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Another finding of our research is that the disintermediation of MICE services is more obvious
in the flow of sale than in that of purchase of services. Consequently, suppliers have seen how
the possibilities to sell their services have increased substantially. Now they can aim at different
targets and use multiple channels to sell their services to “all” potential clients. However, this
is not easy as it may seem. Suppliers have to consider that trying to disintermediate the sale of
their services can upset their traditional intermediary clients and thus produce major points
of friction between them. Therefore, before doing this, they should analyze their position,
resources and strengths within the channel. It is not the same for a prestigious hotel chain to
carry out this disinter mediation that for a small local supplier since the possibility of disinter
mediation will depend on the marketing resources available and on the dependence that the
supplier has on the intermediary they are trying to avoid. Suppliers will also have to consider the
tools that they use to disintermediate. This can be done more easily through less personalized
tactics such as advertising and online marketing. A direct sales visit of a supplier to a corporate
buyer can be considered by traditional intermediaries as an aggressive interference in their
role and could have grave consequences for the supplier. Compared to other hotel vendors have
great marketing budgets and they are the type of supplier that uses multi-channel distribution
in a more proactive manner [27]. In fact, hotels do not only disintermediate the reservation
of rooms. In many cases they are looking to increase their revenue by offering, along with
direct sales, their own in-house event management services, which circumvent the need for
clients to use any intermediaries at all [17]. As their name states, “secondary” agents, play a
“secondary” role in the MICE value chain. Though sometimes helpful in terms of destination
marketing, their intervention in the creation of MICE programs is not significant. Despite this,
some of these agents enjoy a comfortable position since they are dependent on public bodies
that support them. This is the case of many Destination Marketing Organizations and Visitors'
and Convention Bureaus. However, they will be constantly assessed by their performance and
will need to show value in all their actions if they do not want to be disregarded by the rest of
the stakeholders. A competent way to successfully develop this type of Destination Marketing
Organizations is through public-private partnerships which contribute to a better development
and promotion of a tourism destination. Finally, primary agents should take into consideration
that coordination and collaboration among all stakeholders involved in the organization of any
MICE project is paramount to guarantee the perfect execution of the event.

Conclusion

MICE tourism sector has grown to be an important part of business operations with literature
averring the attendance of MICE events to be related to information sharing, problem-solving,
decision-making, participating in educational discussions, and sharing common interests [28].
Several studies have explained the interconnectedness to the globalized world which has resulted
in MICE tourism being one of the most dynamic and leading aspects of global activities [29].
Organizing a corporate or association event (usually at an international level) is not an easy task.

Our research has shown that there are possibilities of disintermediation. Partial disinter
mediation could take place by contracting some of the services directly with suppliers
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while others would still be intermediated. For example, hotel reservations are the most
disintermediated service in MICE projects. This is logical since it is reasonably straightforward
for any professional event manager with the use of Internet to identify the most important
hotels in any destination and to carry out the reservation directly. As opposed to other local
suppliers, hotels do not only have important marketing resources, but also experienced staff
who are proficient in many languages and with whom it is very easy to establish contact and
close a reservation directly. Besides this, the Internet can also play an important role in hotel
MICE reservations. As in the case of leisure tourism, hotel reservation procedures can be
digitized and promotional messages can be easily created and effectively distributed in a hotel’s
website. Although there are some specific limitations for the MICE sector, in the case of hotel
reservations the Internet has the potential to replace traditional travel agents to some extent.

However, currently ICT cannot effectively negotiate dates, rates or close complex multifaceted
contracts. These negotiations need to process tangible and intangible information, which can
only be done by experienced professionals. Besides, organizing a corporate event also requires
a sound knowledge of the destination and, in many cases, there is an important linguistic and
cultural barrier.

Our research has shown that the intermediaries in the chain of creating a MICE tourism
product significantly influences the level of development of MICE tourism, the hypothesis we
put forward was proven with p-value 0.010 < 0 .05. In addition, the number of intermediaries
influences the creation of a high-quality MICE tourism product, as well as the creation of value
chain for the MICE tourism product. Therefore, and in consideration of the seamless organization
and the high standards of quality that corporate events require, the MICE industry will always
need the assistance of the professional intermediary.
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B.M. Taiinakoga, K.I1. Mycuna*
JLH. T'ymunee amosindarst Eypasus yammeutk yHusepcumemi, Acmaua, Kazakcmax

MICE-Typu3mM eHiMiHiH KYH Ti36eri

AnHoTanusa. MICE TypusMi - 3iHiH epekliie cinaTbiHa 6aiIaHbICThI epeKilie Ha3ap ayAapyAbl KOXKeT
eTeTiH TYPUCTIK UHAYCTPUAHBIH cerMeHTi. byrinri Tagga MICE TypucTik eHiMiH »kacayfa KaTblCaTbIH
OMBIHUIBLIAPABIH, CaHbl alWTap/bIKTal Kell. Oiap MPOLECTIH HEri3ri XKoHe KOCaJKbl KaThICyLIbLIAPbI
60JbIN TabbLIaAbL. Bys 3epTTeyaiy MakcaThl xkaunbl MICE TypusMiHiH famy JeHreiliHe acep eTeTiH
MICE Typucrik eHiMiH Kypy Ti36erinzeri neaganaap caubidbiH (Convention Bureau, DMO, PCO) acepin
3epTTey 6oJsibin Tabblnafbl. 3epTTeyde SPSS apkblLabl 6ip aKTbl AucnepcusHbl Tangay (ANOVA)
KoAaHbLIIbl. Ochl TanjayablH HaTHxKeepi MICE TypucTik eHiMiH Kypy Tid6eriHjeri aeajanaap/biy
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canbl (KonBeHius 6rwpockl, DMO, PCO) xannbl MICE TypuaMiHiH namy JeHreiliHe acep eTeTiHiH
kepcetezi. MaHbI3bLIBIFBI 0,000 >xoHe p MoHi 0,010 <0, 05. Jlengangap caHbl HEFYPJIbIM Kol 60JIca,
MICE Typu3MiHiH flamy fieHreii coFyp/ibIM KoFaphl 6013/ bl.

Conpaii-aK, OoCbl 3epTTeyJle MaKCaTbIMbI3fa JKeTy VLIiH 6i3 3epTTey oficTepiH KOJIAAHABIK, -
9/lebueTTep/li TasnAay, FbUIBIMU >KapUSJIAHBIMJAPAbl 3epPTTey, FbLJIbBIMU 3epTTeYJep, COHbIMEH
Katap MICE TypusMiHiH Heri3ri Myz/eJii TapanTtapbl apacblHaFbl 63apa 9apeKeTTecy KecTeJsepi MeH
JiuarpamMmMa’sapbiH Kypy/bl KOJAAHAbIK.

MakanaZja COHbBIMEH KaTap WIBIFbIHAAPABI a3alTy YIUIH JAeajaafapAbl alHaAbIN ©TETiH illiHapa
JeNJaNAbIKThIH 6asy, 6ipakK TYpaKThl IPOLECiHiH a/1e1i KepceTisreH. [lereHMeH, 3epTTey HOTHXKeJepi
TOJIBIK, AeNJalAblKThl, COHbIH imiHAe MICE Hapblfbl Tajlall eTeTiH KbI3MET CalacCbIHbIH >KOFaphbl
CTaH/[apTTapbIHA GAWIAHBICTHI MYMKIH eMecC JiereH KOPbIThIH/bIFA dKeIe/Ii.

Tyiin cesaep: MICE Typuami, MICE TypucTik eHiMHiH KyH Ti36eri, TapaTy apHacsl, MICE Typu3aMiHiH
My//JieJli TapanTapsl, AeaJan/blK,.

B.M. TaitnakoBa, K.I1. Mycuna*
Eepa3sulickuli HayuoHa1bHbIl yHUSepcumem um. J1.H. l'ymunesa, Acmana, Kazaxcmax

Ilennoyka co3ganusa croumMocTy npoaykra MICE-Typusma

AuHotanuda. MICE-TypusM - cerMeHT TYypUCTHYECKOW HWHAYCTPUH, KOTOPBIM B CUJIy CBOEH
HeOOBIYHOCTH TpebyeT 0c060T0 BHUMaHUA. Ha cerofHAHUNA leHb, KOJIM4eCTBO UTPOKOB, Y4aCTBYIO-
mux B co3gaHuu MICE-Typu3M npofykTa, JOCTaTOYHO BeJHMKO. OHU ABJAAIOTCA KaK IJIaBHBIMH, TaK
Y BTOPOCTEeNeHHBIMU Y4YacCTHHMKAaMM Ipolecca. llesblo JaHHOTO HCC/le0BaHUsA fABJAAETCA U3yYeHue
BJUSIHUSA KoJMyecTBa nocpefHukoB (KonBeHwH 6wopo, DMO, PCO) B nenouke cos3ganuss MICE
TYPUCTHUYECKOT 0 IPOAYKTA, BAusIoLero HayposeHb pa3sutus MICE Typusma B njesioM. BuccienoBanuu
MCI0JIb30BaJICS O4HO(AKTOPHBIN AucnepcioHHbIN aHaau3 (ANOVA) nocpencrBom SPSS. PesyibTaThl
JaHHOTO aHa/IM3a CBUJETEJIbCTBYIOT 0 TOM, UTO KOJIMYeCcTBO nocpefHUkoB (KoHBeHuH 6topo, DMO,
PCO) B uenouke co3ganust MICE-TypucTckoro npoaykra BausieT Ha ypoBeHb pa3BuTust MICE-Typusma
B ILleJIOM, NIPU KpuTepuHu JIMBHHA OAHOPOJLHOCTU Auciiepcuil co 3HauuMocTbio 0,000 u 3HayeHue p
0,010 <0,05. YeM GoJibllie KOJIUYECTBO NOCPESHUKOB, TEM YpoBeHb pa3BuTust MICE-Typusma BblLie.

Tak:xke [ JOCTH)KeHHUs] Halllell LieJld B JaHHOM MCCJe[JOBAHUHW Mbl HCIOJIb30BaJU MeTO/AbI
HCCIe0OBaHUs — aHAJIM3 JIUTEePATyphl, U3yueHHe Hay4yHbIX MyO6JMKaLU{, HayYHble UCC/Ie[0BaHus, a
TaK:Ke UCT0J1b30Ba/IM IOCTPOEHN e TabJIUL M JarpaMM B3al MO/ eICTBUS OCHOBHBIX 3aUHTEPECOBAHHbIX
ctopoH MICE-Typusma.

CraTbs TakXKe JeMOHCTPUPYIOT GpaKThbl Me/lJIEHHOT0, HO YCTOHYMBOTO IIpoliecca YaCTUYHOTO 0TKa3a
OT MOCPEeHUYECTBA, IPHU KOTOPOM MOCPEJHUKOB 0OXOJAST CTOPOHOM B LeJIIX COKpalleHUs 3aTpart.
OpHako pe3y/sbTaThbl UCCJAeJ0BaHUS NPUBOJAT K BBIBOAY, YTO MOJIHBIM OTKa3 OT MOCpeJHUYecTBa
HEBO3MOKEH, B TOM 4YHCJe M3-32 BbICOKMX CTAaHZAPTOB KauecTBa O6GCAY>KUBaHUs, KOTOPBIX TpebyeT
peiHOK MICE.

Kiawuesbie ci1oBa: MICE-Typu3mMm, nenoyka co3gaHus ctTouMocTu npoaykra MICE Typusma, kKaHasibl
pacnpocTpaHeHus], 3auHTepecoBaHHble cTopoHbl MICE-Typr3ma, nocpeHUYECTBO.
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