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Abstract:   

In major Asian and Pacific cities, rapid growth of MICE (Meetings, Incentive, Convention, 

and Exhibition/Event) may give great economic impact on performance of hotel industry, 

however,  a few researchers examine impact on profitability.  This paper attempts to examine 

MICE impacts on profitability of hotel industry in eight Asian and Pacific major cities, using 

revenue per available room (RevPAR). We analyze influence of events and external business 

resources on profitability, considering impacts from macro-economic conditions. The results 

suggest that the scale of events and good destination brand image have a positive impact on 

hotel profitability.  
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1. Introduction 

Recently, in major Asian cities, rapid growth of international conferences and conventions has 

given large economic impacts on development of their hotel industry and enhanced business 

performance(Liu et al., 2013). The effects of the meetings, incentive, convention, and 

exhibition/event (MICE) development may lead to economic contributions to hosting 

destinations (Grado, Strauss, & Lord, 1998), and the revenue generated by rooms, banquets, 

and food and beverages in area hotels (Madanoglu & Ozdemir, 2016). In destination marketing 

and management, business travelers who join international conferences and conventions, are 

commercially more attractive than leisure tourists for tourism industries, as the Seoul City 

Government reports, MICE-related visitors tend to exceed spending of leisure tourists. MICE 

may provide business opportunities in off-peak seasons and generate additional revenue for 

hotels since MICE-related visitors can be attracted by MICE organizers in these.  

It is commonly argued that international conferences and conventions may facilitate increase 

of amount of revenue and profit, but it is still unclear that it may improve profitability.  High 

profitable hotels may become growth business engines of hotel industry, as, for example, the 

Japanese Governmental Agency of Tourism argues in the report “For the improvement of 

international competitiveness of Japanese MICE industries,”3 that it stresses not only scale 

growth but also high profitability of the MICE industries for the next decades.     

 
2 The correspondent of this paper is Naoki Wakabayashi, Professor of Organizaitonl Theoy, Graduate School of 

Management.  Contacting E-mail Address is wakaba@econ.kyoto-u.ac.jp.  Kasumi Nishioka is a MBA student, 

Graduate School of Management, Kyoto University. Hisashi Masuda, Ph.D, is an Senior Lecture,  Graduate 

School of Management, Kyoto University. 
3 https://www.mlit.go.jp/common/001006764.pdf 
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When traits of a destination such as charm, history, culture, security, access, quality of life and 

environment, may attract more business travelers for international conferences and conventions 

than other cities and may let them spend more.  In research area of destination marketing and 

event management, not only scale of event economy in destinations but also resources of 

destinations may enhance performance of hotel industries (Boo & Kim, 2009; Grado et 

al.,1997; .Kim et al., 2011; Madanoglu  & Ozgur, 2016).  As Kim et al. (2011) suggests, 

Singapore, Hong Kong, Seoul and Beijing retain their better destination images in Asian major 

convention cities, while Japanese major cities attempt to require more competitiveness for 

venue of international conferences and conventions with the 2020 International Olympic 

Games in Tokyo.  This paper attempts to examine how development of international 

conferences and conventions affects profitability of hotel industry in Asia Pacific major 

convention cities,  Singapore, Sydney, Dubai, Hong Kong, Beijing, Tokyo, Kyoto and Sapporo, 

using RevPAR (Revenue per available room) as the key profitability performance index, 

considering characteristics of Japanese major cities in destination competitiveness. 

 

2. Literature Review 

2.1 Destination Competitiveness for Venue of International Conference and Convention  

Major East Asian cities including Singapore, Hong Kong, Seoul, Tokyo, Bangkok, Beijing and 

Shanghai occupies high ranking in top international meeting cities ranking by the Union of 

International Associations in 2017 (Union of International Association, 2018).   Previous 

literature has examined the economic contributions of the MICE on hotel industries although 

a few researchers studied in Asian cities. Growth of international conferences and conventions 

have given great economic, business, social, cultural and environmental impacts on 

destinations, thus have done on Asian major convention cities.  It may also bring huge amount 

of business customers, revenue and profit for hotel industries, however, a few researchers 

investigate its impact on improvement of profit of hotel industry.  

Many researchers suggested that development of MICE industries may bring economic, social 

and cultural impacts of onto regional economy and business (Pike, 2016). Andersson & 

Lundberg (2013) defined the framework for measuring the impact of an event called “triple 

impact assessments of a tourism event.” Total event impact can be analyzed in consideration 

of economic, socio-cultural, and environmental impacts.  

However, in examining factors enhancing hotel performance, major previous researchers 

suggest that there are several main factors which improve hotel performance of hotel industry 

in a destination.  We focus on three impact: number and scale of events (Event Impact),  

influence of average income and expenditure tendency of country (Macro-economic 

Conditions), and service capacity and brand of destinations (Business Resource) . 

 

2.2.1  Event Impacts 

First, in discussion of hotel business, growth of number and delegates of international 

conferences and conventions may lead to growth of number of customers, direct expenditures 

and related business, in economic dimension of event impacts.  Large scale of events and their 

participants improve operating conditions of hotels and enhance their performance (Sainaghi, 

2010).   Within increase of total revenue and profit, hotels may improve their efficiency and 

profitability because of scale merits and higher opportunity of investment.  

H1.a. Increase of number of events in a destination is likely to enhance hotel profitability. 
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H1.b. Increase of number of delegates of events in a destination is likely to enhance hotel 

profitability.   

 

2.2.2 Macro-Economic Factors 

Second, however, revenue and profit of hotels in each destination may depend on external and 

seasonal macro-economic conditions such as income level of their locating country or region 

on because many customers for hotels tend to internally visit from there more frequently.  

Especially, hotel performance may be influenced by macro-economic conditions, in particular, 

such as high level of GDP or CPI (Consumer Price Index) of a country or a region where a 

destination locates (Assaf et al.,2016; Chen et al., 2005).  CPI may also shows purchasing 

tendency of consumers in a country or a region.  In terms of hotel profitability, Liu & Quan 

(2013) suggested that economic and market factors have an impact on RevPAR growth in 

Asian cities. We consider this macro-economic factors for hotel revenue as “Macro-Economic 

factor.”  

H.2.a  A destination city with higher GDP tends to have higher area profitability of hotel 

industry than ones with low GDP.    

H.2.b  A destination city with higher CPI tends to have higher area profitability of hotel 

industry than ones with low CPI.   

 

2.2.3  External business resources 

Third, performance of hotels in a destination may partially depend on its external business 

resource. Madanoglu & Ozdemir (2016) argue that, based on resource-based view theory from 

Penrose, amount of external physical business resources, such as meeting facilities in a 

destination may enhance performance of hotels in it. They examine the relationship between 

hotel profitability and the share of meeting space that hotels hold in the United States.  Boo & 

Kim (2009) suggested a positive relationship between the size of convention halls’ exhibition 

areas and area hotel room night sales in the United States.  Sainaghi, Mauri, Ivanov, & 

D’Angella (2019) suggested that there was a positive impact of mega-events on RevPAR 

growth in the examination of the Expo 2015 in Italy. Previous research suggests that large 

regional capacity to accept delegates of conferences and convention may bring a positive 

impact on hotel performance.  

H3.a In a destination, large capacity to accommodate MICE-related tourists is likely to enhance 

profitability of hotels. 

Not only physical business resources but also “soft” regional business resources such as brand 

or image of destinations are paid more attention from destination and event management 

researchers (Pike, 2016).  While similar destinations are competing in global tourism markets, 

branding of a destination become effective marketing strategy to differentiate  its original  

identity and value from rivals and retain loyalty of customers   (Pike, 2016, ch.9).  As Kim et 

al.(2011) suggest, image of convention cities in East Asian regions currently takes important 

role in competing in Asian convention market.  Kim et al. (2016) argue that perceived excellent 

quality of convention city becomes brand equity and facilitate participants to join international 

conference and convention there. 

 

H3.b  In a destination, its excellent brand image is likely to attract much MICE related tourists 

and enhance profitability of hotels. 
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We recognize that three major factors of event impacts, macro-economic conditions, and 

external business resources may enhance hotel performance, especially, profitability in 

convention cities, shown in fig.1. Revenue of hotels may be changed by macto-economic 

conditions However, hotel firms may make strategic plans to enhance profitability in two ways. 

First, they can make or support more marketing efforts to attract many gorgeous events and 

highly spending delegates.  Second, hotels can attract more guests when hotels can use 

excellent external business resources. They solely or jointly invest to extend capacities of room 

supply and meeting spaces.  They also develop excellent brand image of MICE destination. 

 

Fig.1. Main Three Factors Enhancing Hotel Performance 

 

 

 

3. Methodology 

3.1 Data and Method 

We attempt to do explorative examination of to what extent these three factors may enhance it 

in East Asian and Pacific major convention cities in the next section, especially, paying much 

attentions to event impacts and external business resources. 

 

3.1.1 Data 

To compare Asian and Pacific major convention cities, we gather secondary date about event 

impacts, macro-economic conditions, external business resources, and hotel performance data 

of eight major convention cities, including Singapore, Sydney, Hong Kong, Beijing, and Dubai, 

Tokyo, Kyoto and Sapporo, in every month during 2011 to 2017.  We additionally want to 

examine characteristics of Japanese convention city in Asian and Pacific conference and 

convention market. First, we gather date about event impacts based on conference data of ICCA 

(International Congress and Convention Association), as its institutional member. it provides 

the number of events (MICE) and delegates of events in each of city. Adding to them, we check 

number of inbound tourists and their major source market of each of city from the governmental 

data on website. We use the number of international overnight visitors from official national 

or city statistics. Second, we gather macro-economic data of a country or regions in which 

sample city locate, using open governmental data about GDP and CPI. Economic factors such 

as gross domestic product (GDP) per capita and the consumer price index (CPI) were also 
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collected from the open database of the World Bank4. Third, we also room supply in a city, 

using regional, managerial and contracted database of Smith Travel Research5. As data of 

destination brand, we use competitive index of country of the Travel and Tourism (T&T) 

Competitive Index from the World Economic forum as substitute variable for brand image of 

city for country. Finally, we make average monthly average of RevPAR of hotels in every city, 

indicating proxy of area profitability of hotels, based on reports of eight Asian and Pacific 

major convention cities in Smith Travel Research for the years from 2011 to 2017. We gather 

monthly data in 84 months from 8 cities. We make 672 units of analysis from each monthly 

data in every city and statistically analyze them.  

 

3.1.2 Method 

In order to examine effects of three major factors on average profitability of hotel in every 

month in a city, we do stepwise multiple linear regression analysis, using the SPSS software 

(Ver. 20.0). It was performed to examine the effects of  (MICE) event impacts, macro-

economic condition, and  extent of external resources, on area hotel profitability (RevPAR.).  

 

3.2 Variables 

3.2.1 Dependent Variables 

As  profitability index of hotel performance in a destination city, we use average of RevPAR 

of hotels in a city. RevPAR is revenue per available room and usually used as proxy for 

profitability (Schwartz et al., 2017), but is not precise profitability index. However, it is high 

correlation with profit (Madanoglu & Ozdemir, 2016; Schwartz et al., 2017)6.  

 

3.2.2 Independent Variables 

3.2.2.1 Event Impacts 

We mainly use two variables for Event impacts. One is a number of events in a destination city 

per month.  The other is average number of delegates per event, which shows one aspect of 

scale of event.   

 

3.2.2.2   Macro-economic Conditions 

To represent macro-economic conditions, we mainly use two variables. The one is GDP per 

capita of a country which each of destination city locates, and indicates average level of income 

of each of city.  The other is the Consumer Price Index, which indicates level of living of cost 

in each city.  

 

3.2.2.3 External Business Resources 

 
4 https://data.worldbank.org/indicator/NY.GDP.PCAP.CD?locations=HK 
5 The profile of STR database is showed in  https://str.com/. 
6 As Madanoglu & Ozdemir (2016) shows, RevPAR does not count other profit from hotel service except room 

service and reflect total profit of hotel. However, Schwartz et al. (2017) still argues that, while GOPPAR (gross 

operating profit per available room) indicates accurate profitability of hotel operations, RevPAR is still proxy of 

profitability because of its high correlation with GOPPAR. We want to do analysis of destination profitability  

RevPAR from STR.  
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To indicate level of external business resources, we use two variables.  The one is room supply 

per month in a city, which STR provides. This shows capacity to accommodate guests per night.  

The other is T & T competitive index which shows destination competitiveness of a country 

where a sampled city locates. We substitute this index as brand equity of destination. 

 

3.2.2.4 Impacts of Internationalization 

We calculate additional variables of economic value from major inbound tourists for a 

destination city. It was GDP per Capita of Top Source Market.  In considering details, for a 

city, we make weighted average of GDP per Capita of top 5 countries of inbound tourist, in 

proportion to number of tourists of each of country. We also use number of international 

overnight traveler as an index of internationalization of venue. 

 

3.2.2.5 Japan Dummy  

To compare performance of Asian convention cities, we check effect of Japan Dummy, which 

indicate features of  the Japanese cities as meeting venues. 

 

4. Results 

Based on correlation matrix in table.1, we recognize that many main variables of event impacts, 

macro-economic conditions, and external business resources of a city shows high correlation 

with and suggest effects on profitability index of hotel performance in each city. However, we 

exclude number of events, which indicate no significant correlation with RevPAR. We do 

multiple regression analysis of effects of these variables on hotel performance in stepwise style.  

Finally, we get three models. 

 

Table 1. Correlation and descriptive statistics for dependent variables = RevPAR (N = 672). 
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Table 2. Summary of regression analyses for the variables influencing RevPAR (N=672). 

 

First, model 1 includes main independent variables such as event impact variables (i.e., number 

of MICE and delegates of MICE), macro-economic conditions s (i.e., CPI and GDP per capita)., 

and, external business resource (i.e., hotel room supply, T&T Competitive Index). This model 

shows most of these variables show a certain effect instead of number of events. However, as 

event impact index, total number of delegates may enhance average profitability. Number of 

events (H.1.a) is rejected but number of delegates (H.1.b) is accepted. High GDP per capita and 

CPI for level of income indicate increase effects on high  RevPAR performance of hotels.in 

cities. Thus, H.2.a and H.2.b are accepted. In terms of external business source effects, high 

level of room supply decreases profitability of hotels but high competitive index may increase 

high profitability. H.3.1 is not accepted but H.3.b is accepted. Additionally, as the Japan dummy 

shows reducing effect of profitability, hotel performance become lower than other Asian and 

Pacific major cities.  It suggest a certain downward tendency of hotel performance in Japanese 

main cities. 

Second, the model 2 shows detail of effects of event impacts and internationalization. As 

average of delegates per event increase average RevPAR, scale of events is very effective for 

hotel performance. In terms of internationalization, number of international travelers tend 

reduce profitability, especially when ones from a country of lower income. Thus, to improve 

profitability of hotel industry, targeting tourists from countries with higher income appear to 

be important.  
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Fig.2. Effects of Main Three Factors on RevPAR 

 
 

 

5. Discussion and Conclusion 

5.1 Discussion and implications 

Development of MICE in Asian and Pacific major convention cities may enhance area 

profitability of hotels.  First of all, we confirm that high macro-economic conditions tend to 

enhance profitability. Second, event impact partially increases average profitability of hotels 

in area. Large number of event delegates significantly enhances area RevPAR of hotels, 

although the number of events does not affect profitability in any way.  Pursuit of scale of 

events may be effective to enhance profitability of hotel industry in a destination city, but 

increase of number of events may not be effective to enhance it.  However, we see the weak 

positive relationships between event impacts and profitability index, thus we need much more 

further consideration on it.  

External business resources may affect area profitability of hotels with event impacts. As 

testing hypothesis 3.a shows good image of destination are likely to enhance profitability. 

However, large supply of hotel rooms in area may eventually reduce profitability of hotels 

because of high possibility of oversupply. With large event impacts, hotel manager should 

carefully make decision of investment to expand rooms, analyzing and targeting desirable 

MICE-related travelers. 

We also find declining trend of profitability in Japanese destinations. Furthermore, in 

examining correlation between the Japan dummy and other variables, we find that Japanese 

cities are related with much supply of rooms, lower income level of major inbound tourists, 

and smaller scale of events than other Asian cities. However, statistical tendencies are 

relatively weak. 

 

5.2 Conclusion 

In Asian and Pacific major conference and convention cities, large scale of events and good 

destination brand may enhance area profitability of hotel industry. Hotel managers may require 

strategic planner in DMOs or MICE industry to target larger scale of events and improve better 

brand images of destination. Especially, the Japanese major convention cities should make 

more ambitious plan to attract large events and appeal their destination images globally, as 
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Kim et al. (2011) suggests Tokyo is not so attractive convention city in East Asian countries, 

instead of high safety and well managed transport infrastructure. 

5.3 Limitations of this study and suggestions for future study 

This study has limitations because it is the very first stage of explorative analysis of 

relationships between hotel profitability, MICE impacts and destination management. The 

results of this study do not include the latest trends available since the scope of the data covers 

the years from 2011 to 2017. The study is also limited by the fact that the data only include 

three Japanese cities and five Asia Pacific cities; therefore, our analysis may not cover all major 

Asian cities across the board. The economic conditions for the designated years and cities are 

additional factors that should be considered in future research. Several indices such as 

profitability, destination brands and external business resources should be modified into 

appropriate ones, Possible future research topics should include incorporating the latest data, 

as well as other Asian cities, taking economic conditions into consideration. Especially, we 

should make further consideration that industries and practices of MICE may be totally 

changing after Covid 19 pandemic. 
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