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ABSTRACT. Meetings, incentives, conventions, and exhibitions (MICE) tourism 
is a specialized area of the tourist industry growing in importance due to the 
growth of business tourism worldwide. In San Carlos City, the MICE industry is 
not yet fully developed; assessing the city’s potential as a MICE destination is still 
essential to ascertain if the city has adhered to all the necessary qualifications 
and has sufficient facilities and services. As a result, using the Five A’s of Tourism, 
the study assessed the potential of San Carlos City, Negros Occidental as a MICE 
destination and investigated stakeholders’ perceived demands, difficulties, and 
opportunities. Using the quota sampling method, data were gathered from the 
respondents comprising tourism key players and tourists through a researcher-
made checklist questionnaire. Descriptive analysis through frequency count and 
distribution percentage was used to analyze the data. Based on the findings, 

the city shows potential as a MICE-destination as determined using the Five A’s of tourism. Generally, the study’s 
findings may provide a basis for a proposed three-year MICE Tourism Development Plan of San Carlos City, 
Negros Occidental.

  
1.0. Introduction

Meetings, Incentives, Conventions, and Exhibitions (MICE) is one of the most fast expanding 
tourism industry sectors (Jones & Li, 2015). It was given the abbreviation MICE, where M stands for 
meetings, which includes all forms of professional meetings; I is for incentives, which refers to the 
planning of incentive or corporate travel, C stands for Conference or Convention, which refers to the 
organization of various types of meetings such as conferences and other arrangements, and E stands 
for Exhibitions or Events, which includes the organization of national and international exhibitions on 
various exhibition grounds (Jamgade, 2018).

MICE tourism has also become one of ASEAN’s most important industrial markets. Several 
Southeast Asian major cities collaborate with other countries to increase MICE tourism (Ghaffara, 
et al., 2018). Thailand, for example, is one such country. MICE has also become one of the essential 
tourism sectors in the country, owing to both national and global benefits (Kerdpitak, 2019). MICE 
events can also promote a country like South Korea on an international scale as the country is keen 
on organizing meetings and other activities tailored for international travelers (Han et al., 2019).

The convention, meetings, and entertainment industries also continue to thrive and develop in 
a country like the Philippines. Manila, Cebu, and Davao have all become popular MICE destinations 
in the Philippines. These destinations provide the best tourism products and services, as well as 
countless business prospects, as well as rising local economies that have encouraged investors to 
build hotels and meeting facilities. 

In San Carlos City, the MICE industry is not yet fully developed. Although San Carlos City can 
host modest local events, the city’s potential as a Meetings, Incentives, Conventions, and Exhibitions 
destination has yet to be determined (MICE) destination is still necessary to determine if the city 
has adequate facilities and services to operate as Meetings, Incentives, Conventions, and Exhibitions 
(MICE) destination, which is open to all tourists and associations from anywhere in the Philippines.

Several studies and literature focused on MICE tourism such as MICE tourism development 
(Hamid et. al., 2012), internationalization of the MICE industry (Smagina, 2017), and studies relating 
to  MICE tourism in ASEAN countries (ASEAN, 2018) like Thailand (Kerdpitak, 2019), Indonesia 
(Ghaffara et al., 2018),  Korea (Han et al., 2019) and the Philippines such as  Bacolod City, Philippines 
as Meetings, Incentives, Conventions, and Events Destination ( Haguisan III & Mendoza, 2015 ), and 
the assessment of the MICE industry in the Philippines (Francisco, 2017). There were also studies 
about MICE tourism in Ethiopia (Degarege & Lovelock, 2020). However, there was limited literature 
on the potential of cities as a MICE destination in terms of the five A’s of tourism, specifically here in 
San Carlos City, Negros Occidental. This dearth in the literature is what the study would like to fill.
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Hence, the study assessed San Carlos City’s potential as a Meetings, Incentives, Conventions, 
and Events destination using the five A’s of tourism. Furthermore, the study also investigated 
stakeholders’ perceived demands regarding business and trade, educational and scientific activities, 
sports and entertainment, and arts and culture. Lastly, it sought to determine the challenges and 
opportunities of San Carlos City as a MICE destination. The study results were used to formulate a 
three-year MICE Development Plan in San Carlos City, Negros Occidental. 

2.0. Framework of the Study 
The study is anchored on the improved Tourism Development Theory. This tourist development 

model determines the five key parts of tourist development. Transportation, resorts, visitor behavior, 
attitudes, and appealing tourism regions are among them. The five elements are self-evolving and 
provide a broad picture of the tourism industry’s progress (Butler, 1997). Five phases occur in the 
tourism development model (0, 1, 2, 3, and 4), representing Discovery Stage, Growth and Development 
Stage, Success Stage, Problem – Stagnation Stage, and Decline or Decline Rejuvenation. 

The benefit of this approach reveals how tourism development is revealed in detail not only 
by the physical changes that have remained but also by the mental factors that influence visitor 
behavior. When services are given to fulfill the demands of tourists in the area, changes occur. The 
principal change attracts travelers’ attention. These efforts include developing the region’s image, 
which is dependent on tourism marketing and the ability to attract tourists for the first time (Lewis & 
Delisle, 2004). If the promotion is successful, tourists will become interested in the area, and the area 
will undergo rapid changes that will help the economy grow.

Moreover, Martín et al. (2016) stated that the MICE destination constitutes a combination of 
amenities, ancillary services, accessibility, attractions, and activities. In the study of Bulatović and 
Rajović (2015), it was mentioned that the attributes that enabled Macau to achieve success as a 
MICE-destination and found that accessibilities, amenities, and attractions were essential among 
other attributes. For MICE tourism to succeed, event organizers, participants, host destinations, 
and associations must consider destination qualities. Because of the increased global competition 
for MICE tourism, location organizers must accurately identify the essential model for facilitating 
successful events and begin marketing initiatives based on the wants and desires of attendees.

Furthermore, increasing income from tourism should rest not only on blindly raising the annual 
number of tourists but also on making the country more attractive and engaging to new markets 
and strengthening strategies for high-income types of tourism. MICE tourism, unlike other segments 
of tourism, boasts much higher spending (Katsitadze & Natsvlishvili, 2017). Its participants also 
demand products and services of much higher quality – while also consuming other tourist products 
(MICE tourism products + vacation/MICE tourism products + sightseeing, etcetera). This fact is easily 
proven by simple observation of tourists’ rate at the international market (25%) and their spending 
(60%). Therefore, MICE tourism also provides effective mechanisms to support tourism development 
from socio-economic and ecological views.

3.0. Methods
Descriptive research was utilized in this study to describe the potential of San Carlos City as 

a MICE destination in terms of the five A’s of tourism―attractions, accessibility, accommodation, 
amenities, and activities. Also, the study described the stakeholders’ perceived demands in terms 
of business and trade, educational and scientific, sports and entertainment and arts and cultural. 
Furthermore, it determined the challenges and opportunities of San Carlos city as a MICE-destination. 

The respondents of the research were the key players in tourism and tourists in San Carlos 
City. Using quota sampling, respondents comprised 55 association officers, 26 local events planning 
employees, 12 local tour and travel operators, 11 city tourism officers, and 300 tourists. 

The data were collected using a researcher-made checklist questionnaire that went through a 
test of reliability and test of validity. The data were treated and analyzed using frequency count and 
percentage distribution.
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4.0. Results and Discussion

The MICE potential of San Carlos City, Negros Occidental

Attraction. Table 1 shows that all respondents believed that San Carlos City, Negros Occidental 
has attraction potential as a MICE-destination and that the city has excellent destination planning 
and can offer a variety of tourism attractions for tourists’ delight. The findings further show that the 
city showcases diverse cultural and eco-friendly man-made and natural attractions. According to 
Hazarhun et al. (2019), the countries’ historical and cultural resources are among the most crucial 
tourist attractions; culture is one of the most important sources of motivation that motivates visitors 
to travel and influences their destination choice. As a result, cultural resources enable destinations to 
compete with other destinations.

Further, Avraham (2016) emphasized that a destination’s appeal is frequently deciding in 
tourism activities. Unique attractions are one crucial element in the formation of the destination, and 
it integrates as the symbol of the city (Çevik & Sariipek, 2019). Furthermore, in Kerdpitak’s (2019) 
study, it was mentioned that there are two types of attractions that are typically considered by 
travellers. The first being a location’s natural attractions like flora and fauna, its overall climate, and 
the environment of the destination. Secondly, artificial attractions include museums, water sports, 
theme parks, and other man-made tourist areas that factor into the decision-making process for 
tourists. In addition to these attractions, a destination’s image, safety, security, hotel reputation, and 
place of the actual MICE event are necessities for MICE travelers.

When it comes to natural beauties, historical and cultural features that make the convention 
destination enticing, it is easier for conference organizers to exhibit such areas. As a result, physical, 
historical, cultural, and recreational elements, regarded as the essential sources of destination 
competition in congress tourism, are recognized as the most crucial cause for destination appeal and 
motivation. These elements influence tourists’ length of stay and spending volume and are a direct 
cause of travel and attraction for people (Bahar & Kozak, 2005). These elements provide additional 
value to a location or MICE event, and tourism effectively does not exist without such attractions 
(Alananzeh et al., 2018).

             Table 1. San Carlos City as potential MICE destination in terms of attraction

Attraction
Yes No

f % f %

1. The city promotes its ecozone as one of its 
main attractions. 402 99.5 2 0.5

2. The city showcases man-made attractions in 
terms of plaza, landmarks, and picnic parks. 402 99.5 2 0.5

3. The city provides tourist attractions with friend-
ly staff that can cater to the needs of the guest. 401 99.3 3 0.7

4. The city has diverse cultural and historical 
attractions in terms of architecture, tradition, 
and customs.

388 96.0 16 4.0

5. The city is thriving with natural attractions such 
as beaches, falls, mountain peaks, and lake. 319 79.0 85 21.0

Accessibility. As shown in Table 2, the findings indicate that San Carlos City can facilitate 
the needs of the tourists in terms of transportation and accessible attractions since the majority 
if not all of the respondents agreed that in terms of accessibility, the city has the potential as a 
MICE-destination.
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 Another critical aspect of MICE tourism is accessibility, which refers to the interaction between 
tourists and transportation (Kerdpitak, 2019). Kelly and Nankervis (2001) suggested in their study 
that accessibility indicates the flexibility of traveling from one place to another and should allow 
attendees to travel efficiently and affordably to and from the conference destination. Effective 
transportation options should be linked with tourist areas and with the MICE destination. For 
instance, the center should typically be situated close to a major airport with access to adequate 
transportation, highways, and hotels. 

            Table 2. San Carlos City as potential MICE destination in terms of accessibility

Accessibility
Yes No

f % f %

1. The city provides roads that are in good condi-
tion for travelers’ convenience going in and out 
of the city.

398 98.5 6 1.5

2. The travel time to and from San Carlos City 
does not take more than 5- 10 hour 395 23.5 9 2.2

3. The city sets up organized tourist-friendly 
transportation services                                                                        392 97.0 12 3.0

4. The city provides accessible facilities/services 
for disabled tourists(e.g., ramps, easy to open 
doors,  accommodating staff)

391 96.8 13 3.2

5. The city ensures that there are enough vehicles  
for Land, Sea, and Air Transport with numerous   
available schedules

375 92.8 29 7.2

Sangeetha (2015) also heavily emphasized that to be a hot spot for MICE tourism, a destination 
needs to be designed, developed, and promoted through a blend of tourism and business. 
Infrastructural facilities, accessibility, accommodation, venues need to be of international standard and 
quality. A study by Macmillan Education Ltd and Meidan (2015) confirmed that 40% of a participant’s 
expenditure went towards accommodation, followed by 39% on transportation, with the remaining 
assets spent on other activities such as shopping or recreation. Good accessibility, therefore, affects 
the success of MICE events for any country and subsequently impacts global competition. 

Accommodation. As found in Table 3, the city has potential as a MICE destination in terms of 
accommodation. The results indicate that San Carlos City can offer accommodation with complete 
amenities for business travelers to stay during MICE events, and some of its hotels and inns have 
met the Department of Tourism standards. The findings further exhibit that San Carlos City can 
accommodate large groups of MICE participants. Hotels and inns within the city can take advantage 
by housing all related activities (in case of a convention), including accommodation and food and 
beverage services.

  Every meeting, according to Fang (2020), had specific sites for audience housing and dining. 
The hotel features several outstanding meeting rooms and assembly halls. If the conference hall’s 
carrying capacity is insufficient to accommodate everyone, there is not enough lodging in the 
region to accommodate all attendees. It makes no sense to keep it there in this manner. While many 
participants might be ready to travel a short distance to attend, many would be unable to do so 
owing to a lack of accommodations. According to a study by Sylla et al. (2015), because of their short 
time, such guests must be provided with comfortable housing, access to a restaurant, and proximity 
to the location of the assembly or conference. The MICE package service includes accommodation 
for delegates and guests, a convention center, an exhibition hall, and audio-visual services at high-
end hotels and resorts. The more resources available, the more MICE destinations will emerge (Giao 
& Le, 2020).
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        Table 3. San Carlos City as potential MICE destination in terms of accommodation

Accommodation
Yes No

f % f %

1. The hotels and inns in San Carlos provide 
sufficient and high-standard facilities 
supporting guests/event participants with 
disabilities.

392 97.0 12 3.0

2. The hotels and inns in San Carlos also 
provide larger rooms for family/ group 
tours with complete amenities and a hot 
and cold shower.

390 96.5 14 3.5

3. The hotels/ inns in San Carlos City have 
available high-standard function halls. 382 94.6 22 5.4

4. There are good hotels/inns in San Carlos 
City that can accommodate big groups of 
tourists/event participants.                                                                      

371 91.8 33 8.2

5. The hotels and inns in San Carlos City 
has met all the Department of Tourism 
Accommodation Standards

350 86.6 54 13.4

These are the primary criteria that influence the selection of a hotel as a venue for business 
events and meetings. A study in Australia by Dwyer and Mistilis (2016) showed that international 
MICE tourists’ largest expenditure items within Australia were on accommodation, shopping, and 
food and drink. Hence, accommodation plays a vital role in the MICE industry, so it is also essential 
to plan to host MICE events.

Amenities. In Table 4, the city has potential as a MICE destination in terms of amenities. Also, 
the findings generally indicate that San Carlos City can provide essential amenities to tourists. 
Amenities refer to the necessary facilities provided by a host destination to meet the needs of the 
delegates and uphold the quality of MICE events. These facilities usually include health care facilities, 
freight forwarding, effective communication systems, wellness centers, sports centers, entertainment 
centers, and qualified employees to serve the MICE participants (Marais et al., 2017). 

The destination should also offer these services for leisure time: Swimming pools, massage 
rooms, saunas, gyms, solariums, and other recreational activities are all advised. The first offering 
of cultural and social services, such as theatre, movie, or travel organizing to fascinating sites, 
was made to accommodate business travelers (Ali et al., 2017). In the study of Chiu and Ananzeh 
(2012), a destination could globally compete in hosting MICE events when it has sufficient attributes 
like facilities and amenities for conventions and exhibitions available to potential MICE travelers. 
Therefore, all facilities should be available either within or near the hotel or in the convention center; 
consequently, this can help improve the tourist experience when they stay in San Carlos City.

Activities. Based on Table 5, the city shows potential as a MICE destination in terms of activities. 
Local tourism activities are vital to tourists’ experiences. The local economy is changing, and increasing 
investment is directed to tourism activities, ranging from accommodation to entertainment (Ponte 
et al., 2018).

In the study of Rogerson (2015) and Castro (2018), MICE participants usually attending the 
hosted events with their family or friends, with a reported 60% of attendees planning to engage in 
recreational activities with family and friends in addition to the MICE events. Furthermore, tourism 
activities provide folks with comfort and leisure options, which makes them happy. Tourism can help 
to foster harmony by allowing people to get to know one another, gain experience, and make friends 
(Rhaman, 2016). Furthermore, the leisure activities offered in a MICE location are critical to the event’s 
success (Kerdpitak, 2019).
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Table 4. San Carlos City as potential MICE destination in terms of amenities

Amenities
Yes No

f % f %

1. There are sports/ recreational centers within 
the city available for outdoor and indoor 
activities.

399 98.8 5 1.2

2. There are good shopping malls/grocery stores 
/retail shops/ pasalubong centers around the 
city.                                                                  

396 98.0 8 2.0

3. The city has wellness/spa facilities made 
available for the relaxation of the locals and 
tourists.

396 98.0 8 2.0

4. The city has enough water and electricity 
supply to provide for large conventions and 
events

395 97.8 9 2.2

5. The city has numerous restaurants/ food joints 
that offer a wide variety of local and foreign 
cuisines.

387 95.8 17 4.2

Table 5. San Carlos City as potential MICE destination in terms of activities

Activities
Yes No

f % f %

1. The city offers cultural and other festive events such 
as Tourism and Heritage Week, Pintaflores Festival, 
Competitions related to the culture and the arts

403 99.8 1 0.2

2. The city offers diverse business and trade activities, 
agriculture, tourism, educational and scientific, 
sports, and the Arts, PWD. friendly activities

399 98.8 5 1.2

3. The city is often the choice for a venue for different 
associations and events. 393 97.3 11 2.7

4. There is a constant provision of activities in the city 
that is related to nightlife and entertainment. 380 94.1 24 5.9

5. The tourist spots in the city offer different physical 
activities such as snorkeling, biking, and mountain 
trekking.

312 77.2 92 22.8

Stakeholders’ Perceived Demands of San Carlos City as a MICE Destination 

Business and Trade. Table 6 shows that the highest stakeholders’ perceived demands in 
terms of business is the marketplace. Based on the responses, most respondents answered YES 
for each facility under business and trade, which means that stakeholders strongly demand that 
San Carlos City provide the facilities related to business and trade to meet the preferences of the 
business travelers. 

In Beaverstock’s (2016) study, business and enterprise Tourism is a vital part of the global 
economy, comprising a steady and significant flow of people from all over the world for short or 
lengthy stays. Moreover, Business tourism is an inextricable part of the increase in urban tourism, 
especially when it comes to constructing purpose-built conference halls as part of economic growth 
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and regeneration initiatives (Hermelin, 2012). Swarbrooke and Horner (2012) organize the theme of 
‘business tourism’ into at least fifteen distinct travel categories, including training courses, general 
business trips,  product launches, incentive travel, and corporate hospitality. Nonetheless, the industry 
is often regarded as encompassing both solo business visits and travel for meetings, incentives, 
conferences, and exhibits tourism (Rogerson, 2015).

Furthermore, Business Tourism has correlated to a tourism sector with significant growth 
potential. Low seasonality, regulated environmental impact, increased revenue for lodging and 
conference venues, strong demand for food and beverage ( coffee breaks, gala dinners, lunches, 
etcetera ), and increased leisure activities. Some of the primary characteristics that make Business 
Tourism appealing to locations are its relative resilience to the present economic crisis and its relative 
resilience to the present economic crisis. The rivalry for MICE travelers, both locally and globally, is 
fierce due to the enormous potential benefits of expanding as a strong business tourism destination 
(Celuch, 2014; Dorfler, 2002; Kim, Sun, & Ap, 2008; Weber & Ladkin, 2003).An increasing number of 
countries and localities are developing conference facilities and bidding for events to profit from this 
tourism area (Campiranon & Arcodia, 2008; Law, 1993; Monge & Brandimarte, 2011; Oppermann, 
1997). The significant measures for the development of a flourishing Business Tourism in the territory, 
according to Marques and Santos (2016), are as follows: 1) better structuring and requalification 
of Business Tourist facilities (venues, hotels, and restaurants), with a focus on improving service 
quality; 2) better management of tourism activity and resources; participation of various agents; and 
enhancement of complementary tourism product.

                Table 6. Stakeholders’ perceived demands in terms of business and trade

Business and Trade
Yes No

f % f %

Marketplace 402 99.5 2 0.5

Hotel Venues 401 99.3 3 0.7

Fairs 397 98.3 7 1.7

Cultural Events 396 98.0 8 2.0

Resort Venues 391 96.8 13 3.2

Exhibitions 381 94.3 23 5.7

Private Parties 339 83.9 65 16.1

Convention centers 271 67.1 133 32.9

Educational and Scientific Activities. As shown in Table 7, the stakeholders’ perceived demands 
regarding educational and scientific activities, the highest demand are universities. However, more 
than half of the respondents do not demand that the city have observatories, scientific conferences, 
and museums because they do not believe they can maintain or establish these facilities. Despite the 
responses provided by the stakeholders, these will still be included as references in the improvement 
of the tourism development plan of the city in the future.

Edu-tourism refers to any program in which participants travel to a location either individually 
or in a group with the primary motive in having a learning experience (Bodger, 1998). Already in 
2004, the United Nations World Tourism Organization (UNWTO) recognized the need to grow the 
educational tourism business by utilizing “the benefits of a diverse range of education and available 
methodologies” (UNWTO, 2014). 

In this regard, it is vital to assess and adequately utilize educational tourism’s backbone aspects, 
which include teachers, students, and educational programs. As a result, educational tourism can be 
viewed as both a practical training technology and a method of organizing an educational process. 
The establishment of scientific and educational tourism centers allows diverse educational, tourist, 
and administrative entities to coordinate their adoption of new educational technologies (Shamshina 
et al., 2017).
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        Table 7. Stakeholders’ perceived demands in terms of educational and scientific activities

Educational and Scientific Activities
Yes No

f % f %

Universities 402 99.5 2 0.5

Workshops 401 99.3 3 0.7

Educational Trips 397 98.3 7 1.7

Galleries 396 98.0 8 2.0

Laboratories 391 96.8 13 3.2

Observatories 381 94.3 23 5.7

Scientific Conferences 339 83.9 65 16.1

Museums 271 67.1 133 32.9

In the study of Sou and McCartney (2015), education plays a crucial role in nurturing talents for 
the MICE industry as there is a continuing need to develop event management professionals who 
can create, organize, and manage events. Training and service standards are significant challenges 
for the burgeoning MICE business in the region, which is experiencing rapid growth and rising 
competitiveness. Tourism education and training should improve managers’ capacity to employ 
various techniques to improve their efficiency and responsiveness (Mistilis & Dwyer, 2000).

Sports and Entertainment. In Table 8, the findings show that the highest demands in terms 
of sports and entertainment are sports facilities. Since privately operated sports facilities got the 
highest demand based on the stakeholders’ perspective, it is essential to meet those demands since 
sports tourism is one of the fastest-growing sectors in tourism and can help improve the economy of 
the city and offer more diverse services and facilities of San Carlos City as a MICE-destination. 

Sport is now identified as the world’s most extensive social phenomenon (Kurtzman & Zauhar, 
2003), and tourism its most prominent industry (Goeldner et. al., 2001). Because inhabitants directly 
feel the improvement of economic benefits and endowments by giving new, additional social and 
recreational opportunities and the promotion/development of new infrastructure, sports tourism 
activities have an essential enriching social potential (Fredline, 2005). In sports events in MICE also 
require special-purpose facilities, including athletic parks, arenas, and stadiums (Alananzeh et al., 
2018). In addition, the study of Mokras-Grabowska (2016) mentioned that sports tourism participants 
typically employ conventional tourist infrastructure (catering facilities, to accommodation, 
transportation, and supporting facilities), as well as sports and recreation facilities that are open to all 
tourists, regardless of their purpose to travel.

           Table 8. Stakeholders’ perceived demands in terms of sports and entertainment

Sports and Entertainment
Yes No

f % f %

Sports facilities 398 98.5 6 1.5

Street Performances 396 98.0 8 2.0

Tournament 396 98.0 8 2.0

Concert Shows 392 97.0 12 3.0

Stadium 386 95.5 18 4.5

Arenas              283 70.0 121 30.0
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Arts and Culture. As shown in Table 9, the highest stakeholders’ perceived demands regarding 
arts and culture are festivals. The stakeholders strongly demand that the prior arts and cultural 
activities be offered in San Carlos City to ensure tourist satisfaction. Also, providing culture and arts 
activities can attract tourists and promote the city’s unique heritage and culture; hence, they should 
improve the tourism development plan. 

Cultural heritage sites and activities are seen to have the potential to improve the appeal and 
competitiveness of a MICE venue (Arnett et al., 2003; Arzeni, 2008). As Morrison and Anderson 
(2002) pointed out, destination branding is utilized to create a distinct character and personality 
that sets it apart from competitors. Destinations with natural beauty, distinctive cultures, and MICE 
facilities are predicted to rise in popularity as a prime location for MICE tourism, with heritage 
and cultural tourism as important secondary attractions (Kim, 2019). In this case, emphasizing the 
destination’s historical and cultural assets can help it grow into a distinctive niche in the tourism 
market (Apostolakis et al., 2015).

               Table 9. Stakeholders’ perceived demands in terms of arts and culture

Arts and Culture
Yes No

f % f %

Festivals 403 99.8 1 0.2

Religious Rites 402 99.5 2 0.5

Commemorations 399 98.8 5 1.2

Pilgrimages 393 97.3 11 2.7

Arts Exhibits 385 95.3 19 4.7

Challenges of San Carlos City, Negros Occidental as a MICE Destination
The data in Table 10 showed that the city’s number one challenge is to have enough convention 

centers to cater to at least 1,500 delegates. Furthermore, almost half of the respondents believed 
that it would also be challenging for the city to manage accommodation contracts because there is 
insufficient proper infrastructure to facilitate MICE activities.

MICE tourism faces numerous problems. They can be broken down into two categories: training 
and education—the absence of a world-class conference center, and other infrastructure issues 
(Singh & Parkash, 2016). Data on MICE tourism is also scarce, for example, how buyers make their 
purchase decisions, the lack of reliable data on critical markets or trends in the market, and the 
benefits and drawbacks of MICE tourism. Customer satisfaction in providing recreational activities, 
avoiding difficult roads, and having relaxation exercises, seminars at the sites, and scheduling more 
free time during conferences and meetings and finally, the negative environmental consequences 
are some of the challenges that a MICE destination may face (Abdelkafy & Hizah, 2016). In addition, 
Subash (2015) mentioned in their study that adequate training and skill development infrastructure 
and hence the availability of trained manpower are also the most common challenges in countries like 
India, Korea, and Egypt who are also planning to establish as a MICE-destination. Safety and security 
when arranging MICE events are other challenges that were not covered in the study but were highly 
stressed by Abdelkafy and Hizah (2016). The needs of special-needs tourists and enhancing services, 
amenities, venue design, and technological advancement are also additional challenges that are vital 
to MICE-related events’ operation and must be considered and addressed by the LGU to establish the 
city as a MICE destination successfully. 

Singh and Parkash (2016) suggest that for MICE to flourish, a good team of airlines, hotels, 
transportation firms, cultural organizations, boutiques, and travel agents must work together to target 
potential MICE clients. As a result, promoting stakeholders’ combined efforts in structuring MICE 
tourism and administration of the area as a tourism destination is critical, especially in addressing San 
Carlos City’s challenges in providing support facilities, accommodation, and proper infrastructures to 
facilitate MICE activities.
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  Table 10. Challenges of San Carlos City as a MICE destination 

Challenges f %
1. The city as a MICE-destination can promote sustainable travel 238 58.9

2. There are well-trained professionals in the field of events and 
accommodation 220 54.5

3. The city is active in its promotional activities 181 44.8

4. The city can manage accommodation contracts because there are 
enough accommodation facilities 172 42.6

5. The city can provide proper infrastructure to accommodate MICE 
activities 127 31.4

6. The city as a MICE-destination can encourage the influx of tourists 126 31.2

7. The city can offer any state-of-the-art support facilities and amenities 123 30.4

8. The city can gain support from private sectors 25 6.2

9. The city can become a competitive destination if it becomes a MICE 
destination 24 5.9

10. The city can gain support from the local government 23 5.7

11. The city has enough convention centers that can cater to at least 1 500 
delegates 23 5.7

12. The city as a MICE-destination can have a significant impact on the 
economic development of the city. 21 5.2

13. Hotels are up-to-date in terms of technology. 21 5.2

14. The city can help generate MICE-related jobs that will benefit the 
locals of San Carlos City. 17 4.2

15. The city as a MICE-destination encourages the practice and promotion 
of Ecotourism among the natural attractions of San Carlos City 13 3.2

16. The city can encourage and empower a local entrepreneur to 
participate in MICE activities 13 3.2

17. The city as a MICE-destination can promote the city’s  unique culture 
and history 11 2.7

Opportunities of San Carlos City, Negros Occidental as a MICE destination
The data in Table 11 further presented that the highest opportunity of San Carlos City as a MICE-

destination is to promote the city’s unique culture and history. According to Safaeva and Adilova’s 
(2020) research, the MICE sector offers excellent benefits to professional travel agents and service 
providers. Catering companies that provide contract catering services for event participants and 
guests are one example of such services. MICE activities can increase investments in local tourism 
infrastructures and generate revenue for the local economy. Especially in the off-season, MICE events 
assist small businesses in sharing benefits for professionals like photographers or florists (Kerdpitak, 
2019). Furthermore, MICE events promote the country internationally as the country organizes a 
meeting and other activities tailored for international travelers (Han et al., 2019). 

Furthermore, MICE tourism generates significant revenue for the country because delegates 
spend more time and money than leisure tourists (Wan, 2011). It generates significant earnings for 
allied companies such as transportation, lodging, entertainment, advertising, and leisure (Ratajczak-
Mrozek, 2014). The growth of this sector also creates demand in providing good infrastructures such 
as hotels, public places, and other attractions (Kapareliotis et al., 2010).

Along with other tourism industries, the MICE industry is growing at a rapid pace. There are 
numerous opportunities available. Even so, controlling any sector aspect is a challenging endeavor 
that necessitates a specific set of talents and resources (Dwyer & Mistilis, 2016). San Carlos City 



Philippine Social Science Journal

Volume 4 Number 2  April-June 2021100

can take advantage of these opportunities by coordinating with both private and government 
organizations, tourism associations, and stakeholders to maximize economic growth and make the 
city a popular destination for MICE events

          Table 11. Opportunities of San Carlos City as a MICE destination 

Opportunities f %

1. San Carlos City as a MICE-destination can promote the 
city’s unique culture and history. 393 97.3

2. San Carlos City as a MICE-destination encourages the 
practice and promotion of Ecotourism among the natural 
attractions of San Carlos City.

391 96.8

3. San Carlos City can help generate MICE-related jobs that 
will benefit the locals of San Carlos City. 391 96.8

4. San Carlos City as a MICE-destination can have an im-
mense impact on the economic development of the city. 387 95.8

5. San Carlos City as a MICE-destination can encourage the 
influx of tourists 383 94.8

6. The city can gain support from private sectors. 383 94.8

7. San Carlos City can encourage and empower a local 
entrepreneur to participate in MICE activities. 381 94.3

8. The city can gain support from the local government. 381 94.3

9. San Carlos City is active in its promotional activities. 380 94.1

10. San Carlos City as a MICE-destination can promote sus-
tainable travel. 379 93.8

11. There are well-trained professionals in the field of events 
and accommodation. 281 69.6

12. San Carlos City can become a competitive destination if it 
becomes a MICE destination. 278 68.8

13. Hotels are up-to-date in terms of technology. 277 68.6

14. The city can manage accommodation contracts because 
there are enough accommodation facilities. 232 57.4

15. San Carlos can provide proper infrastructure to accom-
modate MICE activities. 223 55.2

16. San Carlos City can offer any state-of-the-art support 
facilities and amenities. 184 45.5

17. San Carlos has enough convention centers that can cater 
to at least 1 500 delegates. 166 41.1

5.0. Conclusion
The findings implied that San Carlos City, Negros Occidental, has the potential as a MICE-

destination when viewed according to the five A’s of tourism. This indicates that with the proper 
implementation of tourism projects, the city can become a MICE destination.

Given the findings of the stakeholders’ perceived demands and the challenges and 
opportunities of the city as a MICE destination, it can be concluded that the development of the 
facilities and enhancement of tourist services is crucial for San Carlos City, Negros Occidental, to 
become a MICE-destination. 
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Therefore, the LGU and concerned tourism key players in the city may consider exploring the 
opportunities highlighted in the results and including these in their tourism development plan.
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