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ABSTRACT TC "ABSTRACT" \f C \l "1" 
This study presents the role of Meetings, Incentives, Conferences and Exhibitions in the development of Tourism in Zanzibar. It specifically aimed to; firstly identify types of MICE activities existing in Zanzibar, secondly to identify key stakeholders of MICE in Zanzibar, thirdly to determine role of MICE in Zanzibar and lastly to determine challenges facing MICE in Zanzibar. The study was conducted in Zanzibar Stone town. Purposive sampling was used to select 120 respondents from different MICE stakeholders where by key informants were Event organizers from 15 companies, 15 Tour operators, 15 Tour guides, 15 Travel agents, 10 sales agents, 15 Hotels and 30 front officers from the selected hotels. Also 5 respondents from Zanzibar Commission for Tourism were interviewed. The data were collected using a structured questionnaire, and the interview methods before being analyzed using descriptive statistics. According to the findings of this study, MICE contribute significantly to the development of tourism in Zanzibar. MICE help to reduce the problem of seasonality in the tourism industry. It has been noticed that MICE participants also participate in other types of tourism that take place in Zanzibar, such as beach safari, cultural tourism, spice tour, and sand bathing. However, the study reveals that there are still challenges in marketing MICE activities in Zanzibar, such as shortage of sufficient infrastructures and facilities to accommodate a large number of MICE customers. The study, there fore, concludes that MICE plays an important role in the development of tourism in Zanzibar, primarily by promoting positive destination  image, creating economic opportunities, raising awareness and encouraging community commitment, in , MICE, Tourism  
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CHAPTER ONE TC "CHAPTER ONE" \f C \l "1" 
BACKGROUND OF THE STUDY TC "BACKGROUND OF THE STUDY" \f C \l "1" 
1.1
Introduction TC "1.1
Introduction" \f C \l "1" 
Chapter one presents background of the study with main focus on the overview of history of MICE, influence of MICE in other parts of the World, Africa, and Tanzania. The chapter also provides importance of MICE and related challenges. Furthermore, the chapter presents statement of the problem, objectives of the study and research questions. The chapter ends with the scope and significance of the study.

1.2 
Background of the study TC "1.2 
Background of the study" \f C \l "1"  
Since 2001, the Meeting, Exhibitions, Events, and Convention (MICE) industry market has grown in importance, and it will be closely monitored in the future, with some of the largest associations for event industry professionals, such as Meeting Professionals International (Fenich, 2011).
The MICE industry has existed for a long time and evolved gradually. The elements in MICE such as gatherings, meetings, events and conventions have been part of people’s lives from the earliest recorded history. The industrialized era in the United States and Western Europe in the late nineteenth century and early twentieth century showed that the need for meetings between businessmen and entrepreneurs were materialized. However, meetings were not confined to business people and professionals, but extended to those individuals who would gather to discuss and exchange ideas on political, religious, literary, recreational, and other various topics.

The growth of the convention industry since the 1950s was due to a number of factors on both the supply and demand. For example, the increase in disposable income, the greater propensity to travel, from the greater demand for conventions and meetings and in view of the industry’s potential economic benefits, many destinations around the world invested heavily in infrastructure development. National and local convention bureaus actively promote destinations’ facilities and other attributes that influence the site selection process. Furthermore, industry representation and coordination through international, national, and regional association have also improved significantly (Fenich, 2011).
Today, the convention industry is regarded as one of the most buoyant sectors of the tourism industry. It is the least responsive to price changes and helps to reduce “peak-trough” seasonal patterns. The convention industry has the potential to attract high-spending visitors who often stay longer at and make repeat visits to a destination (Maisarah et al., 2010).
MICE Tourism is a growing sector, which has more significance in the Tourism industry where many countries have realized the significance of this part of Tourism development. The development of the sector encompasses incentives, meetings, conferences and exhibitions (Maisarah et al., 2010).

MICE Tourism is acknowledged in business as an important organ of tourism development, with 57 percent of congress meetings held in Europe, 21 percent in Asia, Australia/Pacific, and 11 percent in the United States and Canada. Average length of the congress is 3.9 days; average consumption per delegate is about 2,000 dollars, while average registration fee is 526 dollars. Delegates now stay for fewer days than they did a few years ago, when average retention was more than four days, but the total number of participants in congress meetings is increasing.

The economic effects of business tourism are quantifiable, both financially and in terms of number and quantity; for example, an international conference with 1000 delegates can generate one million Euros in revenue. It is recorded that, during 2016, Belgrade hosted around 500 national and international meetings with 35,000 delegates and the income from the overall organization was about million Euros (International Congress and Convention Association, 2016).
1.3 
Statement of the Problem TC "1.3 
Statement of the Problem" \f C \l "1" 
MICE is an important tourism motivator, and it figures prominently in most destinations' development and marketing plans. The roles and effects of planned MICE in tourism have been extensively documented (Getz, 2007), and are becoming increasingly important in terms of destination competitiveness. Despite the fact that 'MICE tourism' was only established a few decades ago in both the tourism industry and the research community, the subsequent growth of this sector can only be described as spectacular (Getz, 2007).
Different studies have shown that international conferences, meetings, conventions, events and exhibitions are currently the most lucrative and high yield tourism sub sectors (UNWTO, 2010). However, in Tanzania there are very few visitors who came for conferences. 
This implies that efforts to attract new investments in convention centers for hosting international meetings must be stepped up. This should be done in tandem with intensive marketing of these convention centers and other facilities in order to increase the number of visitors who come for conferences. 
According to UNCTAD (2015), the low number of business and conference visitors in Tanzania is due to insufficient MICE facilities, similarly the length of stay has remained nearly constant over the last two decades (UNCTAD, 2015). Thus, efforts should be made to diversify tourist products beyond wildlife-related tourism to include MICE, in order to extend the length of stay and increase tourism earnings.

This should also include construction of large and modern state-of-the-art conferences and auditoriums to attract international Meetings, Incentives, Conferences and Exhibitions (MICE) in the country. 
Concomitantly, despite the massive development in the MICE industry in countries such as Egypt, Seychelles, Comoro, Rwanda, South Africa, which are best known for being equipped with luxuries 5 star resorts for MICE travelers, as well as planners and Convention Bureaus that oversee MICE activities in the countries, there is inadequate information on MICE in Tanzania, especially Zanzibar.  The assessment of the influence of MICE in the development of Tourism in Zanzibar was therefore very necessary.  

1.4 
Objectives of the Study TC "1.4 
Objectives of the Study" \f C \l "1" 
1.4.1 
Overall Objective TC "1.4.1 
Overall Objective" \f C \l "1" 
The overall objective of this study is to assess the role of Meetings, Incentives, Conferences and Exhibitions in the development of Tourism in Zanzibar. 
1.4.2 
Specific Objectives TC "1.4.2 
Specific Objectives" \f C \l "1" 
The study specifically aimed:
(i) To identify types of MICE existing in Zanzibar
(ii) To identify key stakeholders of MICE in Zanzibar
(iii) To determine role of MICE in Zanzibar

(iv) To determine challenges facing MICE in Zanzibar.
1.5 
Research Questions TC "1.5 
Research Questions" \f C \l "1" 
(i) What are the types of MICE existing in Zanzibar?
(ii) Who are the key stakeholders of MICE in Zanzibar?

(iii) What is the role of MICE in Zanzibar?

(iv) What are the challenges facing MICE in Zanzibar?
1.6 
Scope of the Study TC "1.6 
Scope of the Study" \f C \l "1" 
The study was conducted in Zanzibar and focused on the assessment of the role of MICE in tourism development in Zanzibar. It involved key tourism stakeholders across Zanzibar in MICE tourism. The study was conducted for 6 (six) months starting from June, 2019 through December, 2019. 
1.7 
Significance of the Study TC "1.7 
Significance of the Study" \f C \l "1" 
The study findings are considerably significant in various ways. The findings will assist decision makers in structuring and directing the industry in the appropriate direction, likewise, enabling policymakers in incorporating MICE tourism in policy, and will be useful in the academic spheres upon being shared for Library use. For Training Institutions, the study findings will enable them to explore potentials on developing and introducing MICE tourism based programs in their respective institutions. The study  will also open doors for other researchers to conduct more studies and contribute to the industry  diversification by introducing another type of tourism besides traditional forms of tourism such as wildlife tourism, cultural tourism and adventure tourism, notably. . Moreover, the study is paramount in provision of knowledge, insights and solutions for all other tourism stakeholders in quest of dealing with their day-to-day activities.
1.8 
Limitations and Delimitation TC "1.8 
Limitations and Delimitation" \f C \l "1" 
The study was mainly challenged by the limited funding. However, the researcher did secure a loan that helped to finance this study accordingly. On top of that, the process of data collection was delayed considering that there were ongoing local government elections in Zanzibar during the same period of time. Therefore, the researcher had to spend more time in Zanzibar for administering and collecting the questionnaires. 
CHAPTER TWO TC "CHAPTER TWO" \f C \l "1" 
REVIEW OF THE LITERATURE TC "REVIEW OF THE LITERATURE" \f C \l "1" 
2.1 
Introduction TC "2.1 
Introduction" \f C \l "1" 
This chapter presents detailed information on MICE, focusing on the history, evolution, importance, challenges, and types of MICE. The chapter further reviews theories governing MICE and the conceptual framework for this study. The chapter ends with an empirical review and scope of the study. 
2.2 
General Information on MICE TC "2.2 
General Information on MICE" \f C \l "1" 
MICE tourism is growing under the umbrella of increasing of tourism activities whereby the number of people becomes integral component of MICE business. Thailand Convention & Exhibition Bureau defines meeting as “the coming together of a group of people to discuss or exchange information. In some regions, meetings may be seen as a small-scale conference.” On the other hand, “incentive travels include leisure trips emphasizing pleasure and excitement and which may appear to have little or no connection to business”.
 Conventions are “events where the primary activity of the attendees is to attend educational sessions, participate in meetings and discussions, socialize, or attend other organized events” whereas, exhibitions can generally be defined as "presentations of items and services to an invited audience with the goal of inducing a sale or enlightening the visitors." MICE Industry contributes to the growth of economy, and society at large through revenues, employment that provides income through wages paid to host communities, and FDIs as a result of the country selling products outside the country. It also encourages new technology and innovation, helps in creation of new business ideas and good environment for local business.  For instance, Japan is one of the case studies of countries which was projected to do well in MICE tourism business through promotion of people’s participation in MICE tourism during the 2020 Tokyo Olympics (Thailand Convention and Exhibition Bureau, 2012).

2.2.1 
Types of MICE TC "2.2.1 
Types of MICE" \f C \l "1" 
People do travel for meeting purposes. While on their travels, they can also involve themselves in tourism activities, thus contributing to the development of tourism. Therefore, there is a significant relationship between MICE and tourism development. The MICE industry is experiencing rapid development along with other forms of tourism.  Basically, opportunities are abundant.  Even so, managing any component of the industry successfully is a complex task, requiring an uncommon set of diverse skills (Dwyer, 2019).

The term MICE refers to Meetings, Incentive, Convention and Exhibition, including forums where different people meet with a common objective; also tradeshows, which involves organizations of a specific industry showcasing and demonstrating their products/services, as well as people being together for formal meetings especially political meetings. MICE largely focuses on business activities comparing to leisure activities (Hamid et al., 2011). 

A wide range of different definitions of MICE tourism can be found. One of those most directly related to business tourism is the definition provided by Rob Davidson (1994), which states that “business tourism is concerned with people travelling for purposes which are related to their work” (MEDLIK, 1995).
2.2.2 
Importance of Mice Tourism TC "2.2.2 
Importance of Mice Tourism" \f C \l "1" 
MICE Tourism plays a tremendous role towards the growth of cities where most of the events are organized. Some literatures (Ladkin & Weber, 2010; Nice, 2004; Lau, 2013) also reveal that MICE is one of the types of tourism which contribute to the growth of per capital income and social engagement in the industry. The nature of the tourism industry is mainly arranged around the MICE segment or sector in which the business is thriving to drive more items from the sector where people or tourists are strongly encouraged since they are the centre of MICE Tourism growth. The meetings, incentives, conventions and exhibitions (MICE) industry is a rapidly growing sector of tourism world-wide according to the International Journal of Tourism Research (1999). 

Commonwealth Department of Tourism (1995), suggests that MICE industry has been growing so fast compared to other industries that has promising opportunities to countries and continent especially in developing countries, and it act as a new tourism concept arrived in our modern times. However, MICE experiences count on operating environment that never fails to amaze and inspire travelers for the best experience that provide expectation. African continent currently take MICE as opportunity for creating varieties of tourism products as a means of diversification of tourism products for the purpose of attracting and inviting more business tourists.
Many African countries such as South Africa, Zimbabwe, Mozambique, Namibia, Rwanda, Kenya, Morocco, Tunisia, Egypt, Ghana, Nigeria, Tanzania, Uganda, Senegal, Ethiopia and other African countries have been working to promote their meeting facilities, recognizing the vast potential to boost their travel and tourism economies (ICCA, 2013). 

Currently, South Africa, Morocco and Rwanda are ranked by the international congress and convention association (ICCA) among African’s most popular conference and events destinations on the continents and seem to benefit enormously from MICE event due to the affordability, accessibility, sustainability, technology, catering, flexibility, innovation and uniqueness of the regions. These countries have diversified the tourism sector, improved their images, attracted investors, and created numerous opportunities for the domestic private sector. The benefits spread to all other stakeholders including  airlines, hotels, venues, car rentals, event organizers, banks, interpreters, booth owners, tour operators, logistic companies, catering companies, tourism and travel consultants, and other businesses at large. 

Mulisa (2017) spoke with Kumneger Teketel, Managing Director and Lead Consultant of OZZIE Business and Hospitality Consultancy and International Events Company in Ethiopia, about the success of the 2nd MICE East African 2017 and 5th Hotel show African 2017 editions, where 180 plus exhibitors presented the latest products and services in the global hospitality industry. 

Over 250 international hospitality businesses have created visibility and worldwide value chains, sending a clear indication that MICE events should be launched in African countries as well. 

Meeting and conference tourists outnumber leisure tourists at least five times since they are supported by their companies throughout their stay, whereas leisure tourists must pay for themselves. According to other studies, the gap in spending power was roughly 500 percent to 600 percent, or between USD100 and USD600. Furthermore, roughly 19% of delegations are accompanied. 

Moreover, International business tourism makes for 45 percent of worldwide tourism earnings. Since 2008, conference tourism has grown at a 9% annual pace. Each day, tourism arrivals from Sub-Saharan Africa contribute USD 3.5 billion. MICE is a year-round enterprise that can produce a large number of permanent job opportunities, contribute to the leisure tourist sector, and stimulate facility construction, among other things. (Mulisa, 2017) 
In 2014, there were 1.1 billion tourists arriving around the world, and a conservative estimate puts the total at 1.8 billion tourists by 2030, with business travelers accounting for 14 percent of those arrivals (252 billion). According to the Global Association of Exhibitions, the total value of exhibitions has reached USD400 billion and USD760 billion, respectively. Africans have a 3.3 percent share, whereas Europe has a 55 percent share. Developed countries already have the institutional framework and are making the most of MICE. 

If they had a positive experience in the host country, as many as 40% of business and conference participants return as leisure tourists, bringing their families with them. Annually, about 24,000 association meetings produce over 280 billion USD Worldwide. As a result, every MICE delegate is a potential leisure traveler.
2.3 
MICE in Tanzania TC "2.3 
MICE in Tanzania" \f C \l "1"  

In Tanzania, there is a number of international conference centers equipped with modern conference facilities and professional audio visual equipment that provide best experience for MICE event and the venues that serve both local and international demands. 
The MICE sector delivers major economic benefits and is key towards tourism and leisure industry development worldwide. African Tourism partners (ATP) are inspired to work with partners such as Tanzania Tourist board (TTB) forming collaboration for the purpose of awakening Tanzania travel and tourism professionals’ engagement  in MICE tourism and business (TTB, 2018).
Professionals, Executives, and Officials of Travel Management Companies (TMCs), Destination Management Companies (DMCs), Professional Conference Organizers (PCOs), Conference Center, Hotel, Tour Operators, Industry Services Providers, and Representatives from National, Regional, District, and Municipal Tourism Organizations and Associations are also potential participants in the MICE event.
In Tanzania, MICE events can be conducted in conference facilities such as the Arusha International Conference Center (AICC) in Arusha and the Julius Nyerere International Convention Center (JNICC) in Dar es Salaam, notably.  . 

The Tanzania Ministry of Natural Resources and Tourism, in collaboration with local and international tourism partners, is also looking forward to establishing the national convention bureau (NCB) which would be in charge of overseeing conference tourism development.  

Also the prospective Tanzania National Convention Bureau (TNCB) will be responsible for overseeing all MICE-related activities at national and international levels to compete with Rwanda, South Africa and other countries. For the purpose of achieving that, The Tanzania tourist board invited Mr. Bruce Redor, an expert in tourism, convention, and meetings from Paris, France, to conduct several seminars in Tanzania aimed at building capacity on conference tourism among key tourist stakeholders in Tanzania.

Zanzibar stone town is one of the destinations in which MICE Tourism events are normally organized and conducted, so the aim of this study is to investigate the Influence of MICE in the Tourism Development.

2.3.1 Challenges of MICE in Tanzania TC "2.3.1 Challenges of MICE in Tanzania" \f C \l "1" 
There are number of challenges facing MICE industry in Tanzania, which include but not limited to:  
2.3.2 Collaboration among MICE Industry Stakeholders TC "2.3.2 Collaboration among MICE Industry Stakeholders" \f C \l "1"  

The MICE sector confronts fundamental issues in terms of collaboration among players who do not collaborate. Collaboration is critical for business success because it promotes oneness in business operations since customers rely on coordinated delivery of products and services.  (Common wealth Department of Tourism, 1995). 

For example, tourist companies rely on transportation providers, catering services, and technological services to provide quality services.
2.3.3 Level of government support TC "2.3.3 Level of government support" \f C \l "1" 
This is one of the challenges facing MICE tourism as there is insufficient government support for MICE industry in order to allow social and economic benefits to the host communities.  For instance, the industry needs favourable policies that will support investments on MICE activities, especially during market failure and when externalities happen. (Dwyer & Forsyth, 1994).
2.3.4 Inadequate Infrastructure for MICE Tourism TC "2.3.4 Inadequate Infrastructure for MICE Tourism" \f C \l "1" 
 Previously, Tanzania had no facilities built specifically to stage conventions.  Currently, there are convention venues in some cities.  Most of the infrastructures do not cater for the needs of customers such as small conference halls and insufficient telecommunication facilities. The Tanzania MICE industry needs financial support that can help in construction of desired conferences and facilities to meet the MICE needs.  
2.3.5 Inadequate Training, Standards of Service TC "2.3.5 Inadequate Training, Standards of Service" \f C \l "1"  

The industry encounters a massive challenge where it lacks enough training institutions that provide special skills to employees that will provide service to tourists in handling and providing services that meets international standards. As a result it leads to the provision of low quality services that do not meet international standards.
2.4 Types of Events TC "2.4 Types of Events" \f C \l "1" 
2.4.1 Special Events TC "2.4.1 Special Events" \f C \l "1"  

Special events can be defined as occurrences affecting a large number of vehicular trips, which occur on a one-time, infrequent or non-daily basis. Such events can include recurring ones (such as weekly football games) and a wide variety of non-recurring events, whether of a civic, athletic, or organizational nature. Examples of special events are like parades, firework, concert, theater, and others. 

A special event is a onetime or infrequently occurring event outside the normal program or activities of the sponsoring or organizing body. To the customer, a special event is an opportunity for a leisure, social, or cultural experience outside the normal range of choices or beyond everyday experience (Getz 1997). 

On the other hand, Collin Michael Hall (1989) has described hallmark tourist events as a major fairs, expositions, cultural and sporting events of international status which are held on either a regular or a one-off basis. A primary function of the hallmark event is to provide the host community with an opportunity to secure high prominence in the tourism market place. 

According to Jago and Shaw (1998), Hallmark events are the events, which identified with the strength of town, city or region that they become synonymous with the name of the place and gain widespread recognition and awareness. Example of Hallmark events is the Carnival in Rio de Janeiro and Wimbledon Tennis Championships. 
2.4.2 Mega Events TC "2.4.2 Mega Events" \f C \l "1"  

A mega-event is a large-scale, internationally sponsored public entrepreneurship activity that involves a long-term multi-sector organization within the host city and nation, with the dual goal of supporting overall local and regional development as well as advancing universal values and principles to meet global challenges. A big event is similar to mega events however its impact is on a much smaller scale. FIFA World Cups and Olympic Games are examples of huge events.
2.4.3 Festivals TC "2.4.3 Festivals" \f C \l "1"  

Festival is a gathering of a relatively large crowd in a specific public place for a delineated period, during which visitors are offered a unique experience (planned and organized with a specific purpose), including transformation and play elements, making it possible for visitors to behave and feel differently than in their daily lives. Van Vliet (2012).

According to Falassi (1987), Festivals refer to celebrations that are done, normally religious ones, with religious significance, sometimes festivals are traditional events which include celebrations on roots, histories and customs (Falassi 1987). Examples of festivals are like Mwaka Kogwa in Zanzibar. 
2.4.4 Other Types of Event Tourism TC "2.4.4 Other Types of Event Tourism" \f C \l "1" 
2.4.4.1 Sports activities TC "2.4.4.1 Sports activities" \f C \l "1"  

The sport events are a form of tourism that is the oldest and underneath activities of the human battle. Sport events refer to a spectator or participatory event involving recreational or competitive sport activities, scheduled alone or in conjunction with other events, (Mkumbo, 2014; 2006).

Sport events are sometimes collectively referred as multi-sport event which involves organization of various sport activities that attracts tourists and they are normally conducted in different days, which involves various competition participants for example Olympics games, whereby such sports events are affiliated by economic advantages for the host, whereby different people tend to provide different services such as accommodation, transport, hence it helps to increase government revenue and improves the living standard of people (Allen et al. 2011).

2.4.4.2 Art Events TC "2.4.4.2 Art Events" \f C \l "1"  

Refers to those events that display work of art like storytelling, hand craft services, drama, dance music and pottery painting to mention few. In art events performers and tourists are at the same time and place. This is mainly a onetime event for example, Sauti za Busara. Different art events can be like concerts, art exhibitions such as museums, galleries and touring exhibitions, art festivals among others. Tourists normally purchase products that are from art events.
2.4.4.3 Meetings TC "2.4.4.3 Meetings" \f C \l "1" 
Refers to the large/small group of people coming together for certain purpose. They enable people to discuss their issues in order to provide solution for certain problems.  Participants can be in large numbers something that can lead to the development of tourism. During meetings there are number of services needed including accommodation, foods, and beverages and refreshments thereafter including leisure and tourism activities. The meeting types range from board meetings, management meetings, stakeholders meetings, training and seminars, and product lunches to mention few for instance the launch of new cars that emerged in the market can bring a lot of participants from different parts of the world.
2.4.4.4 Incentive Travel TC "2.4.4.4 Incentive Travel" \f C \l "1"  

Business travel and tourism is a diverse and complex part of travel and tourism field. It includes all of the work-related travel no matter how far and how long the trips are. The trip costs are paid by the employer or an organization and they also decide the destination, length and the purpose of the trip. While leisure trips are normally done during the summer months and long holidays, business tourism happens around the year, from Monday to Friday. Another difference between leisure and business tourism is that the travel for the second may be booked at a very short notice and itinerary normally includes large cities in industrialized countries (Swarbrooke and Horner 2001).
2.4.4.5 Conventions TC "2.4.4.5 Conventions" \f C \l "1" 
Conventions involve conferences and congresses that people participate. Normally are for the people with common objective. They are prepared so as to share ideas and views of the participants who have the same interests.  Conventions are done each year and they are paid for services to be provided including food, beverages, venues, accommodations, transport and site visits and they range from large scale to small scale.  They can be organized into different levels: international, national, regional. PSHE (2016).
2.5 Roles of Stakeholders in MICE development TC "2.5 Roles of Stakeholders in MICE development" \f C \l "1" 
Stakeholders refer to any group or individual who can affect or is affected by the achievement of the organization’s objectives (Freeman 1984). There are number of stakeholders in the MICE industry, including public and private organizations or corporations are having various roles in the development of MICE industry. Different stakeholders play fundamental roles in developing MICE industry by providing promotion technicalities and suggesting favorable policies for smooth run of the business. Also they help to provide network and coordination among MICE service providers and maintain good relationship among them. Convention bureau works with government on linking private and public sectors on MICE. Usually private sectors consist of tourism entrepreneurs who are dealing with tourism businesses directly with customers (Japan Tourism Agency, 2013).

The MICE industry is comprised of a diversity of elements such as hotels, convention centers, transport operators, attractions, caterers, conference planners, entertainers and so forth. The whole flow and mix of local products and services governs the MICE industry. The fragmentation of stakeholders and the complex web of their relationships necessitate CVBs to carefully select whom they pay more attention to (Ladkin (2006). As cited by Woo and Ladkin (2011), these stakeholders have different roles for instance, local government play the role of providing information on MICE activities, financial support and cooperation among stakeholders (Japan Tourism Agency (2013).

In Tanzania, the stakeholders include event organizers, travel agents, and accommodation owners. As there is no Convention Bureau yet, Currently, TTB is working on formulation of Tanzania Convention Bureau that will oversee the MICE activities in Tanzania considering its potentiality on development of Tourism. The government should intensify efforts to attract new investments in the convention centers for hosting international meetings. This will increase the number of visitors who come for conferences (Tanzania Tourism Survey, 2009).
2.6 The Influence of MICE in Tourism Development TC "2.6 The Influence of MICE in Tourism Development" \f C \l "1"   
The assurance of business meetings contributes to the development of tourism since it ensures availability of quality services that adheres to International standards. This leads to more tourists who are coming for MICE due to organized and developed infrastructures.   

MICE tourism helps in provision of employment and increase of government revenues that comes from tourism, regional development and infrastructural development; it also helps to achieve tourism development of host communities (Getz, 1997).
2.7 Status of MICE in Zanzibar TC "2.7 Status of MICE in Zanzibar" \f C \l "1" 
Currently Zanzibar is performing low in MICE tourism due to lack of coordination, conventions that could cater the needs of the MICE tourists. In adequate promotions of the MICE events to the outside world leads to few numbers of tourists (Mutisya 2019). Zanzibar is creating a road map for tourism and focuses on creation of convention infrastructures in order to attract more tourists so as to reach its full potential. According to Senkhane (2019), Zanzibar is planning annual tourism exhibitions, cultural festivals and foreign investment promotions to attract international tourists and increase the number of days visitors spend on the Spice Isles.
The former President of Zanzibar, Dr Ali Mohammed Shein, had explained that the government was looking for the way to enhance tourism income following the decline in clove prices on the international market. During the inaugural of Zanzibar Tourism Show he commented that Zanzibar is a perfect place for tourism exhibitions, as it attracted more than 150 tourism companies on 2019 that participated on MICE exhibitions. 

Destinations that share the Indian Ocean water shores suggested that the annual show is one of the parts of a new leaning of tourism business and service congregation in East Africa as a hope for promotion of Tourism in Zanzibar and other African countries.
It was targeted and estimated that at the end of 2019 MICE tourists should increase to 500 000 from 376 000 in Zanzibar. The government promised that it will market MICE tourism to the outside world, for the purpose of attracting investors and inviting service providers who will work in MICE tourism in the Island, while convincing MICE tourists to spend more days in Zanzibar so as to increase  the number of tourists by the end of  2019 (Dr. Shein, 2019). 

Dr. Shein pointed out that the standard tourist stay had improved from six to eight days for the past five years, without forgetting the idea of conservation as a key priority especially in historical sites such as Stone Town and the Indian Ocean beaches. Zanzibar population depends largely on tourism economy hence MICE activities are important for intercontinental trade and tourism.  The Island targets high class tourists as MICE also attracts business tourists. Zanzibar is also good on cruise ship hence can attract more tourists ahead other competitors including Vanilla Islands, Seychelles and Mauritius to mention few.
Despite 473 hotels in Zanzibar, with more than 8 721 rooms more accommodation facilities are needed to be constructed in Zanzibar for the purpose of meeting the demands of increasing number of MICE tourists in the Island making it is potentially conducive for MICE activities. 

2.8 Importance of MICE in Zanzibar TC "2.8 Importance of MICE in Zanzibar" \f C \l "1"  
According to ZCT (2015-2020) MICE as tourism has different importance to Zanzibar economy including being: 
Source of Zanzibar’s foreign currency earnings by 70 percent: Through MICE Zanzibar has received the foreign currency earnings that helps in the rise of economy of Zanzibar.
Source of tourist income to Zanzibar: Also through MICE, Zanzibar earns tourists income that helps in the development of other sectors. Due to the island’s geographical position with its proximity to the Indian Ocean, more tourists have been attracted to come for Business tourism leading to the increase of income.
Source of development of other sectors: MICE is a catalyst in the promotion of other sectors such as agriculture, employment, and fisheries and it helps in creating more jobs in local industries.

2.9 
Challenges of MICE in Zanzibar TC "2.9 Challenges of MICE in Zanzibar" \f C \l "1" 
According to ZCT (2015-2020), Zanzibar faces a number of challenges regarding to MICE tourism. This include, but not limited to, the following:

(i) Inadequate Infrastructure for MICE Tourism: Zanzibar has inadequate number of facilities such as large and modern conference/convention venues that can handle MICE undertakings in the area. Not only that but also roads to cater for MICE activities.
(ii) Training and Service Standards:  In Zanzibar there are inadequate personnel who have attended training on MICE that could help on provision of services.
2.10 
Conceptual Framework

Conceptual framework is a basic structure that consists certain abstract blocks, which represent the observational results. It is the experiential and analytical or synthetic aspect of a process or system being conceived (Enon, 1998). A conceptual framework is a research tool intended to assist a researcher to develop awareness and understanding of the situation under scrutiny and to communicate it (Kombo et al, 2006); This study adopted a conceptual frame work based on the study objectives as well as reviewed literatures, As shown in Figure 1.1.
Figure 2.1: Relationship between MICE and Tourism Development TC "Figure 2.1: Relationship between MICE and Tourism Development" \f F \l "1" 
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Source: Researcher’s Own Construct (2019)
The input (independent variable) in this study includes Meeting Incentives, Conference and Exhibition. The process (Intervening variable) is the investments of tourism facilities   from different stakeholders but strategic marketing is very essential to enhance Tourism development which is the Output (Dependent) of this study.
Meetings, Incentives, Conferences, and Exhibitions are the ones that make MICE to take place; all of these depend on existence of different stakeholders to invest on MICE hence development of Tourism in Zanzibar. All of the activities can be undertaken successfully if there is enough marketing. So the independent variables need intervening variables for dependent variables to perform. 
2.11  
Empirical Review
 TC "2.11 Empirical Review" \f C \l "1" 
According to Lau (2016), MICE tourism is doing well in Hong Kong as it leads to the development of Tourism in Hong Kong. The MICE Tourism is not a stuck business but has some enthusiastic operations as now becoming a giant growing sector across the coast areas including Zanzibar. A Legislative Paper of February, 2015 provided a speculative process as an integral part of increasing worthy-value which indicates the prevalence of the business worldwide. Mice tourism contributes over 1% on global MICE industry a case of Hong Kong. This increases the export level of products and services within the country hence tourism business development. 
According to Maisarah (2015), Malaysia is one among of the fastest emerging countries for MICE activities. So Malaysia is doing great on tourism as a result of MICE activities, hence Ranked in the top forty MICE destinations in the world by International Congress and Convention Association (ICCA), the sector is expected to attract more than 100 million business travellers and MICE visitors by 2015. This proves that Malaysian Tourism has developed due to the contribution brought by MICE activities. Also, according to an overview of MICE in Malaysia (2009), 30% of the total revenue from tourism was generated from the MICE sector. Their contribution to the tourism revenues occur when they are visiting the country either as part of a large conference group or a group travelling on incentive trips. According to the industry sources, the MICE travellers spending margin are generally 3 to 5 times more than average leisure travellers. This shows that MICE tourism plays a role on the development of Tourism. This study is hinged on this. 
Fyall (2008) commented that India has accounted for 4.8 $ billion which was less than annual to the World market. MICE tourism is represented by a business traveller as the “bread and butter market” throughout the year. As a consequence MICE industry extends business to the off- peak seasons for some destinations hence it compliments leisure tourism. 
Rwanda is also doing well on MICE undertakings that play a great role in the development of Tourism.  Rwanda gained USD 49m as total revenue based on MICE tourism in 2013. But in 2015 it was projected to be 150m considering that business tourists have been shown to spend up to three times more than leisure visitors. Rwanda enters top 10 by the year 2016 in the growth of MICE tourism (Trade & Industry, 2014).

Therefore, MICE is an organized activity which caters all potentials in the tourism business market in the form of conferences, international conferences, conventions, meetings and exhibitions that leads to the development of Tourism as highlighted  above using facts from other countries. 
2.12  
Research Gap TC "2.12 Research Gap" \f C \l "1" 
A review of the concepts, conceptual framework and empirical literature conducted in the study shows that there is an extensive literature on the MICE industry in relation to tourism development globally. The literature further reveals that tourism development has been made possible by involvement of stakeholders who invested on MICE and taking into consideration the resources and facilities available within destinations. Tanzania being one of the tourist destinations, has started exploring and examining  the impact of MICE in tourism development, however, there are only few studies made to explore such great potential   Moreover, the empirical literature reveals that scholars used different approaches, methods and locations in conducting MICE studies in relation to tourism development. The study conducted in Japan by Sil (2016) on the role of MICE in tourism development used qualitative research methods while in Serbia the study conducted by Oklobdžija (2015) on Event tourism used portfolio approach. From the two studies conducted, different approaches, methods and locations were used. However, this study sought to use qualitative and quantitative methods in the specific location, which is Zanzibar Stone Town to assess the role of MICE in tourism development. This study sought to be effective and detailed by involving multiple methods compared to many studies that considered either qualitative, quantitative or portfolio method only.
CHAPTER THREE TC "CHAPTER THREE" \f C \l "1" 
RESEARCH METHODOLOGY TC "RESEARCH METHODOLOGY" \f C \l "1" 
3.1 
Introduction TC "3.1 
Introduction" \f C \l "1" 
As indicated in the title, this chapter includes research methodology of the study, research strategy, and study area, selection of the sample, research design and data collection. This chapter shows methods used in conducting the study, study approaches in collecting and analyzing the data. Also, the study discusses how the respondents were selected from the large group in relation to the sample and nature of the study. 

3.2 
Study Area TC "3.2 
Study Area" \f C \l "1" 
The study area is Zanzibar Stone Town in Tanzania. The area was chosen because of its richness and potential in tourist attraction, and its potentiality to host MICE activities. In fact it attracts both domestic and international tourists, and is a developed tourism destination. The area is also endowed with rich tourism resources both natural and cultural with significant competitive advantage. Therefore, this study is undertaken to assess the influence of MICE in the development of Tourism in Zanzibar, Tanzania.

3.3 
Methodology TC "3.3 
Methodology" \f C \l "1" 
D’Cruz and Jones (2004), describe research methodology as an analysis of how research should or does proceed. Such research undertakings include discussion of how theories are generated and tested, the kind of logic is used, the criteria they have to satisfy, the theories employed and how a particular theoretical perspective can be related to particular research problems. 

The study enunciated the methodology in which data consummated to reveal the alternatives of the methods for data collection. The study involved the methods which were used to analyze the results where probability and non-probability approaches were used to determine the nature of the study.
3.4 
Research Design TC "3.4 
Research Design" \f C \l "1" 
Kumar (2011) defined research design as a plan, structure and strategy of investigation so conceived as to obtain answers to research question or problem. This study used a mixed methods research, which include both quantitative and qualitative method.  The mixed methods technique enabled a researcher to answer research questions and allow better evaluation of the extent to which research findings can be trusted and inferences made from them. The other advantage of using mixed methods was that it allowed triangulation to take place. For example, a focus group interview used as a valuable way of triangulating data collected by other means (Saunders et al., 2007). Quantitative method involved administration of semi structured interviews, the methods also helped to understand the logic in which research questions are designed. Quantitative method is predominantly used as a synonym for data collection technique (such as a questionnaire) or data analysis procedure (such as graphs or statistics) that generates or uses numerical data.

Qualitative method involved data collection technique (such as an interview) or data analysis procedure (such as categorizing data) that generates or use non-numerical data. Qualitative mainly refers to data other than words, such as pictures and video clips (Saunders et al 2007). This method enables the researcher to interact with different groups of respondents. The mixed method techniques were chosen in order that the researcher may have a broader choice of answering research questions. 

3.5 
Data Collection Methods TC "3.5 
Data Collection Methods" \f C \l "1" 
Data collection refers to systematic, focused and orderly collection of data for the purpose of obtaining information to solve research problems (Kumar, 2011). Data collection for this study was done for 12 weeks. The methodology chosen to collect data was questionnaires and Focus Group Discussion (FGD). This is because of its ability to collect a broad structure of information, at a reasonable cost and in a short period of time. In the related study, Rwegoshora (2014) noted that the use of questionnaire in conducting research facilitates collection of large amount of data at a reasonable cost. Other studies by Mosha (2011), Mathew (2013) have successfully conducted using similar methods.

3.5.1 
Primary Data TC "3.5.1 
Primary Data" \f C \l "1" 
According to Mugenda (1999:12), primary sources of data constitute the “information a researcher obtains from the field that is data collected from the subjects in the sample”.  Primary data for this research was collected by providing questionnaires to key informants. These included tour guides, travel agents, event organizers, tour operators, front officers, hotel managers and respondents from Zanzibar commission of tourism. This was done by using questionnaires to respondents and interviews for role of Meetings, Incentives, Conferences and Exhibitions in the development of Tourism in Zanzibar Commission for Tourism.  The use of a combination of different methods is justified because it allows for cross-checking and verification of data obtained through different methods that is through triangulation. Most of the information collected through a prepared questionnaire and interviews. A different set of questions used to collect primary data from the respondents chosen. This method proved useful in generating figures and insights which, otherwise, could not be obtained through the use of other sources.  

(i) 
Study Population

Population refers to people or things with similar characteristics which the researcher intend to study within the context of a particular research problem (Rwegoshora, 2014). A sample, on the other hand, is a small group of respondents drawn from a population from whom the researcher is interested in gaining information.  The study population constituted 120 respondents who were randomly selected from event organizers, tour operators, travel agents sales personnel, hotel managers, tour guides, front officers, officers from the Zanzibar Commission of Tourism.

(ii) 
Sampling 

The sampling frame for this study included 4 levels (clusters) covered by the survey.  The sample was purposively selected from the clusters as indicated in Table 1. Each cluster had proportional respondents making a total of 120 respondents covered by the study. Therefore, the sampling methodology is "Probability Proportional to Size" (PPS). A sample is a small number of respondents who are chosen to be true representatives of the population from a selected study area (Kothari, 2004). Rwegoshora (2014), in his guide on social science research, asserts that a minimum of 100 subjects is required to allow for statistical inferences. This method is used to ensure a statistically significant sample at population level while accounting for the heterogeneity in the size of the clusters.

(iii) Sample Size Calculation

The proportion (p) of respondents who participated in the study is estimated p = 0.195 (20%) which is the proportion in the calculation of sample size for a single sample cross sectional survey. This is estimated from the total number of respondents reached by the study per cluster in the study area. The absolute error (Ɛ) is estimated to be 5% at the level of 95% confidence interval and the design effect (DEFF) of 0.5 (Kaiser et al., 2006). DEFF is the ratio that shows loss of effectiveness by the use of cluster sampling (due to intra-cluster similarities between respondents), instead of simple random sampling and other human errors. The design effect accounts for the loss in randomness that occurs when cluster sampling is used (as is the case here). The size of the design effect is the ratio of variance under cluster sampling to the variance under random sampling. A design effect of 0.5 means that it is believed that the variance was going to be as high as it would be if one did random sampling. Given the number of clusters, large population size and that the main stratification in the sample, it is thought that a DEFF of 0.5 was realistic and it would give precise estimates. The sample size formula adopted in this study was as shown below:
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Hence, appropriate sample size should be 120.60, therefore by rounding off to upper consolidated figure, the sample size is decided to be 120 respondents. The sample was randomly drawn from the clusters as shown in the table below. The respondents were randomly selected using the list of beneficiaries in each ward using a random number generator in Microsoft Excel.

     Table 3.1: Number of Respondents Selected from each Cluster TC "Table 3.1: Number of Respondents Selected from each Cluster" \f T \l "1" 
	SN
	Cluster
	Respondents

	1
	Event organizers
	15

	2
	Tour operators
	15

	3
	Tour guides
	15

	4
	Travel agents
	15

	5
	Sales persons
	10

	6
	Hotel Managers
	15

	7
	Front Officers
	30

	8
	Zanzibar Commission for Tourism
	05

	Total Respondents
	                 120


     Source: Field Data (2019)

(iv). Questionnaires

The study used three data collection tools for the Survey: (i) Tour operators and tour guides, travel agents, sales persons, Questionnaire; (ii) Zanzibar Commission for Tourism and Managers Questionnaire; These data collection tools (DCTs) were conducted with a sample of respondents to minimize resources and time requirements of data collection.
Questionnaire and semi-structured interview protocol methods used in the study. The use of the two methods is important for the collection for the type of information required in order to supplement each other. 

3.5.2 
Secondary Data TC "3.5.2 
Secondary Data" \f C \l "1" 
According to Kothari (2010), Ghauri (2002), secondary sources of data refers to already available data, which was collected and analysed by someone else.  In this study, secondary sources of data involved the use of published and unpublished documents obtained from libraries, offices and the Internet.  Such documentary materials include published books, journal articles, research reports, theses and dissertations.  The secondary data provided the researcher with more insights on the problem being studied by cross-validating and augmenting evidence obtained from interviews, questionnaires and focus group discussion.

Secondary data were used because published and unpublished materials provided significant documented information.  The usefulness of documents, as pointed out by Mambo (1999), can be found in their implicit accuracy or lack of bias as well as their stability, and thus can be reviewed repeatedly.  Secondary data also helps to broaden the base from which scientific conclusions can be drawn (Ghauri, 2002). In fact, the documentary information consulted was useful not only in enriching the understanding of the problem but also in providing the experiences of others in dealing with the problem under investigation.  Consideration of some documents before the interview helped the researcher to refine interview guides as well as the list of questions in the questionnaires.
The documentary analysis was done in three stages.  The initial stage focused on the preparation of the background and significance of the study and covers the contribution of the study to the existing knowledge.  The initial literature review in this study was carried out during the writing of the proposal and identified a gap in research on the assessment of influence of MICE in the development of Tourism in Zanzibar. However, literature on the substantive area was not reviewed at this stage to avoid influencing the analysis.  Glaser (1998:67) asserts that the researcher needs to be “as free and as open as possible to discovery and emergence of concepts, problems and interpretations from the data so that the use of any preconceived ideas gleaned from the literature that did not fit or was irrelevant to the data was avoided”. The third literature review will be conducted at the time when the analyses are nearly complete and it focused on the substantive area of the study.  This part of the literature review is woven into the findings (Glaser, 1998).

3.6 
Reliability and Validity TC "3.6 
Reliability and Validity" \f C \l "1" 
3.6.1
Reliability TC "3.6.1
Reliability" \f C \l "1" 
This refers to the degree to which data collection technique or techniques produce reliable findings. In other expressions, similar annotations made or conclusion reached by other researcher or where there is clearness in how sense made from the raw data ensures reliability (Saunders et al., 2007).

Secondary data collected through a survey, from other researchers, with a high response rate are more reliable to utilize than the one with a low response rate. Data collection instruments the researcher ensured that the authority or reputation of the source of data is well assessed. Survey data from large and well-known organizations deemed reliable and trustworthy. Data from government organizations were also likely to be reliable although they may not always be perceived as such (Saunders et al, 2007). The method by which the data were collected and to ascertain the precision needed by the primary user. Data from printed publications is usually reasonably straightforward and therefore deemed reliable. The researcher also looked for copyright statements and the existence of published documents relating to the data to help validation.

3.6.2
Validity TC "3.6.2
Validity" \f C \l "1"  

This refers to the way data collection methods are measured regarding the parameters intended in comparison with the research findings as they were expected to be (Saunders et al, 2007). It is easier to deal with the survey data method that includes questionnaires where the degree of validity is clearly indicated.  The process by which the data is selected, collected, or recorded also be deemed valid.
3.7  Data Processing, Analysis and Presentation TC "3.7  Data Processing, Analysis and Presentation" \f C \l "1" 
Content analysis was part of a technique used for analyzing data collected in this study. Content analysis was used on qualitative data with attributes, which had to be related to some fixed categorizations. In this case, content analysis was used to consider the responses as reflecting either altruistic or egoistic interests only to the extent that they contain attributes associated with either of the two categories of interest. However, in case of quantitative procedure, data in which values can be measured numerically as quantities were analyzed quantitatively. This involved creating simple tables or diagrams that show the frequency of occurrence and used statistics such as indices to enable comparisons, through establishing statistical relationships between variables to complex statistical modeling (Saunders, et al., 2007).

3.8 Ethical Consideration TC "3.8 Ethical Consideration" \f C \l "1" 
Ethical aspects were strictly observed in order to achieve the research objectives. Respondents were informed of the purpose of the research as being for academic purposes only.  Confidentiality and anonymity on findings were also adhered to. Consent was sought from respondents before interviewing them. Impartiality and objectivity while conducting research were adhered to as well. Also, participant’s right to withdraw and to decline to take part in a particular aspect of research was respected. The researcher also ensured that there was no cause of harm or intrusion on participants’ privacy. The process of data collection also ensured that no personal assumptions or opinions of the researcher will be recorded. 

Through the process of collecting data, care was considered not to hurt users in their information that was known as to the researcher; privacy and confidentiality of participants were not interfered. According to Mugenda (2008), in research process ethics focus on the purpose of ethical standards in the preparation of the study, data collection and analysis, dissemination and use of the results. 

Mack (2011) states that research ethics deal mainly with the relations between researchers and the respondents. Every time we conduct research on people, the safety of research participants must be our top main concern. The researcher of this study managed to collect data without harming the sensitivity of the study participants; hence obtained adequate data from participants especially interviewees who felt free to give out their perceptions about MICE tourism.
CHAPTER FOUR TC "CHAPTER FOUR" \f C \l "1" 
RESULTS AND DISCUSSION TC "RESULTS AND DISCUSSION" \f C \l "1" 
4.1 
Introduction TC "4.1 
Introduction" \f C \l "1" 

This chapter presents the study results including observations, which were made during the study. The first section discusses the Demographic Variable, and the second section presents the Key results and Findings that were obtained from the study including different types of MICE activities taking place in Zanzibar Stone town. 
4.2  Demographic Variables TC "4.2  Demographic Variables" \f C \l "1" 
The respondent’s demographic characteristics under discussion are Nationality, Age, Occupation, and Sex/Gender and Educational level
4.2.1 
Nationality TC "4.2.1 
Nationality" \f C \l "1" 
Results show that 91.7% were Tanzanians and 8.3% were foreigners. This entails that most of the employees participating in MICE business in Zanzibar are Tanzanians as shown in Table 4.1.
Table 4.1: Nationality TC "Table 4.1: Nationality" \f T \l "1" 
	
	Frequency
	Percent

	Tanzanian
	110
	91.7

	Not Tanzanian
	10
	8.3

	Total
	120
	100.0


Source: Field data, (2019)
4.2.2 
Age of Respondents TC "4.2.2 
Age of Respondents" \f C \l "1" 
According to the findings, 20.8 percent of respondents were between the ages of 16 and 25, 52.5 percent were between the ages of 26 and 35, 20.8 percent were between the ages of 36 and 45, and 3.4 percent were between the ages of 46 and 55.  The final group, with 2.5 percent, included respondents above the age of 55. According to the findings, the majority of respondents participating in MICE activities are young people who are enthusiastic and capable of working efficiently, as indicated in Table 4.2.

Table 4.2: Age of Respondents TC "Table 4.2: Age of Respondents" \f T \l "1" 
	
	Frequency
	Percent

	16-25
	25
	20.8

	26-35
	63
	52.5

	36-45
	25
	20.8

	46-55
	4
	3.4

	Above
	3
	2.5

	Total
	120
	100.0


Source: Field data, (2019)

4.2.3 
Occupation of Respondents TC "4.2.3 
Occupation of Respondents" \f C \l "1" 
Table 4.3 shows the occupations of respondents, with 12.5 percent being tour operators and 12.5 percent being tour guides, 25 percent being front officers, 12.5 percent being event organizers, 12.5 percent being travel agents, 12.5 percent being hotel managers, 4.1 percent being Zanzibar Commission of Tourism, and 8.4 percent being sales agents. According to the data, we generally rely on Multidisciplinary sectors for the experience of clients or MICE participants in MICE tourism, as indicated by Lau (2016).

Table 4.3: Occupation of Respondents TC "Table 4.3: Occupation of Respondents" \f T \l "1" 
	
	Frequency
	Percent

	Tour operators
	15
	12.5

	Tour guides
	15
	12.5

	Front officers
	30
	25

	Event organizers
	15
	12.5

	Travel agents
	15
	12.5

	Hotel managers
	15
	12.5

	Zanzibar Commission for tourism
	05
	4.1

	Sales agents
	10
	8.4

	Total
	120
	100.0


Source: Field data, (2019)

4.2.4 Gender Profile of Respondents TC "4.2.4 Gender Profile of Respondents" \f C \l "1" 
Table 4.3 reveals the gender profiles of the respondents, with 43.3 percent being females and 56.7 percent being males. This means that males are more likely to participate in MICE tourism than females since, according to Lai (2017), girls are not permitted to work in tourism or participate in tourism activities in Islamic places such as Zanzibar due to the perception they have.
Table 4.4: Gender of Respondents
	
	Frequency
	Percent

	Female
	52
	43.3

	Male
	68
	56.7

	Total
	120
	100.0


Source: Field data, (2019)

4.2.5 
Education Level TC "4.2.5 
Education Level" \f C \l "1" 
Table 4.5 shows the respondents' educational level.

It shows that 23.3 percent of respondents have a certificate education, 39.1 percent have a diploma education, 12.5 percent have a bachelor's degree, and 25.5 percent have a master's degree. According to the findings, the majority of people who participate in MICE tourism hold a Diploma. Though there are those who are working hard to achieve their full potential in terms of degrees and master's degrees.
Table 4.5: Education Level TC "Table 4.5: Education Level" \f T \l "1" 
	
	Frequency
	Percent

	Certificate
	28
	23.0

	Diploma
	47
	39.0

	Degree
	15
	12.5

	Masters
	30
	25.5

	Total
	120
	100.0


Source: Field data, (2019)
4.3 Types of MICE TC "4.3 Types of MICE" \f C \l "1" 
Table 4.6 shows the various types of MICE tourism that take place in Zanzibar Stone Town. According to the findings, 20.0 percent stated meetings, 12.5 percent said incentives, 7.5 percent said conferences, and 60.0 percent indicated the sort of MICE they participate in is events. This means that events are a significant type of MICE tourism in which they engage. Lai (2017) stipulated and inferred the findings, which were also supported by official registration records; however, not all participants revealed such documentation.
 Table 4.6: Type of Mice TC "Table 4.6: Type of Mice" \f T \l "1" 
	
	Frequency
	Percent

	Meetings
	24
	20.0

	Incentives
	15
	12.5

	Conferences
	9
	7.5

	Events
	72
	60.0

	Total
	120
	100.0


Source: Field data, (2019)
4.4  Time Engaging on MICE Tourism TC "4.4  Time Engaging on MICE Tourism" \f C \l "1" 
Table 4.7 shows how long respondents have been involved in MICE tourism. The results show that 36.6 percent of respondents said they have been involved in MICE tourism for the period of 0-1 year, 47.5 percent said they have been involved in MICE for the period of 2-5 years, 6.8 percent said they have been involved in MICE tourism for the period of 5-10 years, and only 9.1 percent said they have been involved in MICE tourism for more than ten years. In comparison to other places, this means that most people have been involved in MICE tourism for 2-5 years.
Table 4.7: Time Engaging on Mice Tourism TC "Table 4.7: Time Engaging on Mice Tourism" \f T \l "1" 
	
	Frequency
	Percent

	0-1
	44
	36.6

	2-5
	57
	47.5

	5-10
	8
	6.8

	More than ten
	11
	9.1

	Total
	120
	100.0


Source: Field data, (2019)

4.4.1: 
Scale of Business TC "4.4.1: 
Scale of Business" \f C \l "1" 
Table 4.8 shows the scale of their firm, with 32.5 percent running small enterprises, 56.6 percent running medium businesses, and 10.9 percent running large businesses.

This means that the majority of tourism business owners in the area are on a smaller scale.
Table 4.8: Scale of Business TC "Table 4.8: Scale of Business" \f T \l "1" 
	
	Frequency
	Percent

	Small
	39
	32.5

	Medium
	68
	56.6

	Large
	13
	10..9

	Total
	120
	100.0


Source: Field data, (2019)
4.4.2 
Number of Employees TC "4.4.2 
Number of Employees" \f C \l "1" 
Table 4.9 shows the number of respondents who work in various companies. According to the findings, 76.6 percent of the enterprises have 1-5 employees, 12.7 percent have 5-20 employees, 6.6 percent have 20-100 employees, and just 4.1 percent have more than 100 employees. This means that the majority of tourism businesses have 1-5 employees. Lau (2017) also concurs with  the findings. 
Table 4.9: Number of Employees TC "Table 4.9: Number of Employees" \f T \l "1" 
	
	Frequency
	Percent

	1-5
	92
	76.6

	5-20
	15
	12.7

	20-100
	8
	6.6

	More than 100
	5
	4.1

	Total
	120
	100.0


Source: Field data, (2019)
4.5 Role of MICE in influencing Tourism TC "4.5 Role of MICE in influencing Tourism" \f C \l "1" 
Table 4.10 shows the rise in customer, the results reveal that 90.0 percent agreed that MICE tourism contributes to the increase in customers, 8.4 percent said no, and the remaining 1.6 percent said they do not know. This suggests that MICE tourism contributes significantly to the rise in customers/tourists because most customers who come for MICE tourism also participate in tourism activities. Similar observations are emphasized by Getz (1997). According to Sil (2016), an increase in customers reflects the development of tourism, and so an increase in customers increases the development of tourism in Zanzibar.
Table 4.10: Increase of Customers TC "Table 4.10: Increase of Customers" \f T \l "1" 
	
	Frequency
	Percent

	Yes
	108
	90.0

	No
	10
	8.4

	I don’t know
	2
	1.6

	Total
	120
	100.0


Source: Field data, (2019)
4.5.1 
Involvement in Tourism Activities TC "4.5.1 
Involvement in Tourism Activities" \f C \l "1" 
Table 4.11 depicts the various types of MICE tourism that most tourists engage in when visiting Zanzibar. According to the research, 90.0 percent of MICE tourists also participate in other tourism activities that create revenue that have a multiplier effect to the community at large. 10.0 percent of respondents said MICE tourism does not contribute significantly to the increase of tourists.
Table 4.11: Involving in Tourism Activities TC "Table 4.11: Involving in Tourism Activities" \f T \l "1" 
	
	Frequency
	Percent

	Yes
	108
	90.0

	No
	12
	10.0

	Total
	120
	100.0


Source: Field data, (2019)
4.5.2 
Seasonality Experience TC "4.5.2 
Seasonality Experience" \f C \l "1" 
Table 4.12 shows that 74.2 percent agreed that MICE tourism does not generate seasonality since MICE participants also participate in other tourism activities, whereas 25.8 percent agreed that MICE tourism does not eliminate seasonality because they experience seasonality despite MICE activities. This finding is substantiated by Khan (2015), who claims that an increasing number of countries are seeking to offer exhibitions and events all year round in order to offset tourism's seasonality.
Table 4.12: Seasonality Experience TC "Table 4.12: Seasonality Experience" \f T \l "1" 
	
	Frequency
	Percent

	Yes
	89
	74.2

	No
	31
	25.8

	Total
	120
	100.0


Source: Field data, (2019)
4.5.3 
Kind of Tourism they are Involved in TC "4.5.3 
Kind of Tourism they are Involved in" \f C \l "1" 
Table 4.13 shows different types of tourism activities they participate in, with the results indicating that 65.0 percent of MICE tourists participate in wildlife safaris, 28.3 percent in beach tourism, 1.7 percent in sand bathing, 2.5 percent in boat safaris, and 2.5 percent in spice tours. This implies that tourists are participating in other types of tourism activities.
This suggests that MICE activities can create business because MICE participants are known as high spenders who fulfill the needs of yield-driven tourism initiatives (Braun, 1992). Business tourists spend more money not only on hotels and restaurants, but also on leisure activities like shopping and visiting local attractions like museums and theaters (Clark, 2004). 

In fact, they have been discovered to spend three times as much as the ordinary leisure tourist (Campiranon and Arcodia, 2008). As a result, foreign exchange is generated and job possibilities are created (Dwyer and Mistilis, 1999; Bowdin et al., 2001; Page, 2003).
Table 4.13: Kind of Tourism they are Involved in TC "Table 4.13: Kind of Tourism they are Involved in" \f T \l "1" 
	
	Frequency
	Percent

	Wildlife safari
	78
	65.0

	Beach tourism
	34
	28.3

	Sand bathing
	2
	1.7

	Boat safari
	3
	2.5

	Spice tour
	3
	2.5

	Total
	120
	100.0


Source: Field data, (2019)
4.5.4 
Experience of Increase of Tourists from MICE Tourism TC "4.5.4 
Experience of Increase of Tourists from MICE Tourism" \f C \l "1" 
Table 4.14 shows the growth in tourists from MICE tourism. The results reveal that 89.1 percent of respondents said there is an increase in tourists coming for MICE tourism, as a result contributing to the development of tourism in Zanzibar, while 10.9 percent said MICE tourism does not contribute to the increase in tourists from MICE tourism.
Table 4.14: Experience of Increase of Tourists from MICE Tourism TC "Table 4.14: Experience of Increase of Tourists from MICE Tourism" \f T \l "1" 
	
	Frequency
	Percent

	Yes
	107
	89.1

	No
	13
	10.9

	Total
	120
	100.0


Source: Field data, (2019)
4.5.5 
Interest on Air Transport TC "4.5.5 
Interest on Air Transport" \f C \l "1" 
Table 4.15 shows the interest in air transport, with 76.7 percent of respondents saying yes that tourists are interested in air transport during MICE tourism activities, 21.6 percent saying no because tourists use other modes of transportation such as high-speed boats, and 1.7 percent saying they do not know. This suggests that MICE tourism contributes significantly to the revitalization of the airline industry, which consistently supports MICE visitor movements, hence boosting travel agencies' business. Hence leads to the tourism development in Zanzibar.
Table 4.15: Interested on Air Transport TC "Table 4.15: Interested on Air Transport" \f T \l "1" 
	
	Frequency
	Percent

	Yes
	92
	76.7

	No
	26
	21.6

	I don’t know
	2
	1.7

	Total
	120
	100.0


Source: Field data, (2019)
4.5.6 
Number of Conferences, Meetings, Incentives and Events Participated TC "4.5.6 
Number of Conferences, Meetings, Incentives and Events Participated" \f C \l "1" 
Table 4.16 shows the number of conferences, meetings, incentives, and events in which they have participated. The results show that 48.3 percent of respondents have participated in MICE tourism from 1-5, 40.8 percent have said 6-10 MICE activities, 7.5 percent have said 11-20 MICE activities, and 3.4 percent have participated in more than 20 percent of MICE activities. This implies that a diverse range of respondents participated in MICE tourism. As a result, MICE tourism has a potential promise to the tourism development in Zanzibar. 
Table 4.16: Number of Conferences, Meetings, Incentives, and Events TC "Table 4.16: Number of Conferences, Meetings, Incentives, and Events" \f T \l "1" 
	
	Frequency
	Percent

	1-5
	58
	48.3

	6-10
	49
	40.8

	11-20
	9
	7.5

	More than 20
	4
	3.4

	Total
	120
	100.0


Source: Field data, (2019)

4.6 
Challenges Facing MICE Tourism TC "4.6 
Challenges Facing MICE Tourism" \f C \l "1" 
Table 4.17 presents various issues confronting MICE tourism in Zanzibar; the results show that 57.5 percent of respondents identified insufficient infrastructure as one of the challenges confronting MICE tourism. 49.5 percent indicated that cultural barriers (limitations) prevent host communities from participating in MICE activities.

This is due to the fact that a successful MICE event necessitates the collaboration of numerous vendors, including IT, audiovisuals, décor, entertainment, attractions, transportation, housing, food and drink, and the supply of infrastructure and support services. For a country aspiring to become a destination for events and conferences, these elements must be present (Shone, 1998). But in Zanzibar destination this is not so as there is number of challenges facing MICE tourism in Zanzibar.
Table 4.17: Challenges TC "Table 4.17: Challenges" \f T \l "1" 
	
	Frequency
	Percent

	Poor infrastructures
	53
	41.2

	Cultural bound
	26
	21.6

	In adequate Marketing and facilities
	41
	34.1

	Total
	120
	100.0


Source: Field Data, (2019)

4.6.1 
Easiness of Conducting MICE Activities in Zanzibar TC "4.6.1 
Easiness of Conducting MICE Activities in Zanzibar" \f C \l "1" 
Table 4.18 shows that 10.8 percent agreed that it is easy to conduct MICE in Zanzibar, 68.3 percent disagreed by pointing out that it is not easy for a person to conduct MICE in Zanzibar due to various challenges, and 21.9 percent strongly disagreed by also claiming that it is difficult to conduct MICE activities in Zanzibar. This means that it is difficult to undertake MICE activities in Zanzibar due to a variety of circumstances, including a lack of an organization that can oversee Tanzania as a MICE destination when compared to rival African destinations.
Table 4.18:  Easy to Conduct Mice Activities in Zanzibar TC "Table 4.18:  Easy to Conduct Mice Activities in Zanzibar" \f T \l "1" 
	
	Frequency
	Percent

	Agree
	13
	10.8

	Disagree
	82
	68.3

	Strongly disagree
	25
	21.9

	Total
	120
	100.0


Source: Field data, (2019)
4.6.2 
Assistance from Banks in Conducting MICE TC "4.6.2 
Assistance from Banks in Conducting MICE" \f C \l "1" 
Table 4.19 presents the results on provision of assistance by banks in conducting MICE in Zanzibar, which show that 4.1 percent agreed that they were getting assistance from banks to conduct MICE, 60.8 disagreed pointed out that they do not get any assistance from the banks, and 35.1 percent strongly disagreed that they do not get any assistance from the banks for the purpose of conducting MICE. 

Table 4.19: Get Huge Assistance from Banks in Conducting MICE TC "Table 4.19: Get Huge Assistance from Banks in Conducting MICE" \f T \l "1" 
	
	Frequency
	Percent

	Agree
	5
	4.1

	Disagree
	73
	60.8

	Strongly disagree
	42
	35.1

	Total
	120
	100.0


Source: Field data, (2019)
4.6.3 
Frequent Customers of MICE Activities TC "4.6.3 
Frequent Customers of MICE Activities" \f C \l "1" 
The results presented in the  Table 4.20 shows the frequent customers of MICE activities, results  show that 4.5 percent of respondents agreed that there are frequent customers who come for MICE tourism, 42.5 percent disagreed that there are no frequent customers who come for MICE tourism, and 57.0 percent strongly disagreed that there are no frequent customers on MICE tourism.

Table 4.20: Frequent Customers of MICE Activities TC "Table 4.20: Frequent Customers of MICE Activities" \f T \l "1" 
	
	Frequency
	Percent

	Agree
	5
	4.5

	Disagree
	51
	42.5

	Strongly disagree
	64
	57.0

	Total
	120
	100.0


Source: Filed data, (2019)
4.6.4 
Increase Number of Tourists through MICE Activities TC "4.6.4 
Increase Number of Tourists through MICE Activities" \f C \l "1" 
Table 4.21 illustrates the issue of increasing the number of tourists through MICE activities; the results reveal that 62.5 percent agreed that we can increase the number of tourists through MICE activities, while 35 percent disagreed and only 2.5 percent severely disagreed. This implies that MICE tourism contributes to the tourism development in Zanzibar.
This means that MICE has a significant impact on the development of tourism in Zanzibar. This is also endorsed by the World Travel and Tourism Council (1999), which stated that in order to establish Mauritius as a strong brand, it should promote other tourism products such as event tourism. This could be the situation in Tanzania as well. As a result, in order to make Zanzibar a brand, we must advertise additional tourism products such as event tourism in order to attract more customers. Tourism diversification has the potential to add value to a destination's product offering in order to attract tourists.
Table 4.21: Increase Number of Tourists through MICE Activities TC "Table 4.21: Increase Number of Tourists through MICE Activities" \f T \l "1" 
	
	Frequency
	Percent

	Agree
	75
	62.5

	Disagree
	42
	35.0

	Strongly disagree
	3
	2.5

	Total
	120
	100.0


Source: Field data, (2019)
When the Zanzibar Commission of Tourism officials were interviewed, one official had to say the following;

"...MICE are one of the extremely important tourism aspects that help to remove seasonality and attract numerous tourists from all over the world....."
Furthermore, he stated that they are receiving a large number of consumers from outside Tanzania who are visiting for MICE tourism. Despite the convention, they welcomed 250 ECOWAS tourists who participated in spice tourism.
On the other aspects of challenges, the other officer who was working for more than 10 years in the Commission had to say the following on the issues that face Zanzibar on MICE tourism activities;
‘‘….the main challenge we are facing is marketing of the destination as currently there is Urithi festival going on but there are no enough participants due to poor marketing…..’’
‘‘…. This could be done if there could be enough budgets for such events…..’’
On the question of how can they deal with the emerging challenges, the Zanzibar Commission of Tourism had to say the following on the strategies present for making MICE tourism effective in Zanzibar as a Mice destination;
‘‘…We are planning to start a programme of marketing our events so that they can be in a position to attract more participants in the MICE activities……
through Online marketing as now the demand is shifting to Digital marketing, the use of website to do marketing and he use of Institutions so that to sensitize local and international participants on MICE tourism……’’
The other official had to say the following on the view of the challenges facing MICE tourism in Zanzibar:
‘‘…there are inadequate facilities to cater the needs of the MICE activities for instance there is no conference facility that can cater 300 to 450 delegates comparing with the neighbor counties like Rwanda as they have invested a lot in MICE tourism. ….’’

On top of that, he had to comment 

‘‘…without marketing, and adequate facilities the sustainability of MICE would be questionable…’’

As for different types of MICE events taking place in Zanzibar he had this to say,

‘‘…..Zanzibar International Film Festival, Zanzibar Tourism Show and Urithi Festival, and other small festival are major events conducted here,  But these festivals mostly do not reach their full potential as there is no enough marketing strategies to market the events….’’
4.6.5 Stakeholders engaging in MICE
 TC "4.6.5 Stakeholders engaging in MICE" \f C \l "1" 
The results show that 94 percent of respondents mentioned key stakeholders in MICE tourism including event organizers, accommodation facilities, tour and travel agents, financial institutions, tourists, government and communities. 6 percent of respondents mentioned convention bureau and central government as stakeholders in tourism business.   
4.7 Discussion of the Findings TC "4.7 Discussion of the Findings" \f C \l "1" 
The findings of this study entail that, the large number of respondents form Zanzibar stone town engage in the MICE activities not only that but also people who are engaging have at least education and awareness of the sector as well.

The study further revealed that, the large group of people who are the tour guides and tour operators are working in the sector and developing segments through digitalization of the MICE products in which tourists are enticed or influenced to visit Zanzibar. The presence of MICE tourism in Zanzibar was expected to entice more tourists to visit Zanzibar in larger numbers and 62.5of the stakeholders of the sector together with other respondents agreed that, the tourists will increase due to the people who will attend for meetings, exhibitions, incentives and conventions. The stakeholders of MICE sector are do not agree on the number of tourists who are coming to Zanzibar due to the argument that, they do not experience tourists who are coming frequently for MICE tourism.

The findings showed that, the respondents are aware of the sector; in as much as they involve in the MICE activities in which Zanzibar is considered as important destination.
5.2.5 Challenges facing MICE in Zanzibar TC "5.2.5 Challenges facing MICE in Zanzibar" \f C \l "1" 
MICE are attracting the local and international tourists in which the respondents acknowledged on the contribution of the MICE sector to the development of Tourism in Zanzibar. 

The finding of this study is in-line with the study which revealed that MICE tourism is one of the tools that can help us to grow our tourism and increase number of customers (Khan, 2015). Furthermore, the interactions and interrelationships between MICE and tourism, are progressively important as a tool for the host communities as well for their livelihoods. It has been evidenced that most of the counties that have based its on MICE tourism development of Tourism has been inevitable (Sil, 2016; Lau, 2015).
This study also identified challenges facing MICE activities in its operations including in sufficient infrastructure to support MICE activities and cultural bound (limitations) leading to the low participation of host communities on MICE activities.  This is because a MICE event requires the successful collaboration of various suppliers such as IT, audiovisuals, décor, entertainment, attractions, transport, accommodation, food and drink, and the provision of infrastructure and support services. For a country aspiring to become a destination for events and conferences, these elements must be present as supported in line with Shone (1998). 

Measures deployed to address challenges facing MICE activities were identified such as continuation of training, marketing, creativity, improvement of quality of services or products that are offered to tourists and formulation of small groups for easier access to soft loans. If these measures are taken seriously MICE tourism will provide more advantage to the tourism Sector in Zanzibar. Therefore, it is necessary the policy makers to take into consideration ways to tap benefits of MICE activities when designing development policy interventions.
 TC "4.8
Discussion of the Findings" \f C \l "1" CHAPTER FIVE TC "CHAPTER FIVE" \f C \l "1" 
SUMMARY OF THE FINDINGS, CONCLUSION AND RECOMMENDATIONS TC "5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS" \f C \l "1" 
5.1 Introduction TC "5.1
Introduction" \f C \l "1" 
Despite a wide range of studies and publications on MICE, only very few studies have been conducted in relation to   MICE tourism development in Tanzania. This work therefore was motivated by the need to assess the role of MICE in tourism development in Zanzibar Stone Town. The study employed a mixed research design approach involving both qualitative and quantitative methods to yield useful data to accomplish this study as far as the general objective of the study is concerned.  This chapter presents summary of the findings, conclusion and recommendations of the study.
5.2
Summary of the Study
The study assessed the role of Meetings, Incentives, Conferences and Exhibitions (MICE) in tourism development in Zanzibar, specifically the Stone town. This study therefore gathered evidence, which substantiated the contribution of the MICE in tourism development in Zanzibar; specifically drawing attention to the types of MICE activities occurring, key stakeholders involved and finally identifying challenges that in one way or another limit the MICE tourism in the destination. The study findings are summarized as follows:

 TC "5.2
Summary of the Study" \f C \l "1" To start with, the study revealed background information of respondents including their demographic variables such as; Nationality, age, occupation, sex/gender and level of education. Results show that most respondents were Tanzanians with a few being foreigners. The results further show that 94.1 percent of respondents were in active age group ranging from 26 to 45 years with more males compared to female employees. 
Furthermore, all respondents were seen to be engaging in travel and tourism related businesses. In terms of educational level; the study reveals the respondents' education ranged from Certificate to Masters Degree level with greater percentage of respondents being diploma holders 39% compared to 25.5% who hold Masters degree and 12.5% Bachelor degree, while 23% had attained Certificate level, which signifies high awareness level of the industry they are dealing with. 
As highlighted, one of this study's objective was to identify types of MICE activities existing in Zanzibar; it is here revealed that, the destination under discussion has experienced 'Events' as main MICE activity taking place in the destination, followed by Meetings, Incentives and Conferences respectively. The study findings further depict that mostly medium sized businesses based in Zanzibar have been present in the various MICE activities for up to five years. All this implies that Events which may include cultural activities are Zanzibar's outstanding MICE tourism product while potential lies on the other aspects such as Meetings and Conferences. 
In addition respondents mentioned key stakeholders in MICE tourism including event organizers, accommodation facilities, tour and travel agents, financial institutions, tourists, government and communities. 6 percent of respondents mentioned convention bureau and central government as stakeholders in tourism business.
More importantly, the study has clearly demonstrated the role that Meetings, Incentives, Conferences and Exhibitions/Events play in the development of tourism as far as the destination under study is concerned. There is a notable increase of tourists as a result of MICE activities while also tourists who come for MICE engage in other tourism activities such as wildlife safaris, Beach tourism, boating and Spice tours. 
Mice also helps in removing the problem of seasonality of the tourism industry as meetings and conferences do not reflect on seasons. According to the findings of this study, MICE  has shown significance in helping the travel industry as a large number of MICE participants arrive to the destination using air transport hence influencing Tour and Travel agency business as MICE tourists are interested in using the mode of transport. 
Lastly, there were a number of challenges that the study was able to identify that face MICE activities in Zanzibar including insufficient infrastructure, cultural bound (limitations) of host communities to engage on MICE activities and inadequate marketing and facilities on MICE tourism, low education level, inadequate skilled personnel also lack of support from financial institutions for MICE tourism development.
5.3
 Conclusion TC "5.3
 Conclusion" \f C \l "1"  
This paper has identified that business tourism consists predominantly of the MICE market, however, at the destination marketing level, there is more focus on Events as a component of MICE rather than the traditional exhibitions component. 

The study revealed that MICE tourism has several prospects in Zanzibar. The island has quality hotels with high standard services to accommodate business tourism as well as facilities to hosts events, conferences, meetings and incentives. However, there are no big facilities designed to cater for the needs of conference tourism.  

Also other infrastructure such as roads to airport should be improved. This type of tourism has the potential to generate economic benefits. However, it is uncertain to which extent it is indeed contributing to the well-being of the different strata of the community. On other hand, it has been seen that the destination focus much on event as a part of MICE but not MICE as a concept.  

A general conclusion is that MICE tourism affects the development of tourism and affects host community especially by building good destination image, economic opportunities and by creating community awareness and creating royal host community on MICE tourism. By pointing out the influence of MICE in tourism development in Zanzibar, a case of Stone town, this will reveal potentials found on MICE for Zanzibar development and country in general. Zanzibar is lacking relative   advantages in some factors in comparison with other destination that offers nearly the same product like Rwanda and South Africa. Basically, it is concluded that MICE influence the development of Tourism in Zanzibar.
5.4 
Recommendations TC "5.4 
Recommendations" \f C \l "1" 
In order to ensure that MICE tourism is strengthened further the following recommendations are worth to be considered in accordance with observation and findings;
(i) To give attention to MICE tourism for the purpose of tapping the opportunities needed for development of tourism in Tanzania. 
(ii) The government has to construct a large and modern state-of-the-art conference auditorium to attract international Meetings, Conferences and Exhibitions (MICE).

(iii) In the findings it was seen that it is still not easy to conduct events, therefore, the government should open MICE research institute like other countries for doing research on MICE as in countries like South Africa so as to promote MICE tourism in Zanzibar and Tanzania at large.
(iv) MICE tourism stakeholders need to motivate local entrepreneurs to develop regions this can be in different forms through exhibitions trade fairs and festivals.
(v) Tanzania Tourist Board (TTB) should intensively promote Zanzibar and Tanzania at large as MICE destinations.
(vi) The government should establish Convention Bureau so as to oversee all of the MICE activities in Zanzibar and Tanzania at large. In Japan, for instance, for the purpose of identifying challenges arising from MICE and addressing the weaknesses arising from Japan MICE undertakings, The Japan Tourism Agency (JTA) in 2012 had to establish new committee named “MICE Global Enhancement Committee” that has different roles to play in the course of fostering the development of MICE tourism in Japan (Japan Tourism Agency, 2013).
(vii) To build infrastructural facilities like huge investments on hotels, and conference centers in order to accommodate large number of customers. 
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Appendix A: Questionnaire for Event Organizers, Travel Agents, Tour Operators
Dear respondent.


Thank you for agreeing to participate in this study which is intended to gather information regarding the influence of MICE in the development Tourism in Stone town, Zanzibar. The questionnaire is administered by the Open University of Tanzania Masters student. The study is conducted in partial fulfillment of a master’s degree in Tourism and Management dissertation. The information being gathered will be strictly confidential and will be used only for academic purposes and not otherwise. You are kindly requested to answer correctly all the items in the questionnaire and rank your choice of responses to the best of your knowledge.

Thank you in advance 

Student/Researcher: Salome Lugata.

Tel: +255 (0)689 665 949 , email: salome.lugata@nct.ac.tz

SECTION I: Demographic Variables
	Nationality
	


	Age
	16-25
	
	26-35
	
	36-45
	
	46-55
	
	Above55
	

	Occupation 
	


	Gender 
	Male 
	
	Female 
	


	Level of education 
	


i. Tour Guides, Travel Agents, Tour Operators, Event Organizers

SECTION II: Types of MICE in Zanzibar
1. What type of MICE are you engaged in?

Meetings

Incentives

Conferences

Events

2. Are there any stakeholders on MICE tourism? 

Yes

No

3. Who are the stakeholders on MICE tourism?

4. What are the different types of MICE organizers in Zanzibar?
SECTION III: Stakeholders of MICE in Zanzibar  
5. How long have you engaged in?

0- 1 years

2-5 years

5-10 years

More than 10 years

6. What’s the scale of the business?

Small scale business

Medium Scale business

Large Scale business

7. How many employees do you have?

1-5 

5-20

20-100

More than 100
SECTION IV: Role of MICE in Zanzibar

8. Is there increase of customers during MICE activities?

Yes

No

9. Are there customer’s who ask to involve them in other tourism activities?

Yes

No

10. Do you experience seasonality in MICE activities?

Yes

No

11. What other kinds of tourism are they involved in?

Wildlife Safari

Beach tourism

Sand bathing

Boat Safari

Spice Tour

Cultural tourism

Walking Safari

12. Do you experience any increase of tourists who comes for MICE tourism?

Yes 

No

13. Are they interested on air transport? 

Yes

No

14. ii. Managers and Front officers 

15. How many MEETINGS, CONFERENCES, INCENTIVES, and EVENTS do you handle each month?

1-5

5-10

10-20

More than 20

iii. Policy and Decision Makers

SECTION V: Challenges of MICE in Zanzibar

16. Please respond to each of the question as indicated in the specific item/statement: 

Scale: -3 = strongly disagree, -2 = Disagree, 0 = neither agree nor disagree (Neutral), +1 = Agree and +2 = strongly agree.
	Please take a stand on following:
	-3
	0
	+3

	1: It is easy to conduct MICE activities in Zanzibar
	☐
	☐
	☐

	2: We get a huge assistance from banks in conducting MICE
	☐
	☐
	☐

	3: We get a huge assistance from the government in conducting MICE
	☐
	☐
	☐

	4: We have frequent customers of MICE activities
	☐
	☐
	☐

	5: We can increase the number of tourists through MICE activities
	☐
	☐
	☐


17. Is there any other challenges facing MICE?  Kindly mention
____________________________________________________________________________________________________________________________________________________________________________________________________________Suggest possible ways that can help to improve MICE in Zanzibar

Any comments?

____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Thank you for your completion of this questionnaire


MICE TOURISM


Meetings


Incentives


Conferences


Exhibition (Event)








Stakeholders





Marketing strategies





Development of Tourism





INVESTMENTS


Conferences facilities Transportation facilities


Accommodation


Technology development


Attraction and recreation facilities


Security
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