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Abstract: Business travel is an important form of tourism, and despite the increasing prevalence of remote work, people 

traveling for business purposes is growing. One such form of tourism is MICE (meetings, incentives, conventions/conferences 

and exhibitions). MICE tourism is big business, and many destinations throughout the world have targeted this lucrative form of 

tourism for economic development. However, most MICE attendees are multi-motivational and desire to have other experiences 

beyond the bounds of their business encounters. This paper examines the crossover between MICE tourism and heritage tourism, 

both working together to create a destination brand through stakeholder collaboration and brand equity. The study investigates 

the role of heritage institutions in creating a broader consumer base for people who travel for business purposes, which can lead 

to longer stays and greater expenditures in the destination. Using qualitative interviews with heritage stakeholders, the study 

explores how cultural heritage assets contribute to destination branding and complement the MICE sector. The findings indicate 

that heritage resources, including culinary traditions, music, festivals, and cultural institutions, enhance the attractiveness of 

destinations for business travelers and encourage engagement beyond MICE activities. The results further highlight the 

importance of stakeholder collaboration in creating distinctive destination experiences and strengthening destination brand 

equity. Such goals, however, can only be achieved through intersectoral collaboration. This study contributes to a better 

understanding of the synergistic relationship between heritage tourism and MICE tourism in destination branding and development. 
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*  *  *  *  *  *  

 

INTRODUCTION  

Rapid increases in consumer demand for distinctive travel opportunities mean that people are seeking more culturally 

immersive, transformative and diverse experiences (Baruca & Čivre, 2022; Kolar & Zabkar, 2010; Matheson, 2005; Meng 

& Choi, 2017). This is even the case with business travelers and other non-leisure tourists, many of whom seek recreational 

or educational opportunities while in the destination for other reasons (Frost & Frost, 2025; Liu et al., 2025). This paper 

focuses on one type of business traveler—people participating in meetings, incentives, conventions (or conferences), and 

exhibitions (MICE tourism) (Chiang et al., 2012). Heritage sites can help meet the ancillary needs of business travelers.  

The destination’s cultural attractions and events help create a unique distraction for MICE tourists and create 

additional appeal for non-leisure tourists. One of the most pervasive tourism resources on the planet, heritage assets are 

an important part of the tourism landscapes of most MICE destinations, making the destination more interesting and 

attractive for MICE travelers. Event planning organizations often select cities or regions with interesting cultural or 

natural heritage to draw additional attendees to their meetings (Ciuffreda & Simonetti, 2024; Harris & Pressey, 2021). 

Well managed and marketed cultural heritage can help maintain a destination’s unique qualities that often give business 

travelers a reason to extend their stay before or after their MICE event (Chhabra & Kim, 2018).  

Stakeholder collaboration is critical to ensure that destinations are managed holistically, in ways that would appeal to 

many different types of visitors and tourists. Research has revealed the important role of stakeholder collaboration and 

partnerships in successful destination branding (e.g., Hankinson, 2012; Scott  et al., 2008), yet empirical studies focusing 

on stakeholder interactions and their importance in branding and tourism development remain limited (Saraniemi & 

Komppula, 2019). Also, there is a growing body of recent literature examining the importance of the destination brand 

experience (Guleria et al., 2024; Mandagi & Centeno, 2024; Ngwira et al., 2023; Steriopoulos et al., 2024). However, 

most of this research focuses on consumers' experiences and emphasizes the significance of their perceptions, while 
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studies that address the perspectives of destination managers or stakeholders and their collaborative efforts are still 

limited. In addition, there has been little research into the destination brand experience of MICE destinations, 

particularly from the viewpoint of heritage and cultural managers as auxiliary experience providers.  

This study seeks to address this research gap by enhancing an understanding of destination marketing and branding 

development from a multi-stakeholder perspective. Given the crucial role of stakeholders in destination management, 

this study aims to demonstrate stakeholders’ understanding of the importance and value of combining MICE and 

heritage tourism for creative destination branding, rather than focusing only on the business element of MICE travel. 

Our results show that a destination can effectively create a symbiotic relationship between MICE tourism and heritage 

tourism to improve branding, positioning and marketing efforts.  

 

LITERATURE REVIEW 

As noted above, MICE tourism entails people undertaking personal or employer-funded trips to attend meetings, 

conventions and exhibitions, or participate in incentive travel. Cultural and heritage tourism entails people visiting 

localities of historical, artistic, or cultural importance (Silberberg, 1995; Timothy, 2021). In this study, heritage institutions 

include museums, historic sites and monuments, cultural events, and other assets that serve as cultural attractions.  

Destination marketing and branding involve activities that identify the uniqueness of a location and set it apart from 

other places. Recent reviews have further emphasized the importance of destination image in shaping travel decision-

making and destination competitiveness. A favorable destination image helps destinations differentiate themselves from 

competitors and influences visitors’ perceptions and behavioral intentions (Sekhniashvili, 2021). Its goal is to enhance what 

makes the destination special and appealing, to create a positive image that influences consumer choices and fosters 

emotional connections with visitors (Blain et al., 2005; Morgan et al., 2004; Qu et al., 2011). Although a destination’s 

image can develop organically through time as its reputation develops without much intervention, most branding today is 

an intentional planning exercise in creating a desired image. A destination brand is the positive result of successful unity 

and collaboration among tourism destination stakeholders (Prideaux & Cooper, 2002). As Morgan et al. (2004) observe, the 

long-term sustainability of a destination brand is essential for successfully appealing to target markets and to efficiently 

deliver brand values. This ability of the brand is a function of how a destination can incorporate the different interests of 

diverse stakeholders involved in the branding process (Morgan et al., 2004; Shoukat et al., 2023). Much of the tourism 

industry relies on cultural attractions and events; heritage tourism is among the most pervasive types of tourism on the 

planet (Timothy, 2021). Heritage resources also play an important role in sustaining local identity, fostering community 

participation, and strengthening cultural pride. As living cultural expressions, heritage traditions contribute not only to 

tourism development but also to identity formation and community sustainability (Kurniawan et al., 2026). Heritage 

institutions must engage with other stakeholders to address not only conservation and educational needs but also broader 

community needs, including tourism and economic development (Silberberg, 1995; Liu et al., 2025). In the past, many 

heritage institutions have been reluctant to acknowledge their role in tourism, as they saw themselves as curators of culture 

rather than commodifiers of culture. Nonetheless, most heritage institutions (e.g. museums and archaeological sites) now 

acknowledge their reliance on tourism to fund their activities and to provide audiences for their educational and 

preservation mandates (Timothy & Tahan, 2020). Collaboration is a crucial factor for the sustainable development and 

competitiveness of destinations (Gill & Williams, 1994; Goffi et al., 2023; Khusaini et al., 2024; Timothy, 1998).  

Silberberg (1995) notes that collaborating between tourism subsectors may offer a variety of experiences that many 

people seek, thus enhancing the perceived value of their time and money. Researchers have also suggested that heritage 

managers should collaborate with other stakeholders, including MICE organizations, to achieve community goals and 

mitigate some of the challenges the tourism industry faces (Ciuffreda & Simonetti, 2024; Minh, 2025; Silberberg, 1995).  

Buhalis (2000) stresses that destination marketing should balance the strategic objectives of all stakeholders and the 

sustainability of local resources, including the increasingly vital role of cultural heritage (Timothy, 2021). To achieve 

successful destination marketing and branding in the MICE sector, partnerships with heritage institutions can offer MICE 

planners alternative attractions and activities for business travelers, thereby adding appeal to the potential MICE destination 

and creating symbiotic relationships and synergies between business travel and other forms of tourism (Ciuffreda & Simonetti, 

2024; Li et al., 2006; Minh, 2025; Silberberg, 1995). Emphasizing MICE destinations’ cultural heritage can foster creative 

tourism and encourage visitors to engage in a wider range of activities in situ and potentially stay longer in the destination.  

According to Marzano & Scott (2009), a destination brand is the product of comprehensive collaboration between 

stakeholders, yet most of the literature has focused overwhelmingly on external stakeholders, or customers (Chen et al., 2020; 

Park & Petrick, 2006). García et al. (2012) acknowledge that many branding studies ignore local communities as stakeholders, 

although several studies have warned against bypassing communities’ voices and perspectives (Freire, 2009; García et al., 

2012; Marzano & Scott, 2009). Several destination marketing and branding studies have focused on travelers' experiences. 

One study shows that tourists' experiences with heritage brands, their cultural intelligence, and their loyalty to destination 

brands are positively linked to the equity of consumer-based heritage destination brands (Rahman et al., 2021). The study 

recommends that heritage and hospitality organizations focus more on enhancing tourists' experiences and cultural 

intelligence to build stronger consumer-based heritage destination brands (Rahman et al., 2021).  

Guleria et al. (2024) find that positive and memorable experiences significantly influence the satisfaction tourists 

feel towards a destination, contributing to strong customer-based destination brand equity (CBDBE). Guleria and 

colleagues advise that destination management organizations should prioritize creating memorable experiences and 

fostering positive emotions to gain a sustained competitive advantage, rather than solely focusing on single product -
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centered marketing. The Creative MICE Tourism Destination Branding Model (CMDBM) (Figure 1) illustrates 

destination branding as co-created by various stakeholders (Kim et al., 2022). The fundamental element of the CMDBM 

relies on MICE travelers’ assessments of a destination's ability to generate brand equity by leveraging its cultural and 

heritage resources as value-added attractions. Kim et al. (2022) argue that the importance of the destination brand 

experience is predicated upon the value that cultural experiences and heritage resources add to the MICE destination. Even 

though there have been several recent studies on destination brand experiences, heritage tourism brand experiences and co-

created destination brands, most of them focus on the tourists without considering the perspectives of destination managers 

or tourism providers (Kim et al., 2018; Mandagi & Centeno, 2024; Ngwira et al., 2023; Steriopoulos et al., 2024).  
 

 
 

Figure 1. Creative MICE Destination Branding Model (CMDBM) by Kim et al., 2022 

 

STUDY METHODS 

The study took place in New Orleans, USA. The city is a popular MICE tourism destination, hosting over 100 major 

national and international business events each year, including conventions and trade shows. Many of these events are hosted 

in the popular New Orleans Ernest N. Morial Convention Center. New Orleans is also home to many heritage attractions and 

events that draw a more leisure- and cultural-oriented clientele. The combination of the city’s key position as a MICE 

destination and an iconic heritage locale in the United States made New Orleans a suitable location for this study. 
 

Research and Interview Design  

At this stage in the research, interviewing heritage professionals in the destination would suggest how a destination can 

effectively make use of MICE and heritage resources to better perform their branding and marketing efforts. Interview data 

can show stakeholders’ understanding of comingling MICE opportunities and heritage tourism for creative MICE tourism-

based destination branding. Interviews can communicate interpretive and evaluative knowledge and are especially suitable 

for studying phenomena about which little is known (Creswell, 2013b). This study utilized interviews with executives of 

ten popular cultural heritage institutions in New Orleans, including New Orleans Jazz & Heritage Festival and Foundation, 

New Orleans Jazz Museum, the Southern Food & Beverage Museum, Preservation Hall, The Cabildo & Presbytere, Ogden 

Museum of Southern Arts, the New Orleans Museum of Arts, and the Historic New Orleans Collection. Interviews involve 

semi-structured, open-ended questions that were intended to draw out the views and opinions of key players (Creswell, 

2013a). A representative of the city’s main DMO was contacted to obtain first-hand knowledge about the city’s branding 

strategy. This information was used to direct interviews with heritage attraction managers. The questions were also derived 

from existing models and examples from the literature. Questions about heritage organizations’ role in destination branding 

were developed, including their knowledge about the use of multiple forms of tourism in a MICE destination to help create 

a recognizable brand. In-depth, semi-structured interviews were conducted with heritage stakeholders. 
 

Data collection 

Online interviews were conducted with executives from ten popular cultural heritage institutions in New Orleans. 

Interviews were conducted via email. Email interviews are rich sources of data (Bowker & Tuffin, 2004), particularly 

among busy managers who are able to answer questions at their own pace and in their own time. The quality and the 

richness of data obtained via asynchronous email interviews are similar to data acquired in face-to-face interviews 

(Ratislavová & Ratislav, 2014). Email interview data tends to be more structured and less constricted by data repetition. 

This style of interviewing allows participants to focus better, providing more time for participants to consider their answers. 

The participants can review their responses and reflect on them, which helps them engage in more careful and meaningful 

communication (Ratislavová & Ratislav, 2014). Participants received informed consent options and detailed information 

about the research. Interviewees were initially informed about the subject, purpose, and importance of the study through an 

introduction letter during the recruitment process. From the initial recruitment contact until the final interview confirmation, 

the researchers and all interviewees had at least three opportunities for two-way communication. Each participant was given a 

link to a Qualtrics survey. The data was immediately cleared of identifying information and the contents copied into a Word 
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document (McCoyd & Kerson, 2006). Participants were given 2.5 weeks to answer the online questions. To check reliability, 

efforts were made to ensure that there were no shifts in the meaning of the codes during the coding process by constant data 

comparisons with the codes and by memo writing about the codes (Creswell, 2013a). To check validity, this study used 

member checking and peer debriefing to decide the accuracy of the qualitative findings (Creswell, 2013a). Transcripts were 

also checked several times to ensure that no misstatements occurred during the downloading of the data from Qualtrics.  

 

Data Analysis and Interpretation  

Transcribed data were analyzed using ATLAS.ti, and two sequential phases of coding were used. In the first phase, 

transcripts were examined and compared to each other. The first coding process allowed the researchers to remain open to all 

possible emerging theoretical directions, and to provide an opportunity to reflect on the contents and the nuances of the data 

(Saldaña, 2025). Also, besides the codes, personal analytic memos were used to reflect the process of coding. After the first 

coding, the data were reconstructed to develop a better sense of categorical, thematic, conceptual, and/or theoretical 

association (Saldaña, 2025). In this stage, some codes were combined, whereas some codes were deleted if there were 

sufficient infrequency, irrelevance, and redundancy (Silver & Lewins, 2014). To increase validity, observation notes were 

used to check if there were potential biases or vague answers while documenting the process of data collection and coding. In 

addition to the analysis of coding and interpreting, word clouds were developed to provide visual data and analyze large 

amounts of text (Wang et al., 2014). Word clouds are useful for showing what words appear more and less frequently in a 

document. They are a visualization tool that provides an overview of textual documents, encodes additional information, and 

aids in comparing words and their frequencies across texts (An et al., 2023; Lohmann et al., 2015). Three or more word clouds 

for each concept are provided in the findings section to provide insight into the perspectives of interviewees.  

 

FINDINGS 

Executives from ten of New Orleans’ lead heritage institutions participated in the study. These representatives were 

asked about the city’s destination branding, any extant relationships between heritage tourism and MICE tourism, and 

partnerships with other tourism organizations to promote heritage and MICE tourism. 

 

Destination Branding in New Orleans  

After a brief introduction, the heritage managers were asked about destination branding. They were asked how they 

expected New Orleans’ new branding campaign to make the city more distinctive and attractive, and how they felt the 

brand might be beneficial to the city’s tourism industry. Questions also asked if destination branding benefits MICE 

travelers in New Orleans in experiencing the unique heritage features of the destination and whether or not it affects MICE 

travelers’ satisfaction with their entire travel experience. Finally, they were asked if they believe the new destination brand 

would benefit their cultural institutions and how they rate New Orleans’ branding strategy in promoting heritage tourism. 

Participants were confident that New Orleans has a reputation as a premier destination with an interesting history, an 

abundance of dining, musical and festival experiences, and unique cultural heritage places and celebrations. According to 

participants, the city does make an effort to attract more business events, and they believe that people visiting New Orleans 

for conferences and events do participate in leisure activities outside their work environment.   

Regarding the city’s recent branding campaign, One Time in New Orleans, both positive and negative perspectives were 

highlighted. Some participants were unsure about the effectiveness of the new branding effort. A few noted that the 

campaign name is somewhat vague, which makes it hard to understand what the phrase is meant to convey. Since the city’s 

tourism is operated largely by word of mouth, some stakeholders doubt how long the tag line would last. Skeptics believed 

that the branding was ineffective in making the city more attractive or distinctive. Some believed that it fails to utilize the 

city’s cultural milieu to promote tourism, and it may not affect their organization positively or negatively. Examples of 

perceived inadequacies in the New Orleans promotional campaign include:  

“I don’t think this campaign makes New Orleans more distinctive and attractive” (Interviewee 5).  

“‘One time in New Orleans’ seems to be a little on the vague side” (Interviewee 9).  

“While it is always good to have a marketable brand or image to promote tourism, I am not sure that ‘One Time in New 

Orleans’ captures the spirit of the city” (Interviewee 7).  

“The tag line seems too similar to Las Vegas's ‘What Happens in Vegas Stays in Vegas’” (Interviewee 7).  

“‘One Time in New Orleans’ does little to make the city seem more distinctive or attractive” (Interviewee 7).  

“New Orleans is already seen as a premier destination” (Interviewee 2).  

“New Orleans is constantly selling its culture as its main attraction; however, [the DMO] did not utilize the actual 

culture bearers to promote the city” (Interviewee 5).  

On the flipside, several participants had more positive views of the campaign, suggesting that the words combined with a 

strong visual may portray the uniqueness of New Orleans. They believe that the campaign creates an appeal for the city as a 

destination for once-in-a-lifetime experiences. They see the idea behind the campaign is to emphasize how everyone who 

visits New Orleans has a story, and the campaign is meant to encourage people to share their experiences. The same 

participants think the brand does a good job of showcasing a lot of assets New Orleans has to offer. Some of them believe that 

the branding effort is more focused on leisure travel, but they also believe that the effort has the potential to benefit MICE 

travelers as well. Destination branding is essential to convey the message that New Orleans is a prime location for conferences 

and meetings. Many participants suggested that the destination brand helps attract visitors to the city, including drawing 

people to its cultural institutions. They believe the destination brand is beneficial for local heritage institutions because the 
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marketing effort celebrates New Orleans' rich living and built cultural heritage. In addition, some interviewees believe that the 

city’s branding efforts do contribute to MICE visitors’ overall satisfaction. Examples of positive opinions of the brand include:  
“In my experience, MICE travelers are seeking something different and unique, especially for conference related 

affairs. This branding contributes to their overall satisfaction” (Interviewee 5).  
“The brand does a great job of showcasing all that New Orleans has to offer, and I think highlighting those offerings 

makes the city seem more attractive as a destination” (Interviewee 8).  
“...anything that brings people to the city will help us. Then it is our jobs to get them to visit us” (Interviewee 3).  
This part of destination branding is divided into five codes: about New Orleans, branding for heritage, branding for New 

Orleans, branding for travelers, and ‘One time in New Orleans.’ Each code was embedded into the word cloud generator to 
visualize the word frequencies. Music shows up as the largest word in the first cloud with other important words being culture, 
heritage and food. This suggests the concepts that executives of cultural heritage institutions in New Orleans believe are the 
most valuable resources of the city. The large and noteworthy words associated with branding for heritage, as indicated in the 
second cloud, are people, music, help and beneficial, which suggests that heritage managers believe the branding strategy is 
helpful and beneficial for their institutions. The cloud related to branding concepts for New Orleans shows several notable 
words including city, more, diverse, unique, cultural, spirit, and tourism, suggesting several components are used in describing 
the destination branding itself for the city. ‘Experience’ shows up as the largest word in the fourth cloud depicting branding for 
travelers, with ‘cultural’ being the next remarkable word in this code. Other notable words including heritage, music, 
memorable and unique, suggesting characteristics the city’s brand can provide for New Orleans visitors. Finally, the last cloud, 
One Time New Orleans, shows that people and experiences are the most significant words here, followed by unique, city and 
visitors. This underscores the importance of people and unique experiences in the city’s branding. 

 

Table 1. Five Word Clouds for Destination Branding in New Orleans 
 

1. About New Orleans 2.  Branding for Heritage 
 

 
 

 

3. Branding for New Orleans 4. Branding for Travelers 
 

 
 

 

 
 

5. One Time in New Orleans 

 

 
 

 

Heritage Tourism  

In the second part of the interviews, participants were asked about cultural heritage and tourism in New Orleans. They 

were asked if they believe that a destination’s unique natural and cultural resources attract more MICE travelers and that 

eventually these unique qualities can be more effective in differentiating the destination from its competitors. They were 

also asked to elaborate their thoughts on whether New Orleans’ cultural heritage assets are beneficial for the destination 

and tourism organizations in attracting more MICE events and travelers to the city.  

Not surprisingly, all interviewees strongly believe that New Orleans’ cultural heritage resources are important assets 

and make the destination unique and more attractive for travelers. The area’s heritage preserves the city’s unique qualities, 

which is a primary reason people frequently extend their stays in New Orleans beyond their business-related activities. 

They stress that New Orleans’ heritage is what makes the city attractive, including for MICE event attendees. Heritage 
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managers believe the city’s tourism marketing organization does a good job of promoting local heritage sites and events. 

Some interviewees noted that business travelers usually want MICE events to be held in interesting places, which means 

that marketing strategies that make places more interesting and would increase the number of events and attract more 

MICE visitors. Examples of positive opinions about the attractiveness of cultural heritage resources include:  

“I believe the resurgence of traditional music and culture has differentiated New Orleans in the past five years” 

(Interviewee 4).  

“...as time goes on, more and more visitors want to take part in what makes a city unique, rather than [being] the same 

as other cities” (Interviewee 5).  

“We serve as an asset to New Orleans tourism organizations, as we directly do what they are trying to market” (Interviewee 5).  

“...New Orleans is an exciting location for MICE travelers... When people have to travel here for work, they know they are 

also going to have fun, and experience things they won't experience in Las Vegas, LA, Houston, Atlanta, etc” (Interviewee 8).  

“...our natural and cultural heritage resources are definitely attractive to MICE travelers” (Interviewee 10).  

Participants also voiced concerns about the sustainable use of heritage in the destination. Among culture purveyors and 

protectors there is a growing sense of heritage exploitation with the growing influx of tourists. The proliferation of no-fee 

music clubs on Bourbon Street and Frenchman Street could undermine the work of artists trying to support themselves.  

There is a pervasive opinion that simply marketing the city is not enough to assist cultural heritage activities and institutions. 

Sustainable cultural economies must utilize public funds to support the protection, interpretation, and display of cultural heritage 

to increase visits and visitors’ expenditures. Examples of concern for the destination’s cultural heritage tourism include:  

“New Orleans is a unique American city. Everything must be done to protect the city's unique qualities. My fear is that with 

everyday become a Mardi Gras day that the unique nature of these special seasonal events will be minimized” (Interviewee 9).  

“The cultural heritage resources represent a vital quality of life necessity for both locals and tourists. More should be 

done to promote such events” (Interviewee 9).  

“...I often wonder what programs tourism agencies are doing to assist local heritage and cultural activities and 

venues” (Interviewee 4). This part of heritage tourism in New Orleans is divided into three codes: about New Orleans 

heritage, heritage for MICE, and heritage for New Orleans. Each code was selected and pasted into the word cloud 

generator to visualize the word frequencies. ‘Unique’ and ‘city’ are the biggest words in the first cloud, which is the best 

descriptions for New Orleans heritage. According to the second cloud, other impactful words include ‘cultural’, 

‘heritage’, ‘resources’ and ‘experiences’. The second cloud displaying data on heritage for MICE shows several notable 

words including ‘unique’, ‘cultural’, ‘heritage’, ‘attract’ (attractive), ‘travelers’ and ‘visitors’. The last cloud of heritage 

for New Orleans shows that ‘city’, ‘cultural’, ‘resources’, ‘assets’ and ‘visitors’ are the most often repeated words. All 

three word clouds demonstrate interviewees’ belief that the city’s unique cultural heritage is a significant asset for the 

destination in providing unique experience for all visitors, including MICE travelers.  
 

Table 2. Three Word Clouds for Cultural Heritage Tourism 
 

1. About New Orleans Heritage 2. Heritage for MICE 
 

  
3. Heritage for New Orleans 

 

 
 

 

Collaboration (partnership) to promote both MICE and heritage tourism  

Study participants were also asked about their collaboration and/or partnership efforts with other organizations. They 

were asked if they have had partnerships with tourism organizations including the convention center, the convention and 

visitors bureau, and/or any other tourism-related organizations in New Orleans, and if they believe it is beneficial for their 

institutions to collaborate with these organizations to promote the heritage they manage. Considering the destination, they 

were asked if they believe that the MICE sector should consider collaborating and partnering more with heritage attractions 
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and events to attract more MICE events and increase the number of MICE travelers to the destination. Findings suggest that 

many cultural institutions have collaborated with the New Orleans Convention and Visitors Bureau (NOCVB, recently 

changed its official name to New Orleans & Company) and the New Orleans Tourism Marketing Corporation (NOTMC) in 

terms of promotional activities. This is important when considering that some cultural/heritage institutions do not regard 

themselves as part of local tourism (Gillot, 2020). Some interviewees said that NOCVB and NOTMC are supporters and 

promoters of heritage institutions, and they believe that this is how many visitors learn about the city’s living culture and 

built heritage. Some interviewees indicated that local heritage institutions support NOCVB and NOTMC by providing all 

the data and materials these tourism organizations request. Some expressed doubt that these activities are helpful for the 

heritage institutions themselves. A few heritage agencies admitted not collaborating with the destination’s tourism 

organizations, as they do not see the value in doing so. Examples of opinions about collaboration include:  

“All tourism-related organizations benefit the museum because they help in spreading the word about it” (Interviewee 2).  

“We always support the initiatives of the NOCVB is speaking to visiting journalists and others” (Interviewee 3).  

“We often support tourism development initiatives directly providing content and identity for their campaigns” (Interviewee 4).  

“...we are regularly included in the NOCVB guide distributed to tourists. We have also advertised in their 

publications” (Interviewee 7).  

“We do partner with the NOCVB and NOTMC to promote the museum to visitors. It is absolutely beneficial” (Interviewee 8).  

“There is a lot of benefit in collaborating with these institutions” (Interviewee 8). “...we are in partnership with the 

NOCVB...it is beneficial” (Interviewee 10).  

“While we are open to collaborations, I do not think it is the opportunity our venue needs. We've operated for this long 

without collaboration” (Interviewee 5). 

 “...our individual culture bearers should have the opportunity to partner with the tourism industry to better contribute 

to our overall economy” (Interviewee 5).  

Despite some trepidation on the part of a few, most participants believe that there is considerable benefit in collaborating 

with tourism organizations, as well as in supporting MICE organizations in general, because such efforts help build an 

appreciation for the city’s culture. Most of the interviewees welcome opportunities to partner with tourism organizations if 

cultural assets can be better promoted and if they will help enrich people’s travel experiences and destination satisfaction. 

Some heritage managers, however, noted their preference for tourism organizations to focus more on making the city more 

integrated and livable for cultural institutions, rather than focusing only on increasing visitor numbers.  

This concept of collaboration for tourism is divided into three codes: collaboration promotes heritage, collaboration 

promotes MICE, and suggestions for collaboration. Like previously, each code was pasted into the word cloud generator to 

visualize the word frequencies. ‘City’, ‘visitors’ and ‘partner’ show up most frequently in the first cloud which describes 

the collaborative promotion of heritage. Other keywords include ‘collaborate’, ‘collaborating’, ‘benefit’, ‘beneficial’, 

‘sincere’, ‘promote’ and ‘support’, suggesting an overall sense that cross-sectoral and intrasectoral collaboration is 

beneficial. Displaying data on collaboration for MICE, ‘experience’ is the most common word in the second cloud, and 

several noteworthy words include ‘collaboration’, ‘city’, ‘always’ and ‘special’, indicating participants’ belief that 

collaborating with tourism organizations will help provide special experiences for MICE travelers. In the last cloud 

denoting collaboration, ‘culture’ and ‘cultural’ are the commonest words, followed by ‘heritage’, ‘better’, ‘focus’ and 

‘promote’. This suggests that heritage officials may recommend the NOCVB and other tourism organizations to focus more 

on cultural heritage resources for the city to be positioned and promoted as an attractive MICE destination. 
 

Table 3. Three Word Clouds for Collaboration (partnership) 
 

1. Collaboration promotes Heritage 2. Collaboration promotes MICE 
 

 

 
 

 

 
3. Other collaboration suggestions 
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New Orleans Tourism Marketing/Branding  

For the final concept, the interviewees were asked about the tourism marketing and branding strategies of New 
Orleans. They were asked what kinds of essential strategies they may suggest for New Orleans tourism stakeholders to 
promote the city’s destination brand or brand name, especially for MICE travelers who want to experience mor e the 
city’s cultural heritage. Historic buildings and architecture, authentic regional culinary experiences, ubiquitous jazz 
music, and unique cultural celebrations and festivals make New Orleans a unique locale in the United States.  

Interviewees recommend that the city continues to incorporate music, arts, food and culture into its marketing 
strategies, even when trying to attract more MICE events. Most study participants find that the city’s promotional 
literature adequately highlights local music, food and built environment, and they believe these efforts are helpful in 
getting people to explore the city’s cultural heritage sites that are even less popular. The Louisiana Department of 
Culture, Recreation and Tourism helps to make visitors more aware of smaller, more local cultural heritage institutions 
within its broader cultural and geographic context. Some institutions partner with other small art and historical 
organizations owing to their similar missions and goals to enrich the city’s overall heritage ambience. Nonetheless, 
participants realize the salient need to engage with MICE organizations to encourage attendees to explore beyond their 
hotels and convention centers and onto the streets and into the cultural venues throughout the city, to be ready to experience 
local culture and heritage. Examples of opinions about tourism marketing and branding strategies of New Orleans include:  

“...emphasize many things using lots of different types of representatives. New Orleans generally uses the same 
musicians or the same chefs over and over. ...should use people of different races, sexes, ages, etc.” (Interviewee 2).  

“...engaging with tour to get their attendees out of convention centers and hotels” (Interviewee 4).  
“...connect directly with culture bearers and build the cultural economy around the individuals who make this place 

unique” (Interviewee 5).  
“...to explore lesser known heritage sites” (Interviewee 7).  
The tourism marketing and branding suggestions for New Orleans are divided into three codes: New Orleans heritage 

resources to be promoted, MICE and heritage resources to be co-created, and marketing and branding ideas to be utilized. 
Each code was input into the word cloud generator to visualize the word frequencies. ‘City’, ‘visitors’, ‘cultural’ and ‘food’ 
show up most frequently in the first cloud which is the best descriptions for New Orleans heritage resources to be promoted 
for marketing and branding strategies. Other significant words include ‘music’, ‘arts’ and ‘festivals’, suggesting that 
culinary, music, arts and festivals are the most significant heritage resources the city should promote for its marketing and 
branding purposes. The second cloud related to MICE and heritage resources to be co-created shows several notable words 
including ‘unique’, ‘different’, ‘strategies’, ‘cultural’, ‘heritage’, ‘promote’, ‘people’ and ‘trip’.  

The last cloud in the category marketing and branding includes ‘cultural’, ‘heritage’ and ‘institutions’ as the most 
common words, followed by ‘people’, ‘organizations’, ‘collaborating’, ‘support’ and ‘culture’. This may suggest that 
heritage institution managers consider that collaborating is the most important marketing and branding strategy as these 
efforts support the city’s cultural and heritage resources through stakeholder collaboration. 

 

Table 4. Three Word Clouds for New Orleans Tourism Marketing/Branding 
 

1. New Orleans Heritage resources 2. MICE-Heritage 
 

 
 

 

 

3. Marketing/Branding Idea 

 

 
 

 

CONCLUSION 

Co-creation with Local Cultural Heritage Institutions  

The interviews demonstrate that New Orleans is, according to local heritage experts, a leading destination with unique 

heritage, including culinary traditions, musical and festival experiences, and cultural celebrations. The city desires to attract 
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more business events and encourage people to visit a special experience. Even though heritage managers shared both positive 

and negative perspectives on the branding campaign, their views are overall quite positive. The destination brand helps attract 

visitors to the city and draws people to its cultural institutions, even visitors whose main motivation is to attend a MICE event.  

This study examines the implications of how cultural heritage assets complement the appeal of a MICE destination 

through branding. By examining the destination brand experiences supported by heritage stakeholders who may represent 

the local community and cultural asset managers, the results validate the Creative MICE Destination Branding Model 

proposed by Kim et al. (2022). This confirms that the significance of the destination brand experience is reinforced by the 

support of local heritage institutions and the cultural experiences available to MICE visitors.  

For a destination to achieve long-term viability (and sustainability), successful branding depends on its ability to 

incorporate the interests of diverse stakeholders (Morgan et al., 2004; Timothy, 1998). The destination brand ultimately results 

from collaboration that considers the perspectives of these complex, multiple stakeholders (Marzano & Scott, 2009). Previous 

studies have highlighted the risks of overlooking local communities in the destination branding process (Freire, 2009; Marzano 

& Scoot, 2009; Morgan et al., 2004) and the risk of a traditional strategy when focusing only on visitors but overlooking the 

local stakeholders (García et al., 2012). García et al. (2012) claim that a conceptualization of the brand value based on the 

stakeholders is more suitable than the usual configuration based only on the visitor, as emphasizing the necessity of working 

collaboratively on destination branding dimensions with visitors and local community. In this regard, Campelo et al. (2014) 

indicate that destination branding is significantly influenced by an appreciation of sense of place for people who belong there 

and stress the importance of understanding sense of place and positioning the local community at the center of a branding 

strategy for the development of an effective destination brand. Destination branding strategies must recognize the cultural 

characteristics of the place, including understanding the values held by residents (Campelo et al., 2014).  

Although this study is limited to a single case study, it highlights several key insights regarding destination branding 

and the symbiotic relationship between MICE and heritage tourism. The co-creation of experience with local assets and 

tourists in building a destination branding process (Kim et al., 2018) factors significantly in this study. The study confirms 

the significance of local stakeholders in successful destination branding by gauging the views of heritage managers to 

explore how a destination can effectively leverage MICE and heritage resources for improved marketing and branding. 

Through the active involvement of local heritage producers in co-creating destination experiences for business travelers, 

including MICE attendees, local heritage values can be enhanced for more satisfying experiences (Richards, 2011).  

MICE tourism has become a significant development tool for many destination economies, and many new facilities in 

cities have been built to accommodate the growing business sector in tourism. An effective destination brand is a way MICE 

stakeholders can work together to design and market MICE tourism (Kim et al., 2022), and local heritage can play an 

important role in developing such a brand. Efforts should focus on producing sustained benefits for the destination such as co-

created opportunities between stakeholders, economic benefits for the destination and its residents, increased community 

empowerment, and enhancement of local pride when heritage becomes important in decisions to host or plan MICE events.  

The cultural heritage of New Orleans is an essential part of the city’s image and brand appeal. In fact, given its vast range 

of culinary heritage, musical traditions, built environment, and folklore, heritage is perhaps the most salient tourism asset in 

the city. Recognizing this, heritage managers in New Orleans believe they play a critical role in causing MICE travelers to 

choose the destination and extend their stay beyond the business purposes of their trip. Rather than focusing only on attracting 

more tourists, developing and implementing better marketing/branding strategies through co-created practices, particularly 

with cultural heritage institutions, will enrich business travelers’ destination experiences and increase their satisfaction with the 

destination, thereby enabling the destination to attract increasing attention in the are of MICE tourism. 

The study confirms that collaboration between heritage and MICE organizations will enhance the destination experience. 

Most heritage managers welcome opportunities to partner with tourism organizations if it means that the heritage will be better 

promoted. These sorts of partnerships are helpful in enriching visitors’ travel experiences and satisfaction with the destination. 

Tourism organizations should focus on building more connections between tourism subsectors and ensuring the inclusion of 

all tourism sectors rather than focusing only on attracting more mass tourists. By continuing to incorporate music, art, 

museums, built heritage, food and living culture into its marketing strategies, the destination becomes increasingly desirable 

for business travelers. If the destination managers, cultural heritage institutions, and MICE facilities all work together to 

provide more holistic tourism experiences that are unique to the destination, it will naturally attract more MICE organizers to 

choose the location that offers more than only business meeting and event opportunities. 
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García, J. A., Gómez, M., & Molina, A. (2012). A destination-branding model: An empirical analysis based on stakeholders. Tourism 

Management, 33(3), 646-661. https://doi.org/10.1016/j.tourman.2011.07.006 

Gill, A., & Williams, P. (1994). Managing growth in mountain tourism communities. Tourism Management, 15(3), 212-220. 

https://doi.org/10.1016/0261-5177(94)90107-4 

Gillot, L. (2020). Archaeologists and tourism: Symbiosis or contestation? In D. J. Timothy, & L. G. Tahan (Eds.), Archaeology and 

Tourism: Touring the Past, 26-40. Bristol: Channel View Publications. 

Goffi, G., Cucculelli, M., & Del Chiappa, G. (2023). Tourism destination competitiveness in Italy: A stakeholders’ perspective. Tourism 

Planning & Development, 20(4), 721-745. https://doi.org/10.1080/21568316.2022.2160805 

Guleria, A., Joshi, R., & Adil, M. (2024). The impact of memorable tourism experiences on customer-based destination brand equity: 

The mediating role of destination attachment and overall satisfaction. Journal of Hospitality and Tourism Insights, 7(4), 1994-2013. 

https://doi.org/10.1108/JHTI-03-2023-0220 

Hankinson, G. (2012). The measurement of brand orientation, its performance impact, and the role of leadership in the context of destination 

branding: An exploratory study. Journal of Marketing Management, 28(7-8), 974-999. https://doi.org/10.1080/0267257X.2011.565727 

Harris, L., & Pressey, A. (2021). The myth of business tourist idiosyncrasy. Annals of Tourism Research, 91, 103186. 

https://doi.org/10.1016/j.annals.2021.103186 

Khusaini, M., Finuliyah, F., Lestari, A. M., & Yulianti, N. (2024). Stakeholders collaboration in optimizing tourism and creative 

economy integration. Journal of Indonesian Tourism, Hospitality and Recreation, 7(2), 179-190. 

Kim, E. G., Chhabra, D., & Timothy, D. J. (2022). Towards a creative MICE tourism destination branding model: Integrating heritage 

tourism in New Orleans, USA. Sustainability, 14(24), 16411. https://doi.org/10.3390/su142416411 

Kim, H., Stepchenkova, S., & Babalou, V. (2018). Branding destination co-creatively: A case study of tourists' involvement in the 

naming of a local attraction. Tourism Management Perspectives, 28, 189-200. https://doi.org/10.1016/j.tmp.2018.09.003 

Kolar, T., & Zabkar, V. (2010). A consumer-based model of authenticity: An oxymoron or the foundation of cultural heritage marketing? 

Tourism Management, 31(5), 652-664. https://doi.org/10.1016/j.tourman.2009.07.010 

Kurniawan, T., Latuni, G., Latuni, F.Y., Agustina, S., & Gumilang, C. (2026). Sustaining cultural heritage through Gendang Beleq: 

Ethnographic insights into identity, sustainability, and tourism in Lombok, Indonesia. Geojournal of Tourism and Geosites, 64(1), 

393–405. https://doi.org/10.30892/gtg.64134-1685 

Li, Y., Choi, Y., & Peak, J. (2026). MICE tourism and city marketing: Development of unique venues in Xi ‘An, China. Journal of 

China Tourism Research, 1-20. https://doi.org/10.1080/19388160.2026.2614970 

Liu, F., Mao, Z., & Zhichao, X. (2025). Better leisure, better travel? Exploring the role of leisure in enhancing work and travel 

satisfaction for business travelers. International Journal of Tourism Research, 27(3), e70062. https://doi.org/10.1002/jtr.70062 

Liu, Y., Weaver, D. B., Dupre, K., & Jin, X. (2025). A stakeholder perspective on contested urban heritage and heritage tourism. Journal 

of Sustainable Tourism, 33(9), 1969-1990. https://doi.org/10.1080/09669582.2024.2417233 

Lohmann, S., Heimerl, F., Bopp, F., Burch, M., & Ertl, T. (2015). Concentric cloud: Word cloud visualization for multiple text 

documents. In 2015 19th International Conference on Information Visualisation 114-120. IEEE.  

https://doi.org/10.1177/0047287505274646
https://doi.org/10.1177/0894439303262561
https://doi.org/10.1016/S0261-5177(99)00095-3
https://doi.org/10.1016/S0261-5177(99)00095-3
https://doi.org/10.1177/0047287513496474
https://doi.org/10.1016/j.jdmm.2019.100402
https://doi.org/10.3727/108354210X12904412050134
https://doi.org/10.1016/j.annals.2017.11.007
https://doi.org/10.1016/S0160-7383(03)00044-6
https://doi.org/10.1002/jtr.833
https://doi.org/10.1108/WHATT-06-2024-0133
https://doi.org/10.1016/j.tourman.2011.07.006
https://doi.org/10.1016/0261-5177(94)90107-4
https://doi.org/10.1080/21568316.2022.2160805
https://doi.org/10.1108/JHTI-03-2023-0220
https://doi.org/10.1080/0267257X.2011.565727
https://doi.org/10.3390/su142416411
https://doi.org/10.1016/j.tmp.2018.09.003
https://doi.org/10.1016/j.tourman.2009.07.010
https://doi.org/10.30892/gtg.64134-1685
https://doi.org/10.1080/19388160.2026.2614970
https://doi.org/10.1002/jtr.70062
https://doi.org/10.1080/09669582.2024.2417233


Integrating Meetings, Incentives, Conventions/Conferences and Exhibitions Tourism and Heritage in Destination Branding 

 

 1111 

Mandagi, D. W., & Centeno, D. (2024). Destination brand gestalt: dimensionalizing co-created tourism destination 

branding. International Journal of Tourism Cities, 18(2), 248-282. https://doi.org/10.1108/IJTC-02-2024-0049 

Marzano, G., & Scott, N. (2009). Power in destination branding. Annals of Tourism Research, 36(2), 247-267. 

https://doi.org/10.1016/j.annals.2009.01.004 

Matheson, C. M. (2005). Festivity and sociability: A study of a Celtic music festival. Tourism Culture & Communication, 5(3), 149-163. 

DOI:10.3727/109830405774545035 

McCoyd, J. L., & Kerson, T. S. (2006). Conducting intensive interviews using email: A serendipitous comparative opportunity. 

Qualitative Social Work, 5(3), 389-406. https://doi.org/10.1177/1473325006067367 

Meng, B., & Choi, K. (2017). Theme restaurants’ servicescape in developing quality of life: The moderating effect of perceived 

authenticity. International Journal of Hospitality Management, 65, 89-99. https://doi.org/10.1016/j.ijhm.2017.06.011 

Minh, P. T. H. (2025). Transdisciplinary approaches to developing a MICE tourism model based on local cultural heritage: A case study 

of Binh Duong. Journal of Entrepreneurship & Business, 6(3), 244-257. https://doi.org/10.24123/jeb.v6i3.7841 

Morgan, N., Pritchard, A., & Pride, R. (2004). Destination Branding: Creating the Unique Destination Proposition (2nd ed.). 

Amsterdam: Elsevier.  

Ngwira, C., Tung, V. W. S., & Tse, S. W. T. (2023). Extending the conceptualization of destination brand experiences. Journal of Travel 

Research, 62(7), 1605-1618. https://doi.org/10.1177/004728752211276 

Park, S. Y., & Petrick, J. F. (2006). Destinations' perspectives of branding. Annals of Tourism Research, 33(1), 262-265. 

https://doi.org/10.1016/j.annals.2005.10.007 

Prideaux, B., & Cooper, M. (2002). Nature corridors: A strategy for regional tourism development in Indonesia? ASEAN Journal on 

Hospitality and Tourism, 1(1), 23-34.  

Qu, H., Kim, L. H., & Im, H. H. (2011). A model of destination branding: Integrating the concepts of the branding and destination image. 

Tourism Management, 32(3), 465-476. https://doi.org/10.1016/j.tourman.2010.03.014 

Rahman, M. S., Abdel Fattah, F. A. M., Hussain, B., & Hossain, M. A. (2021). An integrative model of consumer-based heritage 

destination brand equity. Tourism Review, 76(2), 358-373. https://doi.org/10.1108/TR-12-2019-0505 
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