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Abstract 

The objectives of this research were (1) to study marketing mix factors (7Ps) and (2) 

external factors,and their influence on the decision to choose Thailand as a HUB for MICE 

Industry 

Research Methodology: Private interviews and phone calls were used to gather 

information from four individuals who had participated in the MICE industry in Thailand. 401 

individuals who participated in the MICE Industry in Thailand were surveyed through the use of 

online questionnaries and by distributing questionnaires at the venue in Bangkok. The validity of 

the survey content was tested by using the item-contingeny congruency (IOC) index. The 

reliability was verified by the Alpha Coefficent.  

The following findings are the result of the research. Leading factors to choose Thailand 

as a HUB for MICE Industry can be separated into two parts. (1) Marketing mix factors(7Ps) – 

place influences most the decision to participate in MICE industry in Thailand. Respondents 

highly agreed that location was very important in making the decision to participate in MICE 

industry in Thailand. Physical evidence (facilities, technology, and equipment) also influences the 

decision to participate in MICE industry in Thailand. (2) External factors – safety and economy 

influence the decision to participate in MICE industry in Thailand. The research also revealed that 

all participants were willing to participate in MICE Industry in Thailand in the future. 
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 1.1  2007-2013 

      2007          2008         2009         2010         2011         2012         2013 

Meeting      2,000         2,225          2,197         2,354         2,641          2,751         2,925 
 
Incentives               1,271         1,779          1,607         1,520         1,810          1,900         2,032 
  
Conventions           2,088         2,292          2,157         2,260         2,397           2,643        2,812 
 
Exhibitions                 93            114               76              70              81               88             97 
 
MICE                    5,452         6,410          6,037          6,204         6,929           7,382       7,866 
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6.
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7.  3.89 0.83  
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 4.16          
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1.

 

3.63 0.83  

2.  3.77 0.69  

3.  3.71 0.70  

 

 4.18 

 (Mean 3.77)  (Mean 

3.63) 

 

 4.19

 

 

 

 

  

 
 3.82 0.74  

 

  4.19

 

 

4.3  

Multiple Regression 

R Square  .431  43.1% 

 (7Ps)  (

)  
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 4.20   

  Standardize Coefficients p-value. 

  Beta  

H1:  

 (7Ps) 

H1a:   

 

 

 

 

 

-0.036 0.545 

H1b:  -0.075 0.177 

H1c:

 

0.161 0.015 

H1d:

 

0.035 0.551 

H1e :  0.088 0.162 

H1f : 

 

0.247 0.00 

H1g:  0.080 0.299 

 

 

 4.20  

H1 :  (7Ps) 

 

H1a : 

 ( = -0.036, p-value (0.545)> 0.05) 

H1b : 

 ( = -0.075, p-value (0.177)> 0.05) 

H1c : 

 ( = 0.161, p-value (0.015)< 0.05) 

H1d : 

 ( =-0.035, p-value (0.551)> 0.05) 

H1e : 

 ( = 0.088, p-value (0.162)> 0.05) 

H1f : 

 ( = 0.247, p-value (0.00)< 0.05) 
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H1g : 

 ( = 0.080, p-value (0.299)> 0.05) 

 

 4.21  

 F Standardize 

Coefficients 

p-value. 

  Beta  

H2 :  

H2a : 

 

 

 

 

-0.051 0.321 

H2b :  0.120 0.013 

H2c :  0.197 0.00 

 

 4.21  

H2 : 

 

H2a : 

 ( = -0.051, p-value(0.321)> 0.05) 

H2b : 

 ( = 0.120, p-value(0.013)< 0.05) 

H2c : 

 ( = 0.197, p-value(0.00) < 0.05) 
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1.3 . 2554 

2557   1  55  1  45 

1.4  80

 20 

 

 /  

 (7Ps)  ( ) 

( )  (Mean 3.93) (S.D. 0.72)  

(Mean 4.05) (S.D. 0.68)  2  (Mean 3.88) (S.D. 0.75) 

 (Mean 3.94) (S.D. 

0.77)  3  (Mean 3.88) (S.D. 0.75)  

(Mean 3.97) (S.D. 0.72)  4  (Mean 3.85) (S.D. 0.69)  

 (Mean 3.85) (S.D. 0.79)  (Mean 

3.87) (S.D. 0.77)  (Mean 3.82) (S.D. 0.73)  

 (Mean 3.76) (S.D. 0.70)  

(Mean 3.73) (S.D. 0.73)  

 

 

  

 

1)  (7Ps) 

1.1 
 



66 

 Mistilis & Dwyer 

 ( ) 

 

 ( ) 

 

 

1.2 
 

 (2541) 

 Kotler  

 

 

1.3 
 

 (2555)  

 (MICE)  

 

 



67 

1.4 
 

 (2555) 

 

 

 

1.5 
 

 (2556)  

 

  

 

1.6 
 

 (2552) 

 

 

  



68 

1.7 
 

 (2548) 

 

 2)      

2.1 

 

 (2555) 

 

 

 

2.2 
 

 (2551) 

 

2.3 

 

 (2554) 

 



69 

 

5.2  

 (7Ps) 

1.   

-   

 

-  

 

2.  

 

3.  

 

4.  

 

5.  

 

 

6.  

 

7.  

 

  

  



70 

 

1.  

 

2.  

 

3.  

 

 

5.3  

1.  

 

2.       

 

 

 

 

 

 

 

 

 

 

 

 

  



71 

 

 

. (2555). .

 18  2557,  

http://arts.ksu.ac.th/manage/sub_file/Aim8K0sCdtG20120605173939.pdf 

. (2557). .  10  2557,  

http://thai.tourismthailand.org/%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%9E

%E0%B8%B1%E0%B8%81 

. (2553). 

. ,   

. 2552 : 54-63. 

. (2552). 

, 

, . 

.(2546).

 : . , 

40 ( ) : 50-54. 

.(2546). 

.   1.  :   

. 

. (2557). Business Development Director (CPM Thailand). , 4 

 

 

. (2552). .  1.  : 

. 

. (2553) . .  23  2557,  

https://www.l3nr.org/posts/425512 

. (2555).  (MICE) 

.  12  2557, http://www.la.ubu.ac.th/uboncult 

  

http://arts.ksu.ac.th/manage/sub_file/Aim8K0sCdtG20120605173939.pdf


72 

 ( ) 

 

. (2557). , 

26   

.(2549). 

.

. 

.(2548).

. . 

.(2557).Event Coordinator  Inspire Event . , 2 

  

.(2548). .(  3). : . 

.(2554). .  1.  :  

. 

. (2533). . .

 12(3), 54 

. (2557). . 

, 31   

. (2552). 

. . . 2551: 294-368 

. (2557).  : 

 2558.  27 

 2557  http://www.researchgate.net/publication/236889182 

.(2556). .

. 33 ( ) : 271-294. 

. (2553). .  20  

2557 http://www2.nkc.kku.ac.th/...p/.../ch6_social_economic_development_policy.p 

. (2539). 

  2 . , 

,  

http://www.researchgate.net/publication/236889182______________________________
http://www2.nkc.kku.ac.th/...p/.../ch6_


73 

 ( ) 

 

. (2552).

.

.2551: 37-53. 

. (2556).

. .  8 ( ) : 

48-61 

. (2556). .  20  2557,  

http://th.wikipedia.org/wiki/  

. (2554). .  19  

2557,  http://ird.rmuti.ac.th/newweb/journal/journal4-1/RMUTIjournal4-1_10.pdf 

.(2554). 

 (MICE). , 

 

. (2540). .  6. : 

132 : 187 

. (2541). . :  

. 

. (2556). 

.

. 34 ( ) :271-294 

. (2554). 

. 10  2557,  

http://www.thaichamber.org/scripts/detail.asp?nNEWSID=3631 

. (2552). . : 

 

. (2542).  : . :  

. 

http://th.wikipedia.org/wiki/%E0%B8%AD%E0%B8%B1%E0%B8%9A%E0%B8%A3%E0%B8%B2%E0%B8%AE%E0%B8%B1%E0%B8%A1_%E0%B8%A1%E0%B8%B2%E0%B8%AA%E0%B9%82%E0%B8%A5%E0%B8%A7%E0%B9%8C
http://ird.rmuti.ac.th/newweb/journal/journal4-1/RMUTIjournal4-1_10.pdf


74 

 ( ) 

 

. (2554).  ..  8  

2557,  http://www.businesseventsthailand.com/th/about-us/about-tceb/introduction-

background/ 

. (2554). 

. 10  2557,  

http://www.thaichamber.org/scripts/detail.asp?nNEWSID=3631 

. (2552). . : 

 

. (2542).  : . :  

. 

. (2554).  ..  8  

2557,  http://www.businesseventsthailand.com/th/about-us/about-tceb/introduction-

background/ 

. (2554). 

. . : 47-49. 

. (2554). .  21  2557,  

 http://www.igetweb.com/www/drsamboon/private_folder/decision.pdf 

. (2553). . 

 : . 

. (2538). . : .  

Bangkok Mass Transit System Public Company Limited. (2554). About us.  16  

2557,  http://www.bts.co.th/corporate/th/01-about-history.aspx 

Bangkok Metro Public Company Limited. (2549). MRT System Map.  16  

2557,  http://www.bangkokmetro.co.th/map.aspx?Lang=Th&Menu=8 

Impact Exhibition Management Co.,Ltd. (2557). Our facilities and services.  14 

 2557,  http://www.impact.co.th/index.php/facilities/ourfacilities/th/ 

Milton Astroff and James Abbey. (2006). Convention SALES AND SERVICES.  7th ed. : 

Waterbury Press. 

http://www.businesseventsthailand.com/th/about-us/about-tceb/introduction-background/
http://www.businesseventsthailand.com/th/about-us/about-tceb/introduction-background/
http://www.businesseventsthailand.com/th/about-us/about-tceb/introduction-background/
http://www.businesseventsthailand.com/th/about-us/about-tceb/introduction-background/
http://www.igetweb.com/www/drsamboon/private_folder/decision.pdf
http://www.bts.co.th/corporate/th/01-about-history.aspx
http://www.bangkokmetro.co.th/map.aspx?Lang=Th&Menu=8
http://www.impact.co.th/index.php/facilities/ourfacilities/th/


75 

 ( ) 

 

Mistilis & Dwyer. (1999). Tourism Gateways and Regional Economies: the Distributional 

Impacts of MICE. International of Tourism Research, Tourism Res. 1, 441-457 

News Plus. (2556). .  18  

2557, http://www.newsplus.co.th/19284#sthash.EXK24nnv.dpuf 

Nina Mistilis and Larry Dwyer. (1999). Tourism Gateways and Regional Economies : The 

Distributional Impacts of MICE.International Journal of Tourism Research, (1999) , 

441-457. 

Yang & Gu. (2011). Capacity Optimization analysis for the MICE industry in Las Vegas. 

 15  2557  www.emeraldinsight.com/0959-6119.htm 

 

 

 
 

  

http://www.newsplus.co.th/19284#sthash.EXK24nnv.dpuf


76 

 

 

 

 

 

 

 

 

 

 

 

 ( ) 

 

 

 

 

 

 

 

 

 

 

  



77 

 

  

1. 
 3  

2. 

 

 

 

 1  

1.1       

1.2  

     

     

    

1.3 . 2554-2557 

  ( ) 

  1  

  1  

1.4  

  

  

 2

      

  2  7  

1.   

2.  

3.  

4.   

5.  

6.  

7.  

 2   

1.  



78 

2.  

  

 

  5 =  4 =  3 =  

   2 =   1 =  

 

 

1.  

1.1  
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Influencing Factors to Choose Thailand as a Hub for MICE Industry 

Introduction 

3. This questionnaire is made to collect data from exhibitors and visitors who have participated in the 

MICE (Meetings, Incentives, Conventions and Exhibitions) Industry in Thailand. This questionnaire 

is comprised of 3 sections. 

4. This survey is a part of Master’s Degree of the Faculty of Business Administration, Stamford 

International University. Your data will be used only for research purposes. 

Thank you very much for your kind cooperation 

Section 1General Information 

1.1 Gender  Female  Male 

1.2 On which continent is your company or organization located? 

Asia    Australia Europe   

North America  South America Africa 

1.3 From 2011 to 2014 how many times have you participated in MICE Industry in 

Thailand? 

 Never(Please proceed to Section 3 on page4) 

 1 time 

 More than 1 time 

1.4 Did you participate in MICE Industry in Thailand as an exhibitor or visitor? 

 Exhibitor  Visitor 

Section2The Evaluation of the Agreement level on Marketing Mix and the Stability of the Political 

Environment, Safety and Economy to the MICE Industry in Thailand 

 Instruction:A. MICE Marketing Mix in Thailand is organized into 7 parts: 

1. Product2. Price3.Place4.Promotion5.People6.Physical evidence7.Process 

B. The External Factor Analysis is divided into 3 parts: 

1.Political Environment 2. Safety  3. Economy 

Please put a tick in the appropriate circle that BEST represents your level of agreement relating to 

the Marketing Mix and the Stability of the Political Environment, Safety and Economy of the MICE 

Industry in Thailand. 

Agreement level: 5 =Strongly Agree   4 =Agree   3 = Neutral   2 =Disagree   1 = Strongly Disagree 
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A. MICE Marketing Mix 

1. Product 

1.1 Venue 

Agreement level 5 4 3 2 1 

Easy access to venue      

High quality of venue equipment      

Quality of space to hold the event      

 

1.2  Tourist Attraction 

Agreement level 5 4 3 2 1 

Various Tourist Attractions      

 

2. Price 

Agreement level 5 4 3 2 1 

Reasonable price to hold the event      

Negotiable price      

 

3. Place 

Agreement level 5 4 3 2 1 

Good location      

Several reservation channels      

Sufficient  parking space      

Well-organized safety and security procedure      

Well-prepared in the event of critical and 

emergency cases 

     

 

 

4. Promotion 

Agreement level 5 4 3 2 1 

Utilizing attractive advertising channel      

Personal service of Salespeople      

Having  good public relation for the event      

 



85 

5. Organizers and Staff 

Agreement level 5 4 3 2 1 

Willingness and attention to service      

Being courteous and polite      

Ability to communicate in several languages      

Having problem-solving skill       

Appropriate grooming and attire      
  

6. Physical Evidence 

Agreement level 5 4 3 2 1 

Having modern technology      

Well-equipped facilities inside venue area      

Cleanliness of venue      
 

        7.       Process 

   7.1Pre-service Process 

Agreement level 5 4 3 2 1 

Easy to contact the organizer / venue staff      

Good cooperation between customer and event 

service people 

     

Readiness of venue facilities      

 

                                                  7.2 Actual service Process 

Agreement level 5 4 3 2 1 

Well-organized venue operation      

Excellent food and beverage services      

Good management on specific extra service on 

request 
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7.3 Post service Process 

Agreement level 5 4 3 2 1 

Efficient way to collect the payment      

 

B. The External Factor Analysis 

1. Political Environment 

Agreement level 5 4 3 2 1 

Fast immigration services      

Effectiveness  of  customs affair management      

Stability of the government      

 

2. Safety 

Agreement level 5 4 3 2 1 

Feeling safe and secure when you are in 

Thailand 

     

  

3. Economy 

Agreement level 5 4 3 2 1 

Suitable to invest      

Reasonably priced labor      
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Section3Decision-making to organize / participate in MICE Industryin Thailand 

Please put a tick in the appropriate circle that BEST represents your opinion to choose Thailand as 

aplaceto organize / participate in MICE Industryactivities. 

Agreement level:5 =Strongly Agree4 =Agree3 = Neutral2 =Disagree1 = Strongly Disagree 

Agreement level 5 4 3 2 1 

Having high potential for the MICE Industry      

Value of money      

High organizational capability      

Future plan to participate in the MICE industry 

activities in Thailand 

     

_________________________________________________________________________ 

Thank you for taking your time to complete this questionnaire 
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Test for Content Validity 

Section 2  The Evaluation of the Agreement level on Marketing Mix and the Stability of the Political 

Environment to the MICE Industry in Thailand 

A.  MICE Marketing Mix 

1)    Product 

1.8 Venue    

Validity level   -1                               0                         +1          

Suitable venue space for the event                                           

High quality of venue equipment                                           

Quality of space to hold the event                                           

 

1.9  Tourist Attraction 

Validity level   -1                               0                         +1          

Various Tourist Attractions                                           

 

2) Price 

Validity level   -1                               0                         +1          

Reasonable price to hold the event                                           

Negotiable price                                           

 

3) Place 

Validity level   -1                               0                         +1          

Good location                                           

Several reservation channels                                           

Sufficient parking space                                           

Well-organized safety and security 

procedure 

                                          

Well-prepared in the event of 

critical and emergency cases 
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4) Promotion 

 

Validity level   -1                               0                         +1          

Utilizing attractive advertising 

channel 

                                          

Personal services of salespersons                                           

Having  good public relation for 

the event 

                                          

 

5) Organizers and Staff 

 

Validity level   -1                               0                         +1          

Willingness and attention to 

service 

                                          

Being courteous and polite                                           

Ability to communicate in several 

languages 

                                          

Having problem-solving skill                                           

Appropriate grooming and attire                                           

 

 

6) Physical Evidence 

 

Validity level   -1                               0                         +1          

Having modern technology                                           

Well-equipped facilities inside 

venue area 

                                          

Cleanliness of venue                                           
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7) Process 

   7.1Pre-service Process 

Validity level   -1                               0                         +1          

Easy to contact the organizer / 

venue staff 

                                          

   

Validity level   -1                               0                         +1          

Good cooperation between 

customer and event service people 

                                          

Readiness of  venue facilities                                           

 

                                             7.2 Actual service Process 

Validity level   -1                               0                         +1          

Well-organized venue operation                                           

Excellent food and beverage 

services 

                                          

Good management on specific 

extra service on request 

                                          

 

  7.3 Post service Process 

Validity level   -1                               0                         +1          

Efficient way to collect the 

payment 

 

                                          

 

B. The External Factor Analysis 

1. Political Environment  

Validity level   -1                               0                         +1          

Fast immigration services                                           

Effectiveness of customs affair 

management 

                                          

Stability of the government                                           
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2. Safety 

Validity level   -1                               0                         +1          

Feeling safe and secure when you 

are in Thailand 

                                          

 

3. Economy 

Validity level   -1                               0                         +1          

Suitable to invest                                           

Reasonably labor priced                                           

 

Section3Decision-making to organize / participate in MICE Industry in Thailand 

 

Validity level   -1                              0                         +1          

Having high potential for the 

MICE Industry 

                                          

Value of money                                           

High organizational capability                                           

Future plan to participate in the 

MICE industry activities in 

Thailand 

                                          

 

 

_________________________________________________________________________ 

 

Thank you for taking your time to complete this test 

   Signature _________________________________ 

    (    ) 

                 DATE ____________ 
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 (IOC) 

 

 

 

 

  



94 

 IOC 

    IOC  

 1  2  3 

Section 2 / Part A 
1.  

1.1  

1.1.1 +1 +1 +1 3 1 Pass 

1.1.2 +1 +1 +1 3 1 Pass 

1.1.3 +1 +1 +1 3 1 Pass 

1.2 

 1.2.1 +1 +1 +1 3 1 Pass 

 

2.  

  2.1 +1 +1 +1 3 1 Pass 

  2.2 +1 +1 +1 3 1 Pass 

 

3.  

  3.1 +1 +1 +1 3 1 Pass 

  3.2 +1 +1 +1 3 1 Pass 

  3.3 +1 +1 +1 3 1 Pass 

  3.4 +1 +1 +1 3 1 Pass 

  3.5  +1 +1 +1 3 1 Pass 

 

4.  

  4.1 +1 +1 +1 3 1 Pass 

  4.2 +1 +1 +1 3 1 Pass 

  4.3 +1 +1 +1 3 1 Pass 

 

5.  

  5.1 +1 +1 +1 3 1 Pass 

  5.2 +1 +1 +1 3 1 Pass 

  5.3 +1 +1 +1 3 1 Pass 

  5.4 +1 +1 +1 3 1 Pass 

    IOC  
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 1  2  3 

5.  ( ) 

  5.5  +1 +1 +1 3 1 Pass 

 

6.  

  6.1 +1 +1 +1 3 1 Pass 

  6.2  +1 +1 +1 3 1 Pass 

  6.3 +1 +1 +1 3 1 Pass 

7.  

  7.1 

     7.1.1 +1 +1 +1 3 1 Pass 

     7.1.2 +1 +1 +1 3 1 Pass 

     7.1.3 +1 +1 +1 3 1 Pass 

  7.2 

     7.2.1 +1 +1 +1 3 1 Pass 

     7.2.2 0 +1 +1 2 0.66 Pass 

     7.2.3 +1 +1 +1 3 1 Pass 

   7.3 +1 +1 +1 3 1 Pass 

 

Section 2 / Part B 
1.  

1.1 +1 +1 +1 3 1 Pass 

1.2 +1 +1 +1 3 1 Pass 

1.3 +1 +1 +1 3 1 Pass 

 

2.  

 2. +1 +1 +1 3 1 Pass 

 

3.  

  3.1 +1 +1 0 2 0.66 Pass 

  3.2 +1 +1 +1 3 1 Pass 

 

  

 IOC( ) 
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    IOC  

 1  2  3 

Section 3 
 /  

1. +1 +1 +1 3 1 Pass 

2. +1 +1 +1 3 1 Pass 

3. +1 +1 +1 3 1 Pass 

4. 0 +1 +1 2 0.66 Pass 
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1.    

 Inspire Event 

 

 2. .   

 

 

 3.  Kristian Luciani Head of Finance Major  
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. 2550 - 2553 

 CPM Thailand 

  Comart Production  

 Insipre Event 

  

1.   

 

2.  

  

 

3.   
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