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The purposes of this study were to: 1) examine the importance and venue
performance levels of marketing mix factors in the perception of service users and service
providers; 2) compare the importance and performance levels of the first objective between
service users and service providers; 3) compare the importance of the objective and performance
levels within four groups of the service users as a whole; and 4) analyze and determine the
proposed marketing mix strategy model and appropriate form of the venue for the meeting,
incentive, convention, and exhibition (MICE) industry in Thailand. Respondents in this study
consisted of 229 representatives of organizers using the service and 85 service providers obtained
by purposive sampling. These sample groups had at least three years of experience in the service
of each year during 2003-2009. A set of questionnaires was used for data collection during
January — August, 2008. Obtained data were analyzed by using the Statistical Package for the
Social Science Program.

Results of the study revealed that most of the service users placed the highest
importance of staff. They had a moderate level of importance of the factor on the fair
arrangement package. Besides, service users placed a high level of importance of the factor on
product, service, price, distribution channel, market promotion, physical environment, and service
process. It was also found that service users had assessed venue performance in a high level of
almost all aspects except distribution channel and fair arrangement package which were in a
moderate level. For service providers, it was found that they placed the highest importance of
product, service, service process, and staff. In addition, they placed a high level of importance on

price, distribution channel, market promotion, physical environment, and fair arrangement
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package. Also, service users had assessed the performance of the service providers in a high level
of all aspects.

- Besides, it was found that service users placed the importance of the goal and
they had significantly different perception of service performance from service providers. This
meant that was, the service users had assessed the importance of the service performance much
lower than that of the service providers in eight aspects. When comparing the importance and
performance levels within each of the service users, it was found that there was a significant
difference in their rating of the product, place, process, physical environment, staff, and fair
arrangement package factor. There was also a significant difference between the importance and
performance levels in all factor among corporate respondents, government agency respondents,
and professional organizer respondents. For service users as a whole, it was found that there was
a significant difference between the level of importance and the level of performance: the level of
performance of service performance was much lower than of the eight factors, particularly on
distribution channel and staff.

Based on component analysis, the marketing mix model could be determined
into two forms: 1) the form based on the analysis of the importance level of the objective in
marketing mix factors by the service users and 2) the form based on the performance level as
evaluated by the service users. Besides, it was found that the appropriate model of marketing mix
for the MICE industry in Thailand was the model (form) based on the importance level analysis

of the objective in marketing mix factors of the service users towards the selection of the venue.





