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Abstract
This is a study of marketing strategy for creating an international competitive advantage

for entrepreneurs who are the stakeholders of the MICE industry in Chiang Mai. The aims of
this work are the following: 1) To study a marketing segmentation of the businesses in Chiang
Mai MICE industry. 2) To study a marketing mix that will enhance their ability to compete
internationally for businesses in Chiang Mai MICE industry. 3) To develop a marketing strategy
/ marketing management that will enhance their ability to compete internationally for
businesses in Chiang Mai MICE industry. This is a quantitative research; the data is collected
by questionnaire method of 145 samples. The study found that most operators have applied
demographic segmentation for positioning strategy. The target market are both Thai and
foreigners, ages of 30 - 45 years, middle to high income, that receiving support from their
organization to attend the MICE event. The targeted location will be in the city or in other
natural attractions. This particular group has a passion for luxury, and highly interested in
comfort and convenience. The study of marketing strategy found that respondents focused
on all four marketing mixes in similar level. The issues that were the most important were
based on promotion of direct marketing. The suggestion to develop a marketing strategy to
leverage capabilities in international competitiveness of MICE businesses are a survey to
determine the needs of the target audience, the training workshops to develop the skills and
service knowledge for workers, and also their language and marketing skills. Creating an
exceptional difference from competitors. Taking advantages of the online media tools as much

as possible and making connection with government institutions and other operators.

Keywords: MICE Industry, Marketing Strategy, Marketing Mix, Competitive Advantage
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(@innuduasunsInussyuLasingsang, 2561, wi 27)

WenansaSeuisuduiutnveaieiwazsiglaannnisvieafeiveslseinalnefusiuiu
dnaunsasseliaingaamnssy MICE Tudl 2560 wuitlveddnuutnviesiieavisdy 35,381,210
AU wardsielaannnisviewien 78 1,824,042 21UV (N5ENTINISYIBNALILALAWI, 2560)
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Overview of MICE Market Fiscal Year 2017

4 Revenue (Million Baht)
MICE Industry

2016 2017 Growth (%) 2016 2017 Growth (%)

M 258,483 259,901 0.55% 23,445 24,478 4.41%

| 263,556 271,793 3.13% 16,217 16,696 2.95%

C 298,564 300,273 0.57% 25,789 26,145 1.38%

E 180,480 215,992 19.68% 15,686 18,869 20.29%

Total 1,001,083 1,047,950 4.68% 81,137 86,188 6.23% _j
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NAYNSNINITAAINATUNEATUI X SD. FEAUANUEIATY
naEMEHUYAN 4.51 0.57 1nniige
NAYNSAIULANA 4.56 0.69 1nniign
nNAgNSANUNAINUAY 4.74 0.56 snniige
nagMSHANSeIBY 9 19U nsthiaue 4.79 0.41 snniige
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NAYNSNINNITAAIAAIUTIAT X SD. FEAUAUE ALY
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