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Abstract

Head of Project Pairach Piboonrungroj, Ph.D.
Email me@pairach.com

Duration 1 May 2015 - 30 April 2016

This research project has five main objectives: (1) to explore the connectivity in the
value chain of the incentive travel industry, (2) to measure the competitiveness and potential of
incentive travels in Thailand, (3) to assess the impacts of incentive travel in Thailand in terms of
economic, social-cultural and environmental aspects, (4) to predict the trend of the incentive
travel in Thailand and (5) to provide policy recommendations to stakeholders. The scope of the
study is the international incentive travellers to Thailand. Research methods were selected for
each objective including SCAAN model for value chain, Confirmatory Factor Analysis (CFA) with
survey data for measuring competitiveness and impacts, time series econometrics for trend
prediction and focus group for brainstorming the policy recommendation based from the
research findings to enhance the competitiveness and impacts of incentive travel in Thailand.

The research results have shown that: (1) a key player who connects the value chain of
incentive travel industry in Thailand is TCEB and TICA. However, there are still a lot of agencies
who always support the industry but could not link to the value chain, e.g. entrepreneurs who
are not the member of TICA or other government agencies. (2) Amenity and Agency are the
most important attribute which measure the competitiveness and potential of incentive travels
in Thailand. (3) Incentive travel industry in Thailand has economic impacts on people most in
terms of higher job creation and better income distribution. It is also benefit Thai culture since it
helps preserve cultural and historical sites. Yet, there are negative impacts on society and
environment, such as creating congestion in pubic area and destroying natural resources. (4)
Incentive travel in Thailand tends to have more seasonal trend. The result indicates that
incentive travellers prefer the second quarter of the year to visit Thailand. Moreover, the study

could classify market segments into two types, the raising star and the falling star. Therefore,


mailto:me@pairach.com

private and government agencies should prepare for the growing markets as well as plan to

attract the good-quality old markets.
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Abstract

Head of Project Pairach Piboonrungroj, Ph.D.
Email me@pairach.com

Duration 1 May 2015 - 30 April 2016

This research project has five main objectives: (1) to explore the connectivity in the
value chain of the incentive travel industry, (2) to measure the competitiveness and potential
of incentive travels in Thailand, (3) to assess the impacts of incentive travel in Thailand in terms
of economic, social-cultural and environmental aspects, (4) to predict the trend of the incentive
travel in Thailand and (5) to provide policy recommendations to stakeholders. The scope of the
study is the international incentive travellers to Thailand. Research methods were selected for
each objective including SCAAN model for value chain, Confirmatory Factor Analysis (CFA) with
survey data for measuring competitiveness and impacts, time series econometrics for trend
prediction and focus group for brainstorming the policy recommendation based from the
research findings to enhance the competitiveness and impacts of incentive travel in Thailand.

The research results have shown that: (1) a key player who connects the value chain of
incentive travel industry in Thailand is TCEB and TICA. However, there are still a lot of agencies
who always support the industry but could not link to the value chain, e.g. entrepreneurs who
are not the member of TICA or other government agencies. (2) Amenity and Agency are the
most important attribute which measure the competitiveness and potential of incentive travels
in Thailand. (3) Incentive travel industry in Thailand has economic impacts on people most in
terms of higher job creation and better income distribution. It is also benefit Thai culture since
it helps preserve cultural and historical sites. Yet, there are negative impacts on society and
environment, such as creating congestion in pubic area and destroying natural resources. (4)
Incentive travel in Thailand tends to have more seasonal trend. The result indicates that
incentive travellers prefer the second quarter of the year to visit Thailand. Moreover, the study
could classify market segments into two types, the raising star and the falling star. Therefore,
private and government agencies should prepare for the growing markets as well as plan to

attract the good-quality old markets.
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aranth lagideniinlsaususesiu 4-5 anuinian

WONIINNITANTIINNAUAENwazIDINgUTnieuTiwiadussiauds Sadlnsfnyinisnain
msviesdigaiunsvissieniiollusisiauasustuniala (motivation) voeyails SITE International
Foundation Tulssineeesudl Inefnwnisiuieufisvanssaugaedusunsunimeafisnieiduneda
MaluiaruanUssing AaenIuNSAMUARMANYUEYRINTINTBLUTUNTUTIISUALUTELANUDIDIANT UaL
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Hotel, Restaurants, Attraction,
MICE

Tourism <:|

Retail, Tours, F&B T~
PCOs
® Registration
EMCs
& ANV&IT
PEOs
DMCs ® Entertainment ® (Catering
® Stands ® Staging ® Florists
°
Tours ® Drayage ® Designers ® S
°
Transport ® F&E ® Production ® Speakers
® Team building ® Cleaning ® Rigging ® Security
® Social programs ® Marketing ® Special effects ® Venues

Al 2.3 maSeuifiswhadgunuesnmsviesiieuagildguniulud
fi117: GainingEdge (2013)

lunsdlvesUszinalng  ns@nwigeamnssuluddadidiuaudnde  esndudugeamnssy
sunuuln Tnglafinsduatuesnea3edslugiad wa. 2558 meldnmsauavesditdnaudaaiunisdnnis
Useyunasingsanis (89An15umau) dalu. w38 Thailand and Convention & Exhibition Bureau #

Yo W

Sinduluunuves TCEB Mufnwiasilifwjutiuissfinuvnisvisaiisuiioiluseda lnefnudnenimves

&

graMmnIsuNvesiisniiaduseia finsanidsivemiuasamniulagiuresgnavingsy 1 v

9 9

59U u (supply chain) 9audsuazqaseu Tenmauazdodiinvesgnamnssy anmindoulnoialy
suvilsuneigiidmansenudegaamnssuiineliAnustlovigeaniidluduasgiawasdsnuluisiay
AAdIY

defiarsandanimsldgumuesgaaimnssunmsviesienfioduseta  Tneszygsid
\Redes (stake holders) Fefeindugiauluvilagumuvesnisviesiivniiefusieia (supply chain
of the incentive travel) aunsauuseanle 4 ngu laun

1. Eﬂaq'ﬂmu (Supply side)

v

14 1 Y a ' PN =~ I [ . . . . 1 a a
oA gliusmsmsvisaiieniieldusneda (incentive service providers) 9 §3AaNN
$1UeINT Uraienes ssnavudninvieuiel Siunsdnnateees (suppliers) YaegsNamatne
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2. ﬁaqﬂaaﬁ (Demand side)

a a

lown gnArmdugdndwla (order makers) fle AAls 19T w3egsfafiseanisesnuuunis

Y

| a A g o o 1) I3 v Y a = vl o oA A o
NBUNYUNDLUUTIIREINTUDIANS LLazQﬂmé‘lﬂjUiﬂﬁ (end users) AD QVIiUSNDﬁMiEJQﬂmﬂiWW

nanulanssmutRaglasusaia

3. f7na19 (Intermediary)

a A

leud gsAemsdnnisvieaiiondleiusnata (incentive operator) @slagunniinazidugsiai
Fansmisvieadienvunslve)

4. mi'ammﬂssmumuumaﬁ’uaqu (Coordinators and Supporter)

Len 1IuNIAsg (government agencies) Feonvandumbesnuansay dalu. wie
mmzﬁ]uaaﬁﬂiﬁ@,l,amwiaﬂLﬁaaﬁal,mdwiauﬁmﬁ?u ‘ iauﬁwﬂaamumﬂ%’iﬁu q Mieades
peAmsUnAsesdIuTRiuriennznssun seuludvesdimiafidanulaneudiul  wasmiieny
AALENTY (associations) 9171 aunANgsAaNsIANviesflsnfioidueta wieaunauddngsio MICE
fudy 9 TuUszwmelneg 1@u TICA (Thailand Incentive and Convention Association) #se@n1
gamnTIINTiesiuvisszmalne iy

AmsmvesinlggUnuvesnsvisaisniielussiaansatausldfnmi 2.4

Mg uATUAYY: ddUl. M. A0MUYEY dANgRAMNTSNBNEa

#hin

Tour

. Organizer
Aawisn
sudoinidiu 9/ unde
e vioudten
v & & &
HUUN Naniu Uaigin

giuth (up-stream parties) - ﬂﬁu%n‘ﬁmsviamﬂm - gomfitanufiay

nanash (middle-stream party) - US¥nyias
v E Uanevh (downstream party) - u38n#l#oamsoraé Incentive

- sty
SCERC e

il 2.4 lassadohddgumunsvieadisniieldiueda

@

P a
NU: ABUSIVY

Weflansahislggumunsvesfisniieidusisla awnsautaUszianaudunounisaniivay
19 3 Ju nouAe AUl (upstream players) na1sin (midstream players) uaztansn (downstream
players) @sUsznaume {LHUSATT (incentive service providers) Anans (intermediaries) wazgneA

(customers) MUAGU
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2.2.2 UTRBAUTNWABLBUNTVIBATED
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£%
1% =]

Piboonrungroj and Disney (2009) lanuinhualunvessuddslumuiliiuuinTuasust a.A. 2005 3

3
av A

Uulndeainsuwes Tapper and Font (2004) vlusenuideiilasunnuaulafuegienn
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yossATefuilsgumunsvieaiien Jsldduaiilaseiissanssuegnanduszuy  (systematic
literature search and review) laglfun1s9aL191n9UYBe Piboonrungroj and Disney (2009) &
‘1/‘1’1ﬂwﬁuﬂ”iﬂmu%%&lugwuﬁaaﬂa%’wé’ﬂﬁLﬁuﬁaau%’uiuizﬁuuwuwsuﬂa lawn  Scopus, ABI/INFORM

Global (Pro-quest), ScienceDirect and EBSCO 521814 Google Scholar Lﬁﬂﬁmmmmaummm‘i%

o o  al
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o

chain" waz “hospitality supply chain”" uaglafnniue uuideuuiiedasziiient (content

analysis) wagduAudengnadaiiethlugauidenietes

Y

d‘ ¥ ¥V LY 1
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Theory) 1M3LA51%% (Zhang et al., 2009) ﬁﬂﬁé’ammmiéﬁ’aL%aﬂisi’]’ﬂﬁﬁiﬁi’fﬁﬁauﬂaﬁﬂumﬁmeﬁ 1
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fAnnmMTingineadamaniissniufiazdeddunisigaiuazeuismonmidodassdngd
Zhang et al. (2009) l¥SZuinnuuuiiaeddgumunisveadeatulasiiveunegaieluuvas
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TUaudeusnnseng 9 ndansvieadien
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a
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2.2.3 nmsdwsgidnneadasiunisandulatelussiamsviesiieaiveiduseda

UadpdrAgyfazdamasenisdinduladeulevieneaiugsianmviosieadiedusaiaty theades

]
) cva a v

fumsiwssigiiieadesiunisindulagelugsianisdansvisaieuiiaiduseia Weswinnsdndule

Y
1% '

FoAUAIMSOUINTVRIgINATAN ¥ LAENTEUIUNMINWANAIINAA R UTInATIY Aatulunisimmn
wlauiguaziunnsduasugsnansieniisniiaidussia  Sunduazdeudilalassadiweainly
Ununisviesfisaiteslusneda (supply chain of the incentive travel) augiau (actors) ¥4 3 ngu

9 {uan (producers) HUsEa 1LY (intermediaries) wazyindsingAugunsal (suppliers) ANUNITHUS
U84 SITE (2015) fen il 2.6

g
=
A

o ¥ - * a) Hotels
- The e b) Airlines
The Producer 29 Intermediary or * c) DMCs
v I third party : » ‘ e d) Res(tjaurants
\@ e ¢)Production
p— N c<))mpanies
. o f) Technology
e a) Corporations e a) Incentive providers
« b) Other organizations Fulﬁllrpent House, ¢ g) Ground )
Incentive House transportation
* b) Travel agency ¢ h) Awards
e ¢) Incentive Planner e i) Team-
building
¢ j) Motivational
speakers

* k) Giveaways

e |) Other service
providers

amit 2.6 dauluildnuavesnsveniisniieduseda

i AU SITE (2015)

Tunsdafanssumsvieadisadieidusaiatusziferdestuunumiiunnasiunwanisdulde

[ [y

H3U51993
Y

£ [y

anduly viserewdid ngluilasiumalnneineiiugnneitesiunmsdndulatelussia

Y 9

eXp

' [
=) L o =

nsvesngnieldusisiafesmiiumsiasgiunuimean o fedl

1. {iw&n (Producers)

'
a

Ao Q"”"%L unsiansviendisaiiofiussla Wiedanudeinisdnionssumsviendieniiody
51978 Toun usemilliisnsTa (corporate)

2. UszauuUnIeAINaNe (Intermediaries)

fio Moy vsAns gaRaimihdiAndeUsrauauiUAAdusne 9 Taslamzdwnaieiess
gafafidusnanamaildun Incentive fulfillment house 38 Incentive house #3aanvazidugsia

9
[ |

IN1Tvioadien (Travel Management Company: TMC) 'D:'ﬁﬁﬁléf’mmS%ﬂﬂ’]ﬂﬁa’;ﬁmméwiadLﬁ&l’;

25



(Destination Management Company: DMC) #30811ANTEAULIUTIANILAEIT09AUN1TIANITVIDLNY7

d' I3 U
WaLdusea

[y A W s

3. {innvsadnnaneiaas (Suppliers)

namTan gunsal an1uil Aanssu N 8IS wardewie q Nldlun1sdnlusunsuns

9
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eX2e
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vieaufien (Destination Management Company: DMCs) 118115 (restaurants) USHMENAngUNTaINa
9 (production companies) HlusN1sAUmAlLlal (technology providers) nsvudnAituRY
(ground transportation) AanssuMsiiseda (awards) Aanssuiawfiy (team-building) Unyng«la

(motivational speakers) U9uan¥3 (giveaways) éﬂﬁﬁmﬁﬁmau 9 (other service providers)
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91971 2.4: fAdedesiugsiansveniieuiieuseta

Uszihu Fgazden
guasdasgsRanvionfisuiiailiumeta 9903 (corporate) fidasmslisstatuminny vievheny Taod
(incentive business demand) 5’@1qﬂizmﬁlﬁa§]ﬂﬂﬁﬁmNamuﬁﬁ
gUMuTBsIRIITviendien Wleuseta gsiadnnsviaaiien (TMC) Tudsemesiumg
(incentive business supply) 53719 Sunsansifetuinaveadie (OMO)

gINaNsviBaieUsEaneng 9 Wy RN 91MTuaLATRIAN N3

=2 '

YUAS VINTEAN A uay

gsnansuuigd daamen

Anaduayugsiansvieaiieniioiluseda MNBNUMTERIAN TN ITRI UM TTAU ST YU TEAUUIUIYIA
(incentive travel supporters) AUIANNTTA AREIVINTTUAUNTARANTUIAYY
andunsAng gsnavudslarAuuIAY

gsnanfetasluumaauieIVaIeN1e LaLpIANTHA 9

2.2.4 NMFIATITANANTENUDAGIVINTTH LA

Tumsieneinansznuvesgrannssuludaoiasugituannsofinnsanlévisluseduamnnia
(macroeconomic level) kagszfiugania (microeconomic level) lnglusgAuganinaginnienisidang
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(@) mshdsmealulagvsaiufalul 9 uay (5) sarauvesidetvgluaividig q Nlinsiafanssy

FINTNAUN 2.7

Direct Spending,

Tourism <:| Employment, |:> MICE

Tax Revenues

Micro

Economic

World Stage >> Innovation & investment - media

Networks >> Business, trade and research links

Exports >> International markets

Access >> Technologies and ideas

Macro

Economic Knowledge >> Professional expertise

o

1N 2.7 HansenuresnavnsstludriaiAsugialusedunrninuazsEAuIania

i1 GainingEdge (2013)
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3.2.2 NM5ATIZRUUALLNAIY Time Series Econometrics a2 Scenario Planning
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Define the issues, decisions or key variables to be
evaluated.

Set the scope of study including the time horizon to
be considered.

Agree on approach, select team members, and se-
cure senior management commitment.

Identify key external drivers that are likely to influ-
ence scenarios.

Define the major internal variables that need to be ad-
dressed.

Establish critical relationships between drivers.

Collect quantitative, qualitative and expert opinion
data.

Assess the predictability and impact of the key driv-
ers.

Define appropriate measures for the key drivers.

Construct scenarios and develop a narrative descrip-
tion for each.

Test the scenarios using the data collected.

Update scenarios and set criteria for evaluating
strategies and plans.

Test sensitivity of strategies and plans under each
scenario.

Formulate contingency plans and risk mitigation
strategies.

Communicate to all constituencies.

Integrate leading indicators and key performance
metrics.

Refresh the data and update scenarios as
appropriate over time.

Repeat as needed.

AN 3.2 TURBUlUNISIASIEAINSNUEA YNl

fan: Management Accounting Guideline (2010)

3.2.3 N19ATILANBINENUAIUEIARYA Confirmatory Factor Analysis (CFA)
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Talagiasandiutiinisnainlaeiuiouifisu (Relative Market Share) WazdnsIn1slasgLAvlnves

panlnelseufieu (Relative Growth Rate) Mum151991 3.3 Anuaneil
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What type of
relationship is being
examined?

Dependence

4

How many variables are
being predicted?

|
| |
Multiple Single
relationships relationship
\ 4 |
Structural Canonical correlation analysis ]
Equation
Modelling Multivariate analysis of variance]

AN 3.3 TURDUNISLEDNASBILDTAALTIUSUNM

fan: Piboonrungroj (2013)

| Independence I
|

Factor analysis

Cluster analysis

Multidimensional
scaling

Caorrespondence
analysis

N

]

's . .
Canonical correlation
analysis with dummy

v
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Question marks
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Business

environment Safety and

7 security

Natural Health and
resources hygiene

Human resources
and labour
market

Tourist service
infrastructure

Ground and port ICT readiness

infrastructure

Prioritization of
Travel & Tourism

Air transport
infrastructure

International

. Openness
Price P

competitiveness
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fa7: World Economic Forum (2558)
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51938 dulaun naudlviusnisnisviesieaiterdusada (incentive service providers) ngugnAiduy

AV

i o 1%

ndndula (order makers)/nqugnA1ldusnig (end users) nguivimihAluiinansedegsianis

Y
Jan1snisviesieaiialdusneda (Incentive  operator) uagnguuniisaulszaIuukasaiuayy
(coordinators and supporters) s nnauaumarlfegierdedlugsianisvieaiivniieidusieia

Ya o

lnense MallaneIdelasuaiusiuiieainauiauduasunisussyuuiuneid (ne) vse TICA  uag
driinnudasunIsdnussuuazingsans vise TCEB Tun1sdnusyyudunivaliassiunanianuiuly
Uszinusing 9 Mifedesivanamnssunisvesdieaiionluseda Wietui 7 sateu 2558 lagaiuise
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ANUARTILAINETRdunetas

fAugshansvisaiisnivaidusneia

KUY

1. Political Impact

(Uadennansiiles)

[ [y

Syuayadagiu (manau 2558) denslvinnudnftysie
ulsvneiiieaivludedasetiles erfintiisnudigua
919 Favy. @1unsasIeuAUAUNTAlagnTIe
wenfguunTiiiedinisdoudiseaueniguunild
Turiuil

[ [

Sguradeliunundnauuleuiefagdteaduayy

grarmnsauludluussmaliuiniy 1wy esugia
FIUWAY

msinsUszaunuvemihsnuiifsidediidiie
ilfAneusdouluuftiny uagifiuuszansam

Tunisususaulinoedu

TCEB

CY 1 d' ! 6" £ | d' d‘
Unvieunginguludlaganizdnvioaieanunainnis
' a ] v a ! o ¢
e edusisiadinuesulmiduaniunisel
N9A5Lle9ABUT1SNA (Incentive group sensitive
and Political situation) \WunaninvieuieIy Uy
wansliiiuisaudrdgaesdadeaiuainuiuns
a A a ! v a 2
nansiilesniinadenisindulalunisifenyanune
Uanemeestinvisaiisndieidusieia
widndrlngnisdnnulugasinunsounuiiugiu
AN 9 ABUTI9IA wRenvazdiliiisane lnenesin
1193N13V0901ASFIUUITBTiAIUNE B NRAE TR
Haludatau Wesannldifinnisuuanaseds 1yu
ATUNITHAUITZUUTUES N30n151HANTIBLRED

aruayulusumsinnu

TICA

2. Economic Impact

(Jadumasugia)

Joauluduasitgnamnssudaunsariiduladny

e>2p

= a 19 d' a
HesnndigiugnAranUseinanusenaugsnalulye

DELA?
Y

3. Social Impact

Jadumesrudanunginaruludalafsfonns
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adgnadany)

atuayuiesiuinisdnfanssuseglaensaduayu

daanlususing 9

¥
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waNaINIFINA1T 9 Saweanndspulnediauduiing

%\‘1L@@ﬁ@ﬂ?i‘ﬂ@ﬂ’]i%@\‘lmﬁnmaLﬂu3’1\‘1’laiu1'1/|8

4. Technology Impact -

Uademanalulad)

A¥nauludueddn technology  transfer — #3e
connection development agti1ludnanisimuilu

geavnssuilsely

5. Environmental Impact -

(UademedawInan)

Adnauludlulagtuldidaiiudsanudfyaiu
Auwandouuntu In1sdndiaudeng q Tneddads
ﬂa%’amamuﬁaLmaamLLazﬁLLquuaﬁuauumaé’m
Ady 0 £ =

1 19U FuANERTUNIY way N1SINBLIUANATeES

AwInany (Green event)

6. Legal Impact -

(Uadenaszileunazngvune)

31NN1sFUNIBEINUINYAsouTeIlTEINAlNyTuAe

139309n9) 3z T8 U LIBRaN159nI

gj ‘&J o o 1
Wellluni1sdavinngu Focus

AATEEMIUNTOULLIAA SWOT IfﬂEJLLEJﬂﬂiuL@LIL‘IJL!GU@WUEJLﬁ‘EJ‘VNﬂ’WEJELULLauﬂ’]E’JUEJﬂ @W]Eﬂﬂu

a a fY a 2 Aa a ' a A & o v
M3 4.2: ﬂ’mLm’]mmammu‘mmamaﬂswwaqajﬂﬁlmiwmmmLWEJLUuiwaamﬁmiame SWOT

4

group  WaYHUN1WalE

[

'&SIL

o

L AgTeeringn aunsadi oAUl

Javunnelunaznieuan

1. Strengths - Ysgimalneiinnunseulusiuasisuulaasing

9 e Insguranay

(Varnelu) Aaenvursetalinud1Ayuazatiuayugnainnssuluded1esiowiiod

- AN lALUTIUATIUNITUTITUNIAT1UTIAN (price

U ady veo [ 14 ! N 1
Ao dNlTInANEIN1saluNISLITUANUNNSYIB L NIeIRE1s TTC

(World Economic Forum)

Wawseugunuusemadunilan

11390 The

Travel & Tourism Competitiveness Index fadnllneaidulssimaniiniang
wioumuassuUlnaedneaNgzanliiunsviesNgtegluduiud

21 970 141 Yszimamlan lnglaniznisvudaimniseinianineglududui 17

competitiveness)

WennanldinglumsiiumandiginaedesiunalsemelngAoudnegn

- anulaiUSeuluiugivsemavediveies Afanulusssummidugaue
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sudsanuwrldslaeniluvesnulnefioseden WwuizwnnIshausuLay
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Aagangutinvieaiewiieduseia

2. Weaknesses

(Vardsnelu)

[y

- ANUUABAN WAL TEUUSNEANUUADANBVBIUSENAADUL1AN 21NALAY
vl TTC Indunulilveiinnulaendeegiandu 132 910 141 Usene
- MIUGFUnanIsiloaniingu e1vdemaiun ndnualaiuladuaamiens
=l 2] v a ] dl dl ¥ %)
Wasliduuseinalne lnegnAmsenuisnuiiieiteiuanainnssunis
1 d' d' I3 [ v o [ [ [ [ 1
ounviaidusneialunatsUszmalnanudiagiuiadeainaniuin
WoaNA?3 MIln1snsguIavenesuadmuieiulinduAuiazdman
poUsemelunanssnuliiissusgnavnssuludiiesogaien
- paypansiivinueisndulunsiaudnenimvesanamnssuluduas
AMsvipaeialdus19Ta WU T3NS NAINITONDININTINUTDIATIEN
geamnssuAananiiodunlgeuleuedig 9 nseyraInINIvinwenIwu
AwlunisinseUszaruiudisseina NednisWaunliaiuiineady

'
v & o [ 1

anamnssuludlilunidnuntuidadudmdnduguiu mszaudiulng

o Y

isdndnenavnssuludriasls
- o | a A 2 o A
- WewnmswdsdumuganingUatenisvesnisvieswiigaiiiaduseian
Wingatu vaneUseinAlsaueaunaINviae veauiiananguiinvesiien
diowlusneda (Incentive  package) ieilumadenliiiunquanén lng
Usenalneieadwinauaiieassatugall saufeenuainvalevesdun
(product variety) Ngsillaiann ladinsAandndueilu 9 Aadu Fennisid
@ o ¢ ' - 4 v v
nsUSuUssiavassassauianalugl q ienaulandainuden1svesgnai
19 aggefagainvissiieniieidusisiadundssameladnuin
- vanendIsuNieItowariidiutisatuayuenaInnssunIsioued

] v v a Y v a wa =~ v A a
LW@LUU?"IQ?@ENN?‘TJ']N‘U']“UE)UIU‘U{]‘UGN']‘L! ﬁ'ﬂimﬂqiﬂﬁgaqux‘ﬂusl,ﬂ@LW@LW@J

Useansanlunisususnulingau

'
1 o % A

- mﬁﬂizafmmuswﬁw;:il,aummu (key players) ’Luqsﬁamsﬁauﬁmm

o

(%
I Y

WusreTaiiauaniUdsudeyav1ians saunsnisdainssuugiudoya
(database)  §alaifiuszansarnimingalg edadnudeen1sida1uaIngy

a v ' o v Y 1 a a
Lﬂﬁﬁﬂaﬂiuqmﬁqﬁﬂiimﬂqﬁ]iﬂgluﬂ’lﬂﬁiﬂu’]ﬂﬁ)ﬂﬂaﬂqismﬂ'E]'EJ'N&IU?%@‘V]SQ"IW

3. Opportunities

(annanfannnieusn)

- »a1m Emerging market MIfinsivlnaganaiied lnglanisUssinalunas

dudy dewalvigsiavatsedradulaluniouiuaiudenisainnguauly
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Useinadana1uiy. Useinalngiasanunsaldlon1aanngunainningi?
Tunsimusazlusiunliawesanaaidugemnelaienesiviauladiniu
nsveaieaiallusneda msnz31mufeIn1saINNauUIELNARING1I9Y
fanaiuduegnies q luaneiasughaniasvenefiiogesiaiioatiuies
- wurAnluSaeANUTedu (sustainability) Aduduiiaulaainialan ¥
Uszwalneosnlinauaulunisaduayugaamnssuludiiduluauwwifa
AanaNnegratles Autunsia lvate Iminluslamnisvien g
a s A v a i . o a 1% S v oA '
Tl vIednnanssuene q Agrelunisinudaanden Feldiieausiidunig
= g ! d' d' < v aa ¥ a o ! [
Aeainvisaieialduseianinudesnismukuifndenany dadunis
atvayulinulnedisiuguasnudwindeuwasimuusemaiuudadu lny

as 5y ! v 1
HaRNIzAnegiulssyyuLarAuIUMAIe 9 LU

| a aa a ' oA | a ¢

- ngugsiandauivlnegiedoiiies ag19gsnavievesasulad (E-
commerce) §37918A54 (Direct Sales) #39357981 (Pharmaceutical) 1¥u
naugnAdAgnaunilaveansveniieuiioilusela Auiumnnisdulaves

'
[ v a

sAasanaNduiuTusg1waLlied daudinaniulsemalnalunisnanauli

»CN

Uszinaanuisoudatulunisiluganunelaienisvesnisvesiisaiiesdu

1994

4. Threats

(guassmIINNIBUDN)

- Jaymanulddunsssaniunisainienisidleslunatedszme dswadunis

o

andaulalunisifunissenisidenganuievatenisvesdnvisaiieaiioilu
(Y] = % | r.:l' 1 o | d' r-ﬂl < v
52978 Wewntinvesneinguludlaeanizinviesnenieidusieiaiiniy
gaulmiuanIunIsaimInIsiliosraut9unn (Incentive group  sensitive
and Political situation) WU matatnvisaieIyNYUL Aeiulsznalng
9139¢lATUNaNIENUIINAMN LI LU UOUYB AT UAINIINITLEBIAIN

Uszwrdu q ylaniidwaligUasdlunisvieaiieuiadusisiaonsanas

aaa

- JgymonuanSuywevy (Human rights) vsewwnnisalisensedlunsdiind

o & = 1%

nInATussuLasngaded Jadudsznuiilanlieiud Ay wutuudy

Uszwalneanaazlasunansznulutdnnanssunisvioanenivoiduseianan

ISR o

Juildrvilmielmainariiudunield

- Ygyulaneu (Global warming) 71913ATENUAUNITYIOUNYINATIUAY

o
=

swieaunndnasunlasandymilaniouilidudndadudrdnlunisiden

9 Y

yamnevInIsiesfisiieiduseia
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4.1.2 A5UTLIUNANTENUNINATEFNY dean wazdauindaudae  Confirmatory Factor
Analysis (CFA)

nasanAnaugIdelamiussiauainn1sdasia focus group wazn1sduN el NI UgINT
mMsviouiienialusaianinsinssinanssnuiiensoukuIfn PESTEL waz SWOT wan Aazdiay
¢ v o 2 w | ° Y] ¢ v A =~ a & U a A W =
FalninUseiauninanuyinsduasievimeiniedion1siasenladeidedudy vie  Confirmatory
Factor Analysis (CFA) ievinnisuseiliuanuiitienevestlady

vd’vLiJv

e Idedldimuinuuasuaniientnaiufeidunansenuludiudie 9 veq
! = = [ o aa = ' [ 1 ' Aa
gna1vnssuAITvissgiellus1sianiideusemna laslinguidmuneiumitgausng q Aidiu
NeatesiugnaInnssuaangy nan1sfnwuanslanall
NANSABULUUHBUNY

MnMswInkuvasualasnsdTameiTeuasitunansidiTinaulud (MICE Expo) 53u

[
Y

9du 218 atu Insneusulunismauwuuaeuniu 55 atu Anlufewas 25.22 (wazdneen 5 atuly
MenaY) hazannsiduuvasunueeaulatiinisneuluugauauvisdy 72 aduainnisds 1,577 adu
wieAnluSesaz 4.56 laesauudin1sAnyasldddtoyaUgulanuuuasuniudiuiy 122 fegns

famns1eealuil

A15199 4.3: NaRDUSUANUWUUEDUAN

FAFAULUUABURNY | Ysznsiavian m%%?;;r;ﬁu mss;auuyjﬂii?ﬁhj ‘lsjﬁggmau 5@]5’1ﬂn§5ﬂau
WUUADUAUIAYATS 218 55 5 50 25.22%
Buaa 1,577 72 0 72 4.56%
$nushetefivhunld 122

ANUITYBILRDULUURRUANY

Tudhuusnvesuuvasuany fimsanaliszyfsteyaimnluvesineunuvasuny tAsafudnumy
Y940IANTTEMOULUUABUALYINI DY fifs sumdsny szoznainisihauluesdnitagty uasay
AnwiuinssmedlaluendoudifnouuuuasuauAningnannssumsvieaiiondierussiadamanseny
pE1INAe LATHFAY daA Aanndeu wariausTII NANSANYILARIRIANTT 4.4

dnuwazvosesAnsveIReULIUABANaINsatiuUsld 9 ndu Sesdiiuainanuiigsiian
Tnenguiinilsfonisdanisaudioud (Gevay 44.3) sesaanliuivignianisvieadisnieduseia
(incentive-houses) (fouay 14.8) Mirgausunisvieaiiien/lud (trade associations/MICE bureau)
(Fovaz 13.9) f¥amanudl (Venue providers) (Jowar 8.2) flsfusnisnudiaus (Event product and

'
a Ao

service provider) §3599Wn (Accommodation) US¥MAIwNUYiadiled (Travel agencies) 331981113
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WazLAI0IAN (Food and beverage service providers) wazdan1un13vioaiien (Travel and tourism

media) Tneandusauas 5.7, 5.7, 4.9, 1.6, and 0.8 UaRU

M3 4.4 SNYNEYDIERBULUUABUNY

Al UYssnn Aad Saway
HIN1591UBIUA (Event Management) 54 44.3
U3tmdansveaitoniieidusiea (Incentive- 18 148
houses) '
mhgunsvieaiied/lud (Trade associations/!

17 13.9
MICE bureaus)
. - {dmmanuil (Venue Providers) 10 8.2
ANWYULVDITIND — S :
;ﬂ%u‘iﬂﬁmuanum (Event product & service 7 57
(Nature of Business) Providers) _ '
USENAILIUYIDNNYT (Travel Agencies . 57
Business) '
qiﬁﬁlﬁﬁﬂ (Accommodation) 6 4.9%
gMswazLA3asRY (Food and Beverage) 2 1.6%
aamumimaqmm (Travel and Tourism 1 0.8%
Media)
1LaLTY 48 39.3%
g 45 36.9%
N 11 9.0%
S Aenlus 7 5.7%
UsenANNIeIU
dulatlige 6 4.9%
(Working location)
RGIGHAE 2 1.6%
LALIAN 1 0.8%
dand 1 0.8%
i 1 0.8%
Liﬁ“ﬂ@ﬂﬁjﬁfﬂ (Business owner) 3 2.5%
. i H3nN159171d (Senior management) 25 20.5%
ALNUINITINY
HINN1538AUNa1e (Middle Management) 5 4.1%
(Position level)
HInN135EAUETN (Lower Management) 30 24.6%
winay (Officer) 59 48.4%
Uszaunisalvineuludiunisg founin 2 3 66 54.1%
vieufigndiaduseda 2_5% 32 26.2%
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fauds Usznm AUD Sovaz
5-1017 19 15.6%
11171 10 U 5 4.1%
Uszndlaluandoud ney 62 50.8%
g mnssumvisadisnitedy | yade 41 33.6%
INTANUNUMABLATEFN 9N | Fyalus 15 12.3%
Fawandeu uariaussu sulathae q 3 304

TuUsziuiuiuriin1sineu wuddneukuUasuaNmIWuUIInnse1ld Seeaz 20.5
L presidents, managing directors, directors, chief executive Wag senior executive muﬁﬁwjﬁﬂmi
sgAUNaNesoYay 4.1 LUU area managers, country managers, assistant directors wa¥ senior officers
wonniisesay 48.4 Wunihowinly warfovar 2.5 Hudwesions

dwiuszeznameinulugaavnssunsieadisuiieifussia fovas 4.1 viauanunniy
10 U $ovag 15.6 YNOuLUTzUIUIZEziIansyning 5 9 10 U Sovay 26.2 9uN1sening 2 89 5 U
wagdowar 54.1 MuUINTEYzIa1teenin 2 U

uammnﬁuﬁawammmﬁ@LﬁudﬂﬂizmﬂmﬁqmammimmiﬁmLﬂ‘?imﬁwmwiamwgﬁa GG
Aaunden warSausssutu Insdrunnanindusu 1 Aedsundlne (Gevaz 50.8) mudeunade (Zow
ay 33.6) dwAlUs (Fogay 12.3) uazdulafily (Fosar 3.3) lasdilngvesneunuvasunurinnuly
Useinannalde (Seway 39.3) Ing (Sewar 36.9) mumenunyy (Sevar 9.0) &walus (Seway 5.7)
ulnilide (Gosay 4.9) ooawmside (Fevay 1.6) waunnn (Fovaz 0.8) 99a (Fevay 0.8) uazdlu (evay
0.8)

ADALTINTTUUIVDIABULUUFIUDY

A519ft 4.5 Femssenndmssaves 19 fudsildlumsinumaded duusdng 9 gnduin
Tngldnsuvaszdunudaiu 5 sedu Toun ldudeunndian (1) lidiuse (2) Yunans (3) iuge

(@) waziusIEuINAgn (5)

M1319% 4.5: aguAadadans s

. AU . .
Auls Aafe | A1SD | Agn | Angesn
1 2 3 4 5
Eln 0.00% 0.00% 13.93% | 49.18% | 36.89% 4.23 0.68 3 5
EI2 0.00% 1.64% 15.57% 49.18% 33.61% 4.15 0.73 2 5
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. A . .
Ay ARy | A1SD | AMER | ANEeER
1 2 3 4 5

EI3 0.00% 5.74% 19.67% 54.10% 20.49% 3.89 0.79 2 5
Eld 0.82% 4.10% 27.05% 44.26% 23.77% 3.86 0.86 1 5
EI5 0.00% 5.74% 19.67% 49.18% 25.41% 3.94 0.83 2 5
St 0.00% 3.28% 13.93% 52.46% 30.33% 4.10 0.75 2 5
SI2 0.00% 6.56% 38.52% 41.80% 13.11% 3.61 0.80 2 5
SI3 6.56% 22.13% 44.26% 19.67% 7.38% 299 0.99 1 5
Sl4 9.02% 34.43% 28.69% 22.13% 5.74% 2.81 1.06 1 5
SI5 10.66% 22.95% 41.80% 18.85% 5.74% 2.86 1.03 1 5
Sl6 12.30% | 25.41% 27.05% | 27.05% 8.20% 293 1.16 1 5
SI7 10.66% 19.67% 30.33% | 28.69% 10.66% 3.09 1.16 1 5
EN1 4.92% 10.66% 37.70% 36.07% 10.66% 3.37 0.98 1 5
EN2 1.64% 11.48% 36.89% 35.25% 14.75% 3.50 0.94 1 5
EN3 12.30% 19.67% 32.79% | 27.05% 8.20% 299 1.14 1 5
EN4 9.84% 12.30% 27.05% 35.25% 15.57% 3.34 1.18 1 5
an 0.00% 0.82% 13.93% 56.56% 28.69% 4.13 0.67 2 5
Cl2 0.00% 1.64% 14.75% 43.44% 40.16% 4.22 0.76 2 5
cl3 0.00% 6.56% 31.15% 46.72% 15.57% 3.71 0.81 2 5

Total 4.14% 11.30% 27.09% 38.78% 18.68%

Han1INATaUANNLLTaTe

1. MRsINARUATILTiBInsudedUsEney (Composite reliability)

dnsunsfnwaeillfinismseaumiuindeiievesteyauuuasuniy Tumsmadeuai
aenAdasfifronuusiaet naannsinauiisinsadeesduseney (Composite reliability) #u31A7
Cronbach’s alpha FadusaiitTaaruindetie (Cronbach & Shavelson, 200d; Zumbo & Rupp,
2004) vosuUsursdimannnda 0.7 wevua enusauds Cultural Impacts (Cl) kanaI1dILUTUH I8

wuudnaesAuiweteglussRusausuls fanns1ei 4.6
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A15799 4.6: ANANULNBINTUTIBIAUTENBU (31UIUFBENe = 122)

AuUs \wsughe (E) | deau (S | Fauandou (EN) | Samsssy (C) wravn
Cronbach’ alpha 0.7588566 0.7545080 | 0.7286031 0.6329702 0.7717127

(%

=gy ' . - . vy oA ° ) Ay A o w
n1597alallel (under identification) ¥aewala tliasaInituIudIegslivesvsomanduius
(correlations) HAngaisedniuluiunilvieaesindindedudsaumils q ensgniadeumeriinung
(outlier) AstuunALng outlier 3sgnasIvaeululusunsy R iemdndeyaiiinuinunfnndeyaduy 9
vy o ] o ° a1 oA A v A v vy o
HANlAYAIaINNITATIRdUNUTIMNAILUTUHIvBIwUUTIaeadid1Aud e delussAungausuld d

AN 4.7

A5 4.7: ANANULNEINTUTRIAUTENDU NATAnTayaniaUNG (I1uIusiiet1e = 111)

Auus \wiswgha (E) | e (S | Feuandou (EN) | Samsssy (C) Wavin
Cronbach’ alpha 0.7444226 0.7594253 | 0.7617314 0.7239149 0.7870474

2. MINAEBUNITHAINWAIIUNANAN8AILUS (Multivariate Normal Distribution)

Tunsdnuadelinpaeunisuanuasunivaneiulseaeds Shapiro-Wilk test wansnAaoU
Wudwam%’uamagmwﬁﬂﬁuﬁa %@%aﬁi{fﬁﬂ’ﬁmmwﬂLL‘U‘U‘Uﬂa d sERUtedRny p-value = 0.0002233
(p-value < 0.05)

3. N9ATI9ERUANNATIMEANUTUNIRLaYANLALAUATUTIUSIAU (Unidimensionality
and convergent validity)

MMIRTREIUNUIN At mihvesesiusyneulumsinsiesduseneududuiidunnnii

A09vvaeAIANAIALATEY (p-value < 0.05) AatiupsAUsznaunivsndgmianiinsgselula

A5 4.8: ArAuAssemulueniflarAUnTLTaUTIaU

y AERIINVBIAY ¥ . .
o de v ANUABALATDY p dminasAusznau
Aaulsndaunala ARNALARBUNINTFIY
un3gu (Std.err) (Std.all)
2(Std.Err)

Ell - - 0.795

EI2 0.157 0.314 0.733

Eld 0.178 0.356 0.618

Sla - - 0.711
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4 ANERIYINYDIAINY v . .
o e Y ANUARALATDU 4 dmtinasnusenay
aauUsndanala ARNALARBUNINTFIU
4n5g1u (Std.err) (Std.all)
2(Std.Err)
SI5 0.175 0.35 0.863
EN2 - - 0.747
EN3 0.170 0.34 0.836
cn - - 0.629
Cl2 0.268 0.536 0.904
cl3 0.167 0.334 0.473

4. NMSATIVEDUANUATIAIYAIUATUTIIUN (Discriminant Validity)

Ansuni1sininlassas1anaeiumsiosrusenaunnanenanunsa iy Tunisanwdlygnis

A3I9dRUANNgNABITBITayAal T LuntuN s suWisulaswaslagldrmaiflaaua

L3

5 (Chi-square)

FENINABUUTIABINUT nlastadisvesusazfnlsiianuuansiavasAlaguaisnssduniy

AANALAADUDENAUDE 0.05 AINNSI9N 4.9

A3197 4.9: NIATIVABUAIIUATINILAUATUTIT U

TAs9a319 AULANATNYBIATLAELAIS
El vs. S 46.94

El vs. EN 46.313

El vs. Cl 37.827

Slvs. EN 3.301

Slvs. Cl 66.381

EN vs. Cl 64.319

NAN15ILATITHBIAUTENBULTIBUEGY (Confirmatory Factor Analysis Results)

FuUstiang Mudsgniunldlunisusefiunansznuvesanainnssunisviendisaiiodu 19

L2 = L dl ! U dd‘lw o U = 1
51978 KANISANYIAIAIS19T 4.11 WUIRwET TnAuuNIE B UUI1a8e CFA enalansiannulyl

N ENTRILUUIIaednIn A Comparative Fit Index (CFI) &1 0.602, Ttucker Lewis Index (TLI)
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AU 0.534, Root Mean Square Error of Approximation (RMSEA) AU TneAndi 0.150

gausUlPvBILUUTIaRMUNTEN RMSEA AsiiAntaenin 0.05 (Yoon, 2002) Uanainil Standardized

LY

Root Mean Residual (SRMR) &3¢l

'
o

1AINSERUNEBNSULS (ANUA151971 4 .10)

A15799 4.10: AULTINANUNUNLAUVDILUUIIABINT AT IENUIT LT WY

fyiaNUMUZaNUDY .
. ANINLUUINADY Lneun L N158UTU
WUURIABY
X2/df 0.000 <3 v
CFI 0.602 > 0.95 x
TLI 0.534 > 0.95 X
RMSEA 0.150 < 0.05 X
SRMR 0.216 < 0.05 X
AN997 4.11: HaRInLUUTIAeIs T ziladuddudy
fiauds Estimate Std.Err Z-value P(>|2) Std.lv Std.all
El =~
Ell 1.000 0.482 0.740
EI2 1.066 - - 0.514 0.721
EI3 1.101 - - 0.531 0.684
El4 1.248 - - 0.602 0.706
El5 1.249 - - 0.603 0.720
S| =~
St 1.000 NaN NaN
SI2 -1.251 - - NaN NaN
SI3 0.266 - - NaN NaN
Sl4 1.562 - - NaN NaN
SI5 -3.011 - - NaN NaN
Sl6 -6.325 - - NaN NaN
SI7 1513.740 - - NaN NaN
EN =~
EN1 1.000 0.134 0.157
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iUy Estimate Std.Err Z-value P(>|2) Std.lv Std.all
EN2 5.346 - - - 0.717 0.714
EN3 7.684 - - - 1.031 0.865
ENA 7.774 - - - 1.043 0.879
Cl =~
an 1.000 0.489 0.684
Cl2 1.189 - - - 0.582 0.837
ci3 0.710 - - - 0.348 0.509

Y aac 1 Aa

paRNdasLUsN LT d AunsadaTalann AuAINIINATUL (F13) S1AN9demsunsne auan

v 9

[ '
=

waruinishugmamvnssumsvieaisndieiduseiadfiudu (E15) dwwsanuasainuaylassadianugiu

WaWIATY (SI1) AuAINEITIaENTINYIANUARAAERATY (SI12) §n5INSiine1ueyINTINEITU (SI3)
v o X a o 44' = I3 a v € a

n13AUTELNgITU (SI6) INadgmmediausesnshuneanegead (SI7) LinnseusndsssuvALay

AqInany (EN1) siNUaN1IENI90INE U1 LA89 hazaey (ENG) LahUUINaodbandNadnsnadunaan

CFI ﬁLﬁ@J%ﬂﬂ"lﬂ wae 0.969 L‘ﬂu 0.602TLI 970 AUEIAUAIRITIN 0.952 L‘ld]u 0.5344.12

AT 4.12: FBRTIAAINLNUNZAUVDILUUIIBDINTIATIENU I TITUTUNS P IR U5 balvaneay

AYTAUMNIZAUYD . . s .
. ARINUUUTIADY NIy QUECRHEY
MUTEREER
X2/df 0.077 <3 v
CFl 0.969 > 0.95 v
LI 0.952 > 0.95 v
RMSEA 0.060 < 0.05 x
SRMR 0.059 < 0.05 x

agdlsfinnn fuvsdananudazgnidnluuds A1 9RMSEA uaz SRMR §apsdnindaseusy
FaNsUSULUUIIaR99NASY tneede error-correlated indicators Han1sMSIa@BUINAT modification
indices (MI) WU correlated error s¢%#319 SI5 waz CI2 (Ml 0.244): El4 waz CI1 (Ml -0.127); SI4 uag

CI1 (MI'-0.115); EN2 wag CI1(MI 0.134); EN2 wag CI3 (M1 0.215); El4 wag Sid (Ml 0.222)
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A15799 4.13: HANLUUIIABINITHASIEAUITTIEUTUNAINTARLLUTA bl runzay

fus Estimate Std.Err Z-value P(>|2) Std.lv Std.all
El =~
Ell 1.000 0.518 0.795
El2 1.008 0.157 6.432 0.000 0.522 0.733
Eld 1.016 0.178 5.707 0.000 0.527 0.618
Sl =~
Sla 1.000 0.706 0.711
SI5 1.282 0.175 7.317 0.000 0.905 0.863
EN =~
EN2 1.000 0.750 0.747
EN3 1.326 0.170 7.781 0.000 0.995 0.836
Cl =~
cl1 1.000 0.450 0.629
Cl2 1.398 0.268 5.214 0.000 0.629 0.904
cl3 0.719 0.167 4.299 0.000 0.323 0.473

A1519% 4.14 Lanted1AITLuuTIaesdauansalun1siaTen lnee1edsainal CFl, TL,

RMSEA wag SRMR dlAivindu 0.992, 0.985, 0.033 waz 0.046 mud iy Feufiasausfgiumandiin

wuUINaeg kTN LML S AL

v
[

A15799 4.14: PULTINANUNUNLAUVDILUUIIABINT AT NUIT L TaB U Y

ftiAumsnTaNYaY . . oy .
. ARINUUUTIADY el nsEaNsy
wuudNaeg
X2/df 0.311 < 3.00 v
CFl 0.992 > 0.95 v
U 0.985 > 0.95 v
RMSEA 0.033 <0.05 v
SRMR 0.046 <0.05 v
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HAAINASANYINITIATIENBIAUTENBULTSEUSY (Confirmatory Factor Analysis) Wul1 AauUs
10 shudsanniedu 19 smudsaunsailuldinszinisatdvayuiilisegnainssuvieniiaail oy
seialdegneliveddny anudngrunisinwaiuisaduduladinuuitasslunisusziliunansenunig

a

\AsugRavesgnavnssunsvioniieaiioifusieiausznevldae 4 dadede nansznumaasugia
NANTENUMNIIRN NANTENUMNSAINADN UWag Nanszvumaiansssu neiesdusznoueusariade
f1e 9 fall BN = Snsdeemdfindy B2 = Snafsturesneldnnagiia wesnandusiinasiy (GDP)
Eld = \iansnszanesegld Sid = aslenian1sdunuinisnalauds S5 = andamigifugniasas
EN2 = \fiumnuunuiiy feauuedn uasanumuuiuvesues EN3 =vhanedsdifinuasviedonin
a1 = AeliiAnAamainyatonsianssumatansssy C2 = dualunsuaniudsuinusssy was
C13 = synyinusssunagluna@ny 1wy dslgnaiiauazoyanid
NnMsAnudmuninnssuinanseuresgranunssuviesisdiierusieTaluninisinigdns
sudsduiidmiintn 0.795 dsgandmansgnuiivdeluduasusiafiiininfinduressslinisgsia
uay GDP uagdiniansyareelddaiidimined 0.736 uay 0.615 mudidu dwsumsiuiuanssny
FudsaunuigramnssunsvienderdsalfAngiRmamansasifindu (0.844) uazanleniafanssu
Fununisnansudsdeanimvin 0,694 uenanidamudiedigrainnssunisiesieaiioduneta

b4

dsnanszvuluudavdedunandou neifiua1numuiuiy A uLedauarANIILLLYEI LY AN
thniin 0.828 wazshaeAdTiauasitadonmaaeaiuiin 0.7434 LA INUAIYINRAAINNTIUNIS
vieufleafiodunatainisfudidmansenudiuausssuesnaiifddy fedniniin 0874 vans
duasunisuandsuiaussay wag animin 0.659 vesnsneliiAnarumainvatenisianssum

TusTIu kaznseusnwinusssuwaslusIuanu (0.487)

A15799 4.15: HAINLUUIIABINITHATIEHUITTIE WY

fianus Estimate Std.Err Z-value P(>|2) Std.lv Std.all
El =~
Ell 1.000 0.518 0.795
El2 1.011 0.155 6.505 0.000 0.524 0.736
Eld 1.011 0.176 5.752 0.000 0.524 0.615
Sl =~
Sla 1.000 0.679 0.694
SI5 1.306 0.182 7.182 0.000 0.888 0.844
EN =~
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ENZ2 1.000 0.741 0.743

EN3 1.331 0.168 7.939 0.000 0.986 0.828
Cl =~

an 1.000 0.470 0.659

Cl2 1.298 0.241 5.380 0.000 0.610 0.874

cl3 0.704 0.159 4.426 0.000 0.331 0.487

9INNIAIUI Weighted Mean Factor Loading w84 Latent Variables Tus15197 4.16 wui

'
U 1% =

Tngsauwainissuinansznuludiudng 9 vesgaainnssunisvenieniioidusieiatu daou

Y

1% (%
o Y o Y

quaa‘umm%’Uiﬂ'mmuﬂmamsmmnﬁqmﬁa HANTENUATULATEFAY fignduidn 4.10  ausae
NANTENURUTAILGTIY AUndon uasdany @aeAmidn 4.07, 3.23, uaz 2.84 muddu Sauansly
WHUQHLIAN (AW 4.1) FnanslidiuAimnvesEansenuLAazay (Seiu 5 = Mﬂﬁqm, Sy¥eU 1 =
tioeiign)

AN5197 4.16: NMSAIUIUANRRLEIUINTNVBIUITU LR

oy Aladedag
L Andmtnan y
NANIENUINGATMINTTUNWIBATEYD Ly g 4 WI9RUN
. . AN ALRaY ALaae
iadus199a (Weighted
- (Factor Loading) | (Mean) (Factor
(Uadeuss) Factor Loading*
Loading* Mean)
Mean)
NANTENUNLATEFND
finnsdenudiudu (E11) 0.80 4.23 3.36
fnsiinduvesseldmegsiouas
0.74 4.15 3.05 4.10
GDP (EI2)
Wnnsnseanesiele Eld 0.62 3.86 2.37
NANSENUNIFIAY
AALENIANTAUNUINITNAL (SId) 0.69 2.81 1.95
2.84
andeyygURygn;199319s (SI5) 0.84 2.86 2.41
NANSENUNNA NN DY
FINANUALNLLY TIAULDSR LAY
. 0.74 3.50 2.60
AUNUILUUYDIVEE (EN2) 3.23
VanedsiiTinuazyiadenin (EN3) 0.83 2.99 2.48
NANSENUNIIAIUTTTU
AglmAnANUaINAaIeNIeNaINTTU 0.66 4.13 272 4.07
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s . Aladenag
L4 AvinA .
NANTENUIMNPATMNTTUNYIBLTNE s L o dntin
4. . Adntin ALane ALaRY
Wedusneaa (Weighted
Ny (Factor Loading) | (Mean) (Factor
(Ua9aupl4) Factor Loading*
Loading* Mean)
Mean)
MeTausTI (C11)
daadunsuaniudouiansssy (C12) 0.87 4.22 3.69
ousndinusssmazlunaanIu Lo As
., .. 0.49 3.71 1.81
Ugnasauageauasg (CI3)
—e—\\/eighted Mean Factor Loading
Economic Impacts
5
4.10
4 ()
3
2
1
Cultural Impacts 4070\0 ® 284  Social Impacts
@

3.23

Environmental Impacts

A9 4.1 wugiisauansantivinvemansenulag s e 4 dnu

37: INNNTAUIN
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(%
oY

TukAar ik Uswea99NaNTENULARLA UL UANNNS LU BUTBUAI LU N AL ALRALUD I LU

1 o

welalaifiannd 4.2 Tagdauusurandiarmnuddgiininigame nsduasunisuanasuinusssy (C12)
wazmulsudsndanafenuanssdneninggae N1in15IURNTY (E11)  uagn1sdaaiunig

wanLURsWIRINSSIY (CI12)

Factor Loading and Mean of Latent Variables

Ell

13 g EI2

AN

] =
secees  ARRY

- = Anun*ALaae
cn Sl4

EN3 SI5

EN2

A 4.2 AdntinanudAguazaAladsvesiLl st oy

P37: AINNNTAUIN

'
=l ] 14 1% ]

Waunvayanu AaudiAg (Importance) ﬁ@lﬁma Factor Loading HazAIANgAIN

Y

(Performance) N&WNALAINNANLRASVDILARLHILUTWELAITY @1U150UULARIAGININ 4.3 WU

anunsouwdalailu 4 ngudsil

LY

o o oA = 1% o [ v v LY Aa o w d' a o
dMIUNGUN 1 Gemaslvanudfdudunuusn {]%QEJLLN\WI?LIﬂ’}’]iJﬁ’]ﬂiqu}iJ’]ﬂVl?jﬂLLagﬂJ NYATN

<

A 2 | a = Y v = v a £ = o X
A9anAD NTAWATUNITLANUATUIRAIUTTIN (C12) MIUAIY UNITINNUNLIU (EI1) hay UNITINNYY

g

vos518limsgsianas GDP (E12) lunguiitithwanglisnwseiudnenmlilwldunniian
wennnmsinedmuiilundgud uifindnenines 2ifiunruvuiuly feauueda uas

ANLMULLYRsEE (EN2) aneAalTinuasvindonin (EN3) uay antlymgiRmmmiansias (SI5) tu

wdiliganninuideintnauddgrestiadoudandriiohiidnindniundodioutusg suds

A A

au Woglunmi agwudn 4.4EN2 EN3 uag SI5 dednenin 3.5, 2.99, 2.86 auanu deildngninlu
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msaldinnni Famslésunaelalddoraundnenmlunsduaiugramnssunsviondeaio
Jusedasioly

Tuvnigiingul Geusznevlude 3nseuiniinusssunaslusaaniu Wy dsoats uaz
auasd (C13) nsnseeswld (E14) war nsatvayuliianuaINialevesiangsunIeImus 53U
(C11) wihedidnenin (Vean) gausiiehilduinauddosfiandefisuufutsudenagudu wn
fenudululd msinisdnasmminenns vienu lunmsduadudadonduillutetauiadelundui 3
moly

dsungudl tuildusifem Bmmiuddquasssansnmiiestian fo nisanlontadunun

MINANUAT (S14) Feanunsadunfinnsanduiigarnelsmnivinensieawelunsimu

Performance and Importance

5.00 @ @
fg 4.50 .o .
] ) [® EI2 Cl2
2 4.00 ci :
~ ® fiq
) [ Walk
é 3.50 Average Mean (3.65) @ ® EN2 @
g 3.00 °
‘% ' ® S|4 EN%IS
Q- 250

Average Factor Loading (0.73)
2.00
0.45 0.55 0.65 0.75 0.85 0.95

Importance (Factor Loading)

N 4.3 AeudAgLazfnennvesiiuUsae

P37: INNNTAUIN
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Impacts

c3

cl2

cn

ENG

EN3

ENZ2

EN1

SI7

SI6

S

5

Sl4

SI3

SI2

Sl

EI5

El4

EI3

El2

Ell

Mean

. __[JKwi
Wby
. ________________ &K
Nl
[Pkl
- [KK
- JK¥
I 3.09
. 03
I © 56
I 0 S
[k
. _[JK¥Ji
. ___________________________[§
- JcXU
. JKkb
. JKKU
- _________________ WK
- ________________ WX

0 0.5 1 1.5 2 25 3 35 4 4.5

Mean (Performance)

ai i a = o ' v
AN 4.4 ALRAYNLLAANONANYNINUYBDINANTENULFHAL A

P37: INNNTAUIN

4.2 anantonleslurialdamen (Value Chain) vasgsianisviaiisaivailusneda

AnudenlesesilgnuAvegsnansvisaieniaduseialitunauvainszuiunisasanm

ANNIABLLD

[y

fudunen 9 9andunis (origin) Tudsuatenis (destination) Liiednlusunsuvisadioalag
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aeluilgauusenaulumedaniiufanssundn loun
1. Producer: Us®ls19ia (corporate)

2. Intermediary or Third party: U3enSudnnisvisafisniioldusiela (Incentive Organizations
%30 Incentive house) gsfadan1svioaiied (Travel Management Company %38 TMC) kaggsnaniu

NNIANTSNLINULMEIDUNYY (Destination Management Company #38 DMC)

3. Supplier: §l#U3N13 (service providers)

Y]
= 0 !

Fesarndrvazidufinerdeddunisdniufanssundnvesgsianisvieniisniioidusieia

Y
1%

wenanifafiniirssuiiiudiuaivayuiioNazvigdvieanuazainlunisandusnuundaniy
Aanssunandneie lnelussauuiuiviagiianiau SITE (Society for Incentive Travel Excellence) #
| o a | N A & Y] Yo = i = | | .
geimuIgshInsvisaiieiallussiauaslidAusnwsing 9 saufianiieauedns IRF (Incentive
Research Foundation) fiatiuayunuidesiunsviesiisniioduseia uazluduaienianiiosdnsidl
unumdunaudnnimeazdigdszaruaulunisdnanululssmalneduddnnusasuiendie 9 laun
avnANduasuNMITaUssgauIugd (ne) (TICA) drinnudauaiun1sdnuseyuuasingsans (@auu.)

a11Aulsasung (THA) kagnsens1ansviaafeInasiiiwarnsviaNewislsemalng mnmn.)

]
a

NWATBINIsANYIAUTaNlelYRuA1vesgsAan siendis e dussialanmsiuves
' Y a v | | & | o A v ..
wslgiananalunini 4.5 lagudsialdaueieaniluasdiundnae Aunig (origin) wazualenis
(destination) Fsarnaunisludslatenisiuaziinszuiunisvesnisdinnisnisveadendioduseia
1A JURBUNITINNUNUIIU (plan) TUABUNITUTEAIUIIU (coordinate) WazTUADUNITAINDY

(delivery)
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origin

A

A

destination

v

Plan

Owner = Corporate
max

ROI

4

Corporate

IT ‘ ROI

Awardee

Coordinate

Intermediaries

3 N 2
Incentive organizations/ O
Incentive house

T

Delivery

Service providers

Full-service incentive organizations

AL

Fulfillment service companies

Data|$

Data |$

Data/$

lEmployee] IDeaIer I

Planning the IT program

\
TMC@ Online

\ 4

Operate the trip

Online bpoking/$ >|

Restaurant
Airport
f Local
‘ Hotel I Attraction
Food and Tour Guide
Beverage
Ground
| Venues transportation
ment
(Nightlife)
Team
building
Mednhomsa: 13 o Equipment
visa / Police
Immigration (Traffic)

| TICA(scrving decision-makers, organizers and planners to the highest levels)

TCEB(promoting and developing business events)

SITE R

International (origin) € Supporting Organisations -> Domestic (destination)

il 4.5 vhalgyarvesgsiantsviesiieuiieidusisia

P37: ALY

ANSNT 4.17: NSTUIUNITIANISVRINSVIRAsBie dus19Ta

YUADUNITITILNUITU

(Plan)

JUNDUNITUTZEIUIY

(Coordinate)

JURUEINDU

(Delivery)

o a

senilufianssuman: Corporate

o a a

HAlufanssuman: Incentive
organization/Incentive house, TMC,

DMC

Heilufianssuman: Service providers

P30TUNAELDDS

= Jmung ROl %58 ROO

" fnaaviserusranunu

" Femnegnldlunisdalusunsy A3
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YUADUNTITINNUITY

(Plan)

IUABUNITUITZTAIUIIY

(Coordinate)

JURIUEINDU

(Delivery)

B {sziiuann Performance Wag Total
cost of the incentive trip

" {18989 Destination wag
Incentive house/DMC @
asAuen (value) 109 IT Toigendn
;ﬂaﬁﬁunumqmsﬁu (financial
cost)

" fSusetavieaiinotaasdy
yAra1Nsluesdns ({untieany
NINYINTYARANTD HR) 130 U3l
g5 WU FunuTmdg (1w
PUILIIUAIUNITAAA)

" aumunsanseadisaiiedu
s1e¥avsessniuulusuasunsiA
31978

" Guflunisdavsuvieadion

" yYszifiuna ROl %30 ROO #833n

TUswnsy

Incentive organization/Incentive
house vhutihfioenuuuluswnsuen
99 duasuniineu

- Full-service incentive

orgazations

- Fulfilment service companies
TMC/DMC vhwihiidalusunsuvies
Wie Uszanuauiutanenig

TauAgliusnisengg

vieudioniiofuseTa
IANTASAENG LaLA N5 VISA
Msdies @enisiuy

AROUSU

Tsausufiin ammsiadesi
Suenms $udn aaudidnRanssy
anuiivieaiiendiunavla lnd
MsRuMsnAituRY

(Ground transportation)

AAN35U LU team building,
AansTuduasuANNIURAYBUSD
deAw (CSR)

walulad software
MITEIANUaDAAY N15AT19T

gUNIUTNLITRY LU LATRAHES

pA
(4

YUADUNITINLLANUIIY (Plan)

JUNBUNITINUHUIY (Plan) Tudunauilin
a

'
[

WHuAINTSUNGNAD U

a v A

SYNNABINITLIATINTAWA

1% o Aa

WinUYIegnA LesnnuIEdeINsiineany asislenalunisuig wiensedulrignAvifanssy

AuAT FaginsAniiengnlasusisiaiiumiheanudiunsnensyana (HR)

Y

A 1%

NI NIUNTITNATRN

(marketing) Ineflisusnsiassssiduyanainslussinsdeuseniigsivsiutues wiadudunis
FufudnanUszaunuiesuiurnunulunisinnisiesieniadussia Fansianisueusneiad
fUsgansameesusadmvunenielifie n1sAd ROI (Return on Investment) #58 ROO (Return on

Objectives) ge#ian Faneuunaeainisussidiunaainialusunsulunsasass
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ROI/ROO = PERF/TOUR

1

Corporate [<]
o | e ]
—>{ Awardee l—

Planning the IT program

Performance Evaluation/Recruit

Planning the IT program

Evaluation the ROI/ROO of the
program

AMA 4.6 nMsvisafieiieduseiannyuewesuTeniilineeia

o

P31: ARUEITY

fumaunisuszanuau (Coordinate)

susuumsdanslgguynumsieadioniiedunstaannsoudld fai

1. Uiwmddunisdanislusunsuvieadinierdusnatasesdiedlagnss (Direct Contact):
U%ﬁ%ﬂ%ﬁﬂLﬁuﬁﬂmﬂﬂﬂmimL’e]\‘i‘if!ﬂEJEJINﬁQIUSLLﬂiiJEJﬂEJ'aQﬁQLﬁ%NWﬁﬂﬂﬁu paeAIUNTIAYIUTBaITEn
Feagihmsuszanuiugliuinsludaemslaonssiutesmiseulat 19y nsassiinlsausy nsass

b4 =l a [~ b4
U115 Msensassdten1siunelulsemavesUsemavatenig Wuau

Service
provider

CORPORATE I Direct contacts
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[

v a v v v 1 a P ) [ . . 1 < dy
2. ANUIYNIVIANTNITVNOUNSUNDLUUIING (Intermediaries) Lutaanidu 3 JULUUAIU

2.1
1
! Incentive house \
1 1
CORPORATE [ . Service
: Fulfillment : :____-| :____-| provider
| House 1 TMC i DMC
e == ——— | I [, 1
2.2
Il _——— s s '; [f===== [f=====
Fulfillment ! TMC i DMC Service
CORPORATE L — .
| ouse : ----- o provider
2.3
RV N -
ervice
CORPORATE X 1—: i

provider

Imaﬂy’ﬂam'guLLUUU%’Mz%’ww%ﬁw%’u%’ﬂmwimLﬁsjal,ﬁal,ﬁuiwﬁaLéihmLﬁuﬁaﬂmwwmmm
4 Incentive house, TMC Wag DMC Iagudsmagimunidmansvaanslissauddwionuliiy
Incentive house iandniunsdeiiiodamifiazldustauagimunaoaziBoanisdaniu sauia
swasBoamudioamnng 9 Wy srdulsusuiiin Snuasundsienien suuuunuwiss viea
Useitulafiey Hudu Faazuenarudesnmamaridlusui®n TMC uag DMC iedamiliuinisingg

fluAuFBINTSTeIUsEnavteuT e ialidunguidmunesialy

Junaudsnau (Delivery)

]
o (% 1

Tudupeuiitedudiuddyandmsuldyaaigsnanisvesiienfieilusiamsizazdeds
UDUHUNINLAIH U ImNAouaUs19TalnAuNqudinuiy Fan15anduanuaiuddunimifge
UYargn1agnsuiayeulun1saniuldseoeiia1naunuLaginI s uuIUNeaunAls Wieazyinlv

Y

naudmunenlasuseialasuanudserivlasazaiiusepddalumsvinuluassiely visdnsdengl
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Usnshutanene usEmnsudnnisnisvesiiediiaidusisiana Incentive house, TMC, DMC %#3aus®mi

(%
[

|

T519¥aies (Feamneeaulail) deslinisidenassdaianan danungnsidsevivlaiensuliu

! Ao QY a v Y] s oy
nauihmnenviliusenussqingussasaneals

Aliiu3Nn13 (service providers) vaeslgyarvesgsianisvieaiisuiiadusisiausenauluse

159usu9Nn (hotel) @1msHazLATaIAN (food and beverage) auuidu (airport) @1en150u (airline)

a ¥

o Yo o Al a I aa
A0UNTAU (venues) AIANANTINES1ANENAALUTL (team  building)  @anunuraula (local

Y

attraction) 31UALAZSIUDIUT (shop

and

restaurant) NANISUAWATUAIUSURNATBUNBFIAL

Corporate Social Responsibility (CSR) Aanssututiisnounansau (night life) Inavias anuvasads

N13UdINIANUAL (ground transportation) WaznstiusnIsvalulageensinas

[ 7
v

Patlilius N1sweazseaziin s dunuwanaeiuly dawandlunisnai 4.18

Y

1599 4.18: nsrUIUMIALTuLveliuINsusarUssny

fiieades nsaniiuau U0
Accessibility -Aauuiu UTEEUNUIALATIUTBINS -11528 VISA
(MspuuANYUdy) | -arenistu sy lumsidndles iieauazann -NSVOANUTILLNTD
Inadunss warTIALSIATNALNIG N9
sieusolig msgeusuiiauuy S1UIIANNALAINU
-ANTVUAININTIE (HST) _ms¥aniseesanemsuienely war | msiumienieituiu

—UANIATY

-USNSInsang

MEUDNUTENA (WUULYILMLIET K30
& a o

LUULABNYIUN)

LA YUY TN UL AU S ALY

WigaNemAaI1WILTNLAUNNG

Accommodation

sausunnseeu 4-5

-RINNNTEAU 4-5 A7 Vi30TdINN

(Fivinusa) AN a1311505995UNEY Incentive laliigane
Fapsndmunau -91888B8ANIHOUTY LU 1159
incentive msadeusu naldl wdedwesfisedn

Hudu
Avenue anufisesunisdn denanuiiiiaruunga gy
(Fouiianiw) Aans3u team building | aauflanunsasessusiuautindiunis

-aadidmiudausz
Supnsiianinse
5835Ungu incentive 1¢i
annufidmsudaianssy
CSR

Wansvieaeniadusnedals was

au1sasnnanssule
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v %
QLﬂEJ'NJEN

AU

RN8L1R

Amenity -sruvanssallng Ademninpumaduuidniinnen
(Fe81uneana ﬁyugm AeUseine 395 dudesiinsenuie
d2aan) -AnuUaensiy AU dzantunsuinislunninu
Bumesiin/nedle W Nshasedeas n1suaneesle
Rarededns Foansfianansalnshnseioldy
“UANIZAUANE LT Sumesidadieliinfumdasendy
91NNA VLY Usznevaanu
-FPUVASITUEAY LRI PR OHEATITG R PRI IRL
a5 snguiieTessUNEY Incentive
Attraction anuivieafieafinsgala | - denanuivieafioafierlugeitoziin
(edagela) qavieaiiiertendes giRunainanudseivlauas
DIMNIUAZLATER vieudfieniiiuusanvadan S?iﬁ@j’%’mm
unasreui a1n3a adeassAvsaiuAuRanssy
“83EIN drluluaonuiiviesdien wu n1sdl
-UsANAN/UTANLTY wundeusu dedunaluiierin
TussIH finsrdomnsndesouduiiioadns
auiunsulawinung
shaveanuiiviendisaviosdusie
ANUNIANHLA
oswansenuTidenass Aid
savRRLarANNgan sauluienis
SomsomnsTiadsasse
yesiisEAnifienumne
Activity -AanTsudaasuam - BeonAanssuiimunzausutniiunis
(Ranssw) Suilnvaurodens HuRensauivilisdndeuaans St

(Corporate Social
Responsibility)
-13N35% team building
-A9N334 training ©3ORN
ADUITURNG

-UNANIA

anunsaadresUselevdAulfiuTosaud
dunaluvieadion wu nswamn
Tse3vuseslana
(Fendanssuiildszesaitos uaadn
Uselemilsiiurioshuase
-ARnunINImusTINUsSTNalingy

Incentive o L%EJué'
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4.3 fingnmvasgsnanisvisaiiaaieidusneda

[

NSRRI IAANUEITANIIMSLTsTuasgaRneUatenIensvisaiiaaialusneia

MAREiFnsnmsgRamnssIMeaiisieidunstasundnuiiinsidonganne
Uaneyansviesiiioniletdusataiidnenmuazannsoudeduldffigadoninaintadslauazesiils
Ay AfedsliFnunnuantRvesganneUaomaivnzanlunslivssiiuanuannsalunmswsiuves
mneUaennvenflsnfioduseta dunounssuiunisidoutseandu 3 duneu THud ns
NUNIUITIUNTIUBE10TUTEUU (Systematic  literature  review) LarnsAsIEmilon (Content
analysis) MywamuUiassdmiuliinnuanslunsudaiuvesgemneanemamsvieniioaile
Husne¥a uwaznmsdnssiuuusiasssenasie Confirmatory Factor Analysis w38 CFA wlauszifiugn
diflddaauanunsolumsudeiuvesyamneuaemensvieaisnfiodussadufumedunauas

oA A v = Y] N
U']L';U@ﬂallr]ﬂu@f;ww&lﬂiﬂ NN 4.7

Acknowledzing the difficulty m selecting the most competitive
destinzfien for mventive inip

:r ¥ '.
i
: Systematic literatwre review of incenfive- :
] travel destination competifiveness i 3
1
1 H ..
| T T : Reviewing the ge 1 Concep.tuahzzf.lﬁ.g the
i nature of incentive-travel
' : components and features of from supply and d 1
1 - . - . 5
1 Reviewing the Reviewing the ! incentive-travel program perspect
! incentive-travel tourism deshnatlo\n : i =
i destination competiivensss H | |
\ I
* ’

Developing scale instrument for assessing the incentive-travel
destination competitiveness

|

Testing the validity constructed scale instrument

l

Preserved competitiveness of incentive-travel destination

®

AMA 4.7 Juspun IR innNEInsannIsuliuegaineatensnsviesfisiioluseta

1Y

P37: AULIFY

4.3.1 nMsnuNILlssunssuednauliuszuu (Systematic literature review) Lazn153LASIZH

Llaw1 (Content analysis)

Nﬁﬂﬁi%UVl’JU'JiiﬂJﬂiill@EJlNL‘ﬂUizU‘ULL@%ﬂ’]ﬁ%Lﬂi’]%ﬁLﬁ@‘lﬁ"l WUIIANNAINTOIUNITUT ST

yanuneUanennanisvieniieiierlusneda w3e Incentive-travel destination competitiveness (ITDC)
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Fndudesiinsaulatis1anuuuauTINAINITIATIE AT US T U UL NNz aNU1saUTE I UAILRAINTANE

VeIRMENURvRIAINgUAEN LAY

4.3.2 nsiaukuuItaasdmiuldinanuaiuisalunisudaduvasganuiglalenienis
vioadiguiadusneda

=2

Na9INN1INUNIISsUNIINes1nluszuy aarddedddiiniswauisuusiaesiadtn
mmamﬁaiuﬂm,tqusﬁ’u@wmaﬂmsmmmsviaqLﬁsnLﬁaL@uswﬁa%ﬂmimﬁamﬂmﬂLLUUﬁi’ﬂaaq
AnaNtR 10 Usgnisvesgamnguatenisnsvieadioalud (Ten-attributes of a MICE destination (10-
A) model) 84 Piboonrungroj, Buranasiria, and Janapiraganita (2015); Saelim, Piboonrungroj, and
Chaiboonsri (2015) fdfaildfadunsiamnnanunaaseuitenuaunsolunisusiuganneg
Uanenanmsvieaiieniioiusieta wie Incentive-travel destination competitiveness (ITDC) ae
mmmmaﬂuﬂmm%’qumaﬂmwwummi‘viaqLﬁaa %39 Tourism destination competitiveness
(TDC) vhatimugdidusaldtuuAnvialdnudwie value chain wldidunsoulumsidesududu

wuudnaenaauUR 10 Usenis (10A model) fan il 4.8

Incentive-travel Destination Competitivensss

f

Value Creation

_ aoa) —
Awareness /Award, Advance Busines: Opportunity,  Agency,  Accessbility, Accommodation, -
Avenue/Area, Amenity, Attraction, Activity, Accountability g
! i ! ! 8
1
. | Activities ,f
Enertainment | ) ﬁ
Destination Ground ! Hotel function & B
qualification ! transportation facilities E
! [} [ Food & Beveraze [= !
p—t Booking Travel Accommodstions }— Betumn
t ! ! Shopping |
. . i Horel operation i
Plznming Air transportation and Services | !
f Visiting >,
Sightzesing
Incentive rp !
i Desizn ! ! !
i ! I |
Incentive Planner Participant, Intermediaries and Supplies

29 4.8 nseuluAnnTIdunglawaRnvdlgnu

a o

17: AIVY
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[
v Ao

AnaNtR 10 Uszmsiigniwuiielfiiusdiaruannsolunisudaiugamaneuatonianis
viesfiendiodusata W msauwpuauEs (Accessibility) fiWnuwsy (Accommodation) @aufidnany
(Avenue/Area) s61uaBAINAEAIN (Amenity) ﬁqﬁq@mia (Attraction) Aanssy (Activity) §Usznauns
ssfvafuayunulud (Agency) armmionvesaulusiosdiu (Accountability) nmsudnsulenaniagsia
(Advance business opportunity) War319aRazANA S9N AN TINTRILLY (Awareness/Award)
TnenaantaudazUszianldgnuiadumbedesifiofinnsanyuuesiudig 9 vesnuautAsnaism

M9 39 mihedey Feanusaasulananini 4.9 - 4.18

} ) }

- Short time to get to - Easy to travel around - Convenience to get to - Low cost of access to
destinations the destination destinations the destination (e.g.

flights, VISAS)

v
Y o

AN 4.9 FITFIANTISANUIALVUEAS

l | } l

‘ Convenience ‘ ‘ Variety ‘ ‘ Capacity ‘ ‘ Quality ‘ ‘ Pricing ‘
- Easy to find the - Various - Hotel with high capacity | |- High quality room - Competitive (low)
appropriate hotels accommodation types to accommodate large- options price four and five
group of participants star hotels and/or
resorts

v
LY o o

AN 4.10 FTIANNNLLTY

‘ Advance Business Opportunity ‘

! l

Partnership opportunities ‘ ‘ Networking ‘ ‘ Knowledge exchange and transfer
- Destination is considered as hub for - Nice opportunity for business networking - Potential opportunities to exchange
corporate headquarters and building trade relationships with the and transfer the related knowledge
related business partners for future business development

AN 4.11: fFINsHANAUloN1aN19gsAa
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Accountability

|

- Destination got promoted to
incentive-travel destination
and receives strong suppotts
from government and MICE
bureau.

v
o

- Low crime rate and traffic
accidents

AN 4.12 fFTnanunsSenvesaulunndiu

- Political stability

Acrivity

- The incentive travel
suppliers and incentive-
house provides theright
products/ services as
promised

- Authentic festivals and
special events

v
o

AN 4.13 FTTRNaNTSY

Uniqueness

adventure, etc.)

- Unique activities with cultural experiences
(e.g. team building, cooking class,

‘ Agencies ‘

}

- Creative team-building

activities

Numerousness

Professionalism

|

‘ Knowledgeability ‘

l

- Collaboration of government
bodies, Associations, Incentive
travel suppliers and Incentive-
houses in the destination

v
Sv Y

- Many different organizing
agencies suchas
management companies
and transportation
operators

- Professional and -
specialized organizing
agencies who know and
understand theincentive
travel market

2Nl 4.14 faipgUseneunisssnvatuayuaulug

Amenity

U

The destination provides
effective support services for
the needs of incentive-travel
tourists (e.g. Multi-language
speaking customer service,
information services etc.)

l

l

|

‘ Comfortability ‘ ‘

Adequacy

Efficiency

Quality

Modernity

I

v

n
i

- Cleanness of
infrastructure
facilities

- Enough basic facilities
for the tourists’ needs
(e.g. drinking water.
well maintamed and
waiting rooms and
toilets, etc.)

- There are on-demand
online media contents of
incentive-travel destination
(e.g. the detail of
destination is available on
online news. reports.
videos. social media)

- There is high
quality catering
facility

- Fashionable and
modemn destination

AN 4.15 FTIRABIUIEANNATAIN
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Aftraction ‘

|
| | ! }

Visual appeal Comfortability Livelihood Variety

- Natural landscapes - Comfortable climate - Lively city nightlife - Various shopping
including history & culture options
sites

£
o o

29 4.16 FTIndRgala

‘ Awareness/Award ‘

! , }

Recognition Impressions Awards
- Popular tourist site - Well-rated for high quality services and - Winning awards for some sort
venues (e.g. the most-visited, or/and top of Excellent Hospitality or
recommended destination) Services Standards

v
Y o

AT 4.17 FnseTanazanudnsaanfanssunaiu

‘ Avenue/ Area ‘

Flexibility Mulfi-function

- Offering highly flexible - Multi-function venue - Unique venue for theme - Superior venue for
and customized services suitable for on-site events capacity crowd
activities and parties

v
Y o

AN 4.18 ST IRADIUNIAIU

Y o

waanliwuudaesdineuaunsatunswiaiuganineUatevnanisiesfieaiiousneda

a v =

we MepneITeReliimunuuaeuaIuiioauAMILiLAgIfUANEITa UM SUYTURAIEUane
nenmsviesdigniiadussiaduiiiiedes Tnefingquidmunendnlaun ginnuisaineniadusieia
(incentive travel organizers) Mieglunauusemapden IUNsEIBNvsonauAuTNgITedlugfianis
) ' a A g ) . Vo A o X% ¢ 1Y) a
Jansvisaiieaiieilusneda (incentive house) finnvsadnwatsieasauludseauniidlon (MICE
. Aav U W ] a a o ' ) A A A o
suppliers) UTEnFudan1sganueUaten1nIsvieiied (DMC) usemvudsseaunsidlen 15ausuvses
403NIEAU 3-5 A1 AUSLARIAUAUAEIATINTIANTT LIMINAIUNTVRUNYY SIUTIMUIBIUNTE

aunAueng o Mnetasivgaamnssulud
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HARUTUIINUUUFRUATY

Anugidodauvasuniudiuu 218 yalvidunguidmanenguusn THuAgd s MICE
Expos fsnTuludn.a. 2558 (The Second Thailand Domestic MICE Market 2015 fisanSmdeslvai,
Lanna Tourism and MICE Expo 2015 fisewimdeslug, IT&RCMA and CTW Asia-Pacific 2015 i
NIUNNUMIUAT way AEC plus MICE Expo 2015 ﬁﬂqaﬁ’aawé’MLUa§ UTENALILALTY) LaZTIUTIUNGUL
melufuieatu Kadfifies 55 edldsunaneusunduavidermiiuienas 2522 Tasuuvasuany
$1uu 5 yagndneennendaiesnindinevlsiauysal Savdeifivs 50 yaflansatluldlunis
JAszvsioly

drouiunguilaeaunanmsdsdluadidavalineunuuasuny lasanzidelddsuuuasuny
soulatuuuluRuBwadlyumiis s e whaus1uIL 1,577 My witiiies 72 viuheeud
eULUUABUINAUINes ALy saivdeAnduiesay 456 Fududaniireudsliesiileivuiuny
Anudnumsvieaiisrduiiieadeuarldinsiudoyafindeiu

Frfunanauiuanuuuasunuiomnduau 122 gadsgninlulfussdurunaiisensuldluns
THdunduseshaiioTiaseyi Confirmatory Factor Analysis ¥3o CFA (suianguinegnadusindmsuld

Tunsiasgst CFA finuaadlaeldnanaeas Rule of Thumb wui1 N = 110)

ANULYBINGUENDULUURDUANN

" Y

ANZARTULUIIN YL URIEMBULUUABUAINANENYAILTIAVDIBIANT AUENIUTIATYRINTINIY
MNAILLS Auszezalidvinnuiuesdnsdagdu saufsanuiuvesnaniinnyssnelaluy

o deunanusantsduladfianlunisiluganuievateniinisvisuiieniouseda wananenisnad

4.19

M15T 4.19: SNYALVBINFUERDULUUADUY

fauds Uszian A21UA Souaz
HINN15UBLIUA (Event Management) 54 44.30%
UsmdanisveaiivndiedusieTa
18 14.80%
(Incentive-houses)
mhenunsviaaied/lud (Trade
} ) 17 13.90%
ANYUZVDIFIND associations/ MICE bureaus)
(Nature of Business) é’”mmamuﬁl (Venue Providers) 10 8.20%
HLUSN3UBLIUA (Event product &
9 7.40%
service Providers)
U3tsunuvieadien (Travel Agencies
7 5.70%
Business)
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Al UYssnn Aud Saway
§§ﬁﬂﬁﬁﬂ (Accommodation) 6 4.90%
gMshazA3eRY (Food and Beverage) 1 0.80%
LAY a8 39.30%
e 45 36.90%
Ay 11 9.00%
L. CRGITH 7 5.70%
Usemannieu ——
dulatle 6 4.90%
(Working location) —
ORGIGEGRE 2 1.60%
WLAUIA 1 0.80%
dond 1 0.80%
Giu 1 0.80%
WU (Officer) 59 48.40%
L . HIAN1558AUA"4 (Lower Management) 30 24.60%
ATLRUINTITNIUY —
§3nN159171a (Senior management) 25 20.50%
(Position level) — —
HAAN1338AUNaN (Middle Management) 5 4.10%
Lﬁ]'wmﬁq‘iﬁﬁ] (Business owner) 3 2.50%
Toanin 2 U 66 54.10%
Uszaunisaliaulusiu 2-5% 32 26.20%
nmsvisafieaiodusieda | 5-109 19 15.60%
177n31 10 U 5 4.10%
g 52 42.60%
o FRIGIGE a5 36.90%
UszmAlueBeuiignanvinssy — -
L 4 e GRGIRTE 19 15.60%
ANsNagILWaLUduUs199a ——
. . . dulailide 3 2.50%
TunumnuLAsEgne denu —
- Y . audud 1 0.80%
FILINFDU LAZIAIUTTTH
an 1 0.80%
Bu e 1 0.80%

= ' v & % o [ a v o Yy A

1NAN5N 4.19 NUTNRINFRBULUUABUANVIIVAA Fagay 44.3 viauegluusenianisnug

Usl (event management) LYW DMC 509a931ABUIENNGY incentive house (Feua 14.8) uag

MIBNUUTTLANANANN1TAMTD MICE bureau (Fogay 13.9) mua1iu lagdiulvavihuesgluseme
o U gj dﬁl

wnalouazUseindlng Anlufosaz 39.3 uaz Seway 36.9 aud1du MelldneunuuasuauaIllng

Juniinauily (officer) asanissosay 48.4 509aARNNIAUMUAINUAIUNUTITTEAUETS (lower
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management) kALKUINTIEAUAS (senior management) $1UIUSagay 24.6 Wag 20.5 Auadu tnedl
Q’ﬁlﬂulﬁwaﬂ (business owner) 895088y 2.5

Q’ma*uufuuaa‘ummd’auimg'ﬁwmulﬁﬁuaqﬁﬂs{]ﬁ]ﬁgﬁuL*fjJunmﬁaaﬂ'ﬁw 2 U (5oway 54.1) 5098930
S o <3 s o v d‘l =3 2 QAI [
Aovulussegiian 2-5 Uduiudosay 262 wazlilnnuaAuiNYeEAauLUUaBUUAIRY
Uszinalunguendeunminuidnindulssimafiaunsawdsiuldnngalunisidugamnevaieninis
Nounendiaidusata Sevay 42.6 @anUsywalneniuiimeUsmantasnasUsemaganlus 31U
Soway 36.9 way 15.6 ANUANU

[

ANSAATITVEDALTINTTUUIVDY scale VBIRITIN

£

fainanuausalunsudsduganineyaleniiniseaiewiiodussiagnuusesndu 39 f

[

wUsdoy lngusaziulsgagazgninnaumuussianaaanuae 10 Usenis (10-A model) adiauys

anunazandInlagld 5-point Likert-type scale Tunsuussgrumnuandiu lagli 1 Aeldiifiunigetig

Y

1NK3e “Strongly Disagree” 2 fApliiifiuniense “Disagree” 3 Apolifimnuiiu/idunats “Neutral”
4 FawiuRIEYSe “Agree” LAY 5 ABLIUAERE1NYSD “Strongly Agree”

HAN1SANYINUIERBULUUaBUR AUl vseSeuay 44.58 naUNINELAY “4” 138 “Agree”

a

Tunshimnuiuiuduusgesvianun visilanade (Mean) vaeuusianuneglugag [3.67, 4.27] Toed
A1 Standard Deviation aglu%34 [0.70, 1.02] Faiiavdenaiianitaniaielngsiuvesiausnmun
flo 4 uazen Standard Deviation lnesinvesimuUsvianuafe 1 ag1alsiniuuddn scale vosdiavazdl

Aaws 1 89 5 usnansfinwindunuindiavianfigagneusuuasuaiudnlnglianuiudenungiay
2 Tuvauzfidauiiunniigaio 5 nanslasziididianisvieadisuiieidussianansinisned 4.20

aa a Y

A15199 4.20: NMTAATIEREDALTINTTUUIVBIILUTERENTVIBUN EJ’JLﬁE]Lﬁui’NSJJa

Fa¥a feia Anga | Anlade A1 SD
nsiaumandsganangldiaaies cesl 2 4.05 0.81
madunangluganediy ces2 3 4.05 0.70
MIFUMENERANEEEAIN ces3 3 4.17 0.72
Funlunsidandsgavanesi (du asiaiesdu Avi) cesd 2 3.98 0.89
iR vnzaulsing coml 1 4.20 0.95
fiwnvaneUsznn com? P 404 0.78
ﬁIﬁﬂLLsmﬁﬁmmmﬂﬁm%’maq%’uﬂa:uQ'Lsﬁwﬁqumuwwiwzg com3 2 415 0.78
iesinannmgsliiien comd 2 4.16 0.80
Tsausuviosansnawin 4 — 5 aniifinnsudaiusmusinn com5 1 3.08 0.98
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AYIn fgia AMNER | ALY #1 SD
yamelasunistustlunlidugannedviunisvieadieadiedy
37978 LLaulmumiauuauuamnLwLvunﬁmmamwummmau . ) 410 078
wheueulud cou : '
TSN II1vYINTRALRURWANIATIATIUTEA UM cou? 1 3.67 0.93
PNUEAANUTUAINIINISILDS cou3 1 3.75 1.02
fluinmsdamsvieailsufiedusstaiinsdnuinisgniesa
Y coud 2 3.97 0.81
dryayn
mngdwmAanaazdludnuiaula tivl 5 407 0.75
aNa a % ca & Y Pz
iJﬂlﬁ]ﬂiiiJl:aimﬁiﬂ\‘lﬂ‘iuaumfmﬂgmjjl@ﬂaﬂ‘wm tv2 9 416 0.79
(u N8I3, MIHaAY 1uAy)
aa a o [ @
HRanssuETuas NI duiia 3 9 4.02 0.81
S I L4 o C% 1 a o
yavneUaenstaiiugudnansesdtinnulvgvesuiem vani 9 3.08 0.80
ﬂﬁL?J’]JJ’WH]LfﬂmJ’lEJL‘LJ‘LJI@ﬂ’lﬁVImJENmiﬁiﬂLﬂiEJsU’lEJ‘VlNﬁ'iﬂ?\]ﬂ‘U van2 ) 4.03 0.82
33NN
fenalunisuaniudsuanuidmiunsimungsialusuian
van3 2 4.01 0.70

ummmmaivmwmmamumﬂs% MBI
etes cﬂuuam'ﬁmiwaamml,wawuiwaamaiu genl 2 4.06 0.77
Nudl
fimbeeu gafafilawmaninuany wWu UsEndans uasy gen? 5 411 0.71
TAusnsnsuUEs
fwhenuiitleondniidilanainnsvieafioniiedusneta gen3 2 4.09 0.75
mnefimsatuayunsuinisdmiugidnsunmsveaiieaile
Wuseta (e sﬂmﬁmiaﬂmmwmlwawmm flusmsdoya | sen? 2 4.15 0.76
W)
lassasaiugIuinLEEen men1 2 4.07 0.75
Massadeiiugrufiiissmenuaudesnis (wWu tiay wesh 1u
) men2 1 4.01 0.81
mauaaaulaummﬂmwmaﬁuaqmimmmmmaLUuiNqa‘mmq
fupmudeIns (e FUALBLANYINUIANNILAI 9 NN men3 > 408 0.82
35le uavdeluiduaiifiesing 9)

fAweANLaY mﬂmumsmLammmﬂsuawﬁmwaq mend 2 4.16 0.80
avsngUaealliauviuadly men5 1 3.98 0.84
HiviAtn19sssuYR TuisanuineUseifmansuagiausssy|  tral 2 4.17 0.72
AvIeTanNINeINATIMLZaY tra2 2 3.95 0.78
e dudloifitindneumdu tra3 1 4.04 0.87
fanuilidenTevesivainuany trad 1 4.13 0.80

84



3 o v '

AYIn fgia AMNER | ALY #1 SD

fapundanundanudaveugiannsauuusdale venil 1 4.05 0.87
fanuidnnunianuvainuaisluiandunislaaueig o ven2 2 4.17 0.75
Hanuidnauiniiendnealdniudueu ven3 2 4.16 0.78
Hanundnanuiisosiuaudiuauinnle vend 2 4.10 0.72
avaneiveidesluvginvieuien warl 2 4.27 0.70
AVITTEAUAZLUUARAITNNITUNTUALADUNTR (19U

o v v | a = A [ av Yo

uILGIveuieInniign uaz/vie Wugamuneilasunis war2 1 4.17 0.76
wuzdNgn)

yaranelasuseiasunsiinisseusuiaLazInsgIuIg

T%uUSn1sNA war3 2 4.14 0.83

4.3.3 ms%Lﬂsflsﬁﬁ";%ﬁ'ﬂm’mmansn’tumsmia%’qumaﬂmamemiﬁauﬁ&nLﬁ'aﬁlu
51998018 Confirmatory Factor Analysis %58 CFA

Howhemiiaeuannsolunsusiugamnetaenenieadeniedunetaiildainnis
afanvuiasstiudniudesgnuaasuiiiossidiuanuindofiowararundumnduna Tnsends
wiesdle 2 dldun ﬂ"lm’mu'wL%aﬁauawhmwmﬁmmLﬁuma (Reliability and  Validity) wagaailin
sEAUANILMLNZEN (Goodness-of-Fit Indices)

wamimaaummﬂ'ﬂmmmL?}aﬁauazmmmL?Jut,ml,ﬂuwa%aaé'\"s%’i’ﬂ (Validity and
Reliability of the measure)

mmzﬁ%’al@fﬁ’]miﬁﬂmmmmmLG?J'@LLazﬁ'ﬂmmLid]um@Lﬁumamaaé’asﬁi’mmmmmmiumi
wisduganungatgnianisieniioniiedusetalasldiniosiio 5 vialdud A1 normality
A1 composite reliability A7 discriminant  validity @1 convergent validity and n1sva@au
unidimensionality test
1. NMINAABUNITHINLIIUNF (Normality)

nsAnwadl dvaseumsianuasUniivatefauds (Multivariate Normal Distribution) #2835
Shapiro-Wilk test lagnan1sAnwinuinteyaiinisuanuatiuuun@nie normal distribution (aein
W = 0.62644 wagA p-value = 4.328e-16 39 p-value <0.05 9goUTUANNRFIUNAN) Toyauands

M597 4.21

A15199 4.21: HANITVAFDUAITHINULAIUNG

Anann Shapiro-Wilk normality test (31uuA29819 = 122)

W 0.62644

p-value 4.328e-16
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2. PIVAFRUAMUTIBIRSLTeRUsENOY (Composite reliability)
ﬁ’]‘Vi%J‘Uﬂﬁiﬁﬂﬂﬂﬂ%ﬂﬁlﬁﬁﬂﬁﬁﬁ’maauﬂ’J’]Zi,J‘L!'WL%@ﬁaﬂaﬂ%}aiﬂaLLUU&@UOW&JLW@M@&@UV’DWN
donndasfifiowuusiant naanmsinmufisinsadesiusenau (Composite reliability) wuin
Cronbach’s alpha Fadusilinrnuundete (Cronbach & Shavelson, 2004: Zumbo & Rupp,
2004) P0IFLUTUAITE 10 Ussianvesuuusiassldun Accessibility (ces), Accommodation (com),
Accountability (cou), Activity (tiv), Advance Business Opportunity (van), Agency (gen), Amenity
(men), Attraction (tra), Avenue (ven), wag Award (war) §silunsafidatdosndn 0.7 Fuds van @

A1 = 0.697) uansdAAudLtetvegluseAundiliaunsoveusuls Awandlunised 4.22

A9 4.22: HAN1SIAE@BUANULTIEINS LT8R UsEnaU (@AMUIUFIDE19 =122)

v a

dayalzudu (I 122 fedv)

ces com cou tiv van gen men tra ven war

Cronbach’s

alpha 0.757 0.790 | 0.742 0.782 0.694 | 0.799 0.767 0.703 0.817 | 0.794

1339 laild (underidentification) wesuaiiléiosaindruandedaiidesviemanduiug
(correlations) ﬁmqm‘%aﬁ’lLﬁuvLiJﬁ’uw‘jm‘%aaaa%%ﬂﬁiaﬁaLLﬂiﬁwwﬁq 9 91agnialeumeaniaung
(outlier) fstfuunaind outlier Jagnaaeaeululusunsu R Wefdadoyaiidarmiaundandoyadu 4
waTildvdanmsnTadeunuImniLlsusvesuuassdiauindeslusyduiivenuld lned
A1 composite reliability agluyq 0.703 - 0.817 Fauanaderuaenndoetustningit Tauasianys

o8N8l UNLADLUUINADINEI VU FIANS9N 4.23

o v I a a

A15799 4.23: HANISNAABUANUIBINTITIBIAUTENBUNSINIIAAIRAUNR (S1uusfegna = 121)

v £ =

° v w o a a ,o o '
YIYANAIINUNAVIYANUAUNAUNG (37U 121 AIDYN)

ces com cou tiv van gen men tra ven war

Cronbach’s

0.765 | 0.790 | 0.742 | 0.782 0.703 | 0.801 | 0.767 | 0.704 | 0.817 | 0.808
alpha

3. MINAFBUANNATIAILANATATITWUN (Discriminant Validity)
Asuni1sininlaseas1ana1eiumIsiosrUsenaunkanenanuns e bddy Tunisanwidlenis

MTIAFABUANUYNABIVDITBYALTITMUN (Discriminant Validity) Tunisiuseuinigulassasnalagldanata
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lpauweas (Chisquare) senineaaawuuTnaed Inenuinnlasaasaveuias ALl siAIAULANGI9YeY

Alaauasaglutag 10.529 - 228.598 wanstisnnuluwmsdunavosiuys Awnsa 4.24

AN5197 4.24: AAIUATITITUN

QGEAERE AULANANVDIALAGLADS
ces VS. com 76.739
ces VS. cou 31.907

ces VS. tiv 105.38
ces VS. van 47.095
ces VS. gen 105.38
ces VS. men 76.739
ces VS. tra 59.969
ces VS. ven 92.304
ces VS. war 68.272
com Vs. cou 44.107

com vs.tiv 14.738
com vs.van 53.927
com vs.gen 88.841
com vs.men 31.854
com vs. tra 23.322
com vs.ven 31.907
com vs. war 86.076

cou vs. tiv 55.402
COU Vs. van 38.224
COu vs. gen 45.16
COu VS. men 10.529
cou vs. tra 45.787
COU VS. ven 79.358
Cou vs. war 75.238

tiv vs. van 41.354

tiv vs.gen 62.867
tiv vs. men 36.895

tiv vs. tra 13.99

tiv vs. ven 75.218

tiv vs. war 67.476
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Taseadng

ANULANANIVBIANLAGLADS

van vs.gen 27.368
van vs. men 16.699
van vs. tra 45.438
van vs. ven 64.245
van vs. war 32.683
gen vs. men 41.933
gen vs. tra 81.262
gen vs. ven 228.598
gen vs.war 117.74
men vs. tra 23.597
men vs.ven 99.266
men vs. war 59.237
tra vs.ven 66.26
tra vs.war 65.76
ven vs. war 133.203
ces VS. com 76.739
ces VS. cou 31.907
ces VS. tiv 105.38
ces VS. van 47.095
ces VS. gen 105.38
ces VS. men 76.739
ces VS. tra 59.969
ces VS. ven 92.304
ces VS. war 68.272
com vs. cou 44.107
com vs.tiv 14.738
com vs.van 53.927
com vs.gen 88.841
com vs.men 31.854
com vs. tra 23.322
com vs.ven 31.907
com vs. war 86.076
cou vs. tiv 55.402
COu Vs. van 38.224
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TAs9a319 AMULANANUBIATLATLADS
COu Vs. gen 45.16
COu Vvs. men 10.529
cou vs. tra 45,787
COU Vs. ven 79.358
COU VSs. war 75.238
tiv vs. van 41.354
tiv vs.gen 62.867

4. MIVNAABUANUATATIUTIAU (Convergent Validity) wag Ansnduenild (Unidimensionality)
HANISANHINUINAITIAUARZLAIAIUATITI@AAADY LLBIINATUINTN (factor loading)

YDIFITIALAREFIN LT IUNITIATIZINDIAUTENBULT B UTUTAIUINNINEDUYNVDIAIAINUARIALAR DU

(standard error) 9tUATIANIIUAIIEUITUUNLTIAS 1R U TS

NANT5ILASIZBIAUSZNBULRSBUEY (Confirmatory Factor Analysis Results)
RN IfILUsTinvaungninludssdiuiieeiesdedinsgiesrusenoudduduluduneu

ABUNTN NUIFILUSERENINUATILIU 39 AanUsarunsatbuledmsierianuanunsatuniswystuly

'
o w o a

madugamnelaremnanisvieafieniieidussialdedsfidedfey uanwiannsei 4.25 - 4.29

v
@ @

A15799 4.25: HANITIATITNBIAUTENBULTE U UUDIFITINNISANUIANVUELAL AT IAAIE1WIBANEL AN

s PR Std. error Z-value | St. Loading
n7151989 (Accessibility) ces
nMshunandganngldiaantey cesl - - 0.716
nadunsneluganmneilaie ces? 0.170 5.662 0.804
ms@umqﬁﬁmwmaaxmn ces3 0.119 7.082 0.680
sunulunisidnandagamneeglusedush cesd 0.162 4.263 0.456
FieIeAIITZAIN (Amenity) men
Tnssadaitugudieuazen ment - - 0.671
fMassadreiuguiifismesaaudosnsvesinvieadie men2 0.189 5.759 0.682
ffeyasaulatiifsatugavnsveamavisaiieuiielumstadasatu
° ' men3 0.189 5.256 0.590
ANNADINTS
fidssnnsauszmndmiumstaie mend 0.183 5.832 0.697
avneiianaviualiy men5 0.209 4.202 0.509
FUdAMUMNIZENVBIUUUIEDY (Fit Indices) Anad|  p-value
X2/ Degree of freedom (X2/df) 0.326 < 2.00
Comparative fit index (CFI) 0.992 >0.95
Tucker-Lewis Index (TLI) 0.986 >0.95
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Auus PR Std. error Z-value | St. Loading
Root Mean Square Error of Approximation 0,030 < 0.05
(RMSEA)
Standardized Root Mean Square Residual (SRMR) 0.048 <0.05
M7 4.26: HamMTIATEesrUssneudiuduresind I finnusu ezt Tada vy
Auus fiaEo Std. error Z-value |St. Loading
{inn (Accommodation) com
mitnvnzanld e coml ) . 0.467
ﬁﬁ vEneUsTLnn com2 0.283 4.674 0.773
Mywsuiifiemmunndmusessunduiiinswaunelg com3 0317 4.909 081
fvewinanunmgslyiFen comd 0.229 4.444 0.576
Tsusuvesaesnumn 4 - 5 amfiiinsuedugusien @n) com> 0.224 5.027 0.517
ﬂmuﬁé’mw (Avenue/ Area) ven
flanuiidnanuiisienubaveugeanansausuusld venl - - 0.381
fapmiidnruitieoamennuangluitesdunstdouea ven2 0.502 4.344 0.924
fanuiidnauiifiendnuaidmiusunu ven3 0.528 4.345 0.926
fanuiidnnuiisessuauswaunnly vend 0.413 4.161 0.755
AYHANUANIZANVDILUUTIADY (Fit Indices) Al | p-value
X/df 0.297 < 2.00
CFI 0.995 > 0.95
TLI 0.991 > 0.95
RMSEA 0.035 < 0.05
SRMR 0.048 < 0.05
37 4.27: wamﬁLm’wﬁaqﬁ‘dizﬂams?jaé‘ué’usuaﬂﬁq%i’mﬁamimLLazﬁqsﬁi’mﬁﬁﬂqﬂﬂ
fiauus fiatid | Std. error Z-value St. Loading
fanssy (Activities) tiv
yomnefinanmauazdludiiinaula tivl - - 0.880
fifanssuasuaisszaunisaiiduwendnual tiv2 0.129 5.747 0.619
HAanssuasuatnanisvhanuduiiy tiv3 0.130 5.708 0.618
5'\167\1@&721‘1 (Attraction) tra
figfiviminssssuni swdsanuiimeuse Imansuas Tausssu tal - - 0.655
qwmaﬁamwmmﬂﬁmmzau tra2 0.154 4.155 0.387
omnetduiioaiiFindneueiy tra3 0.221 5319 0.659
fanwilwdendovesiivanuany trad 0.200 4.289 0.505
FYUAMUANIZANVDILUUTIA4 (Fit Indices) ARl | p-value
X/df 0.420 < 2.00
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fiauds faga | Std. error Z-value |St. Loading
CFI 0.999 > 0.95
TLI 0.998 > 0.95
RMSEA 0.013 <0.05
SRMR 0.031 <0.05

= a ¢ s a A o o o % Y a o Ju v a
M5 4.28: Naﬂ'ﬁ'ﬁLﬂi?%‘lfl@ﬂﬂ"digﬂa‘ULGINEJ‘L!?J‘L!‘U’E'NGYJ‘U'Jﬂf’n']lI‘WialﬁJa\iﬂue[,u‘l/laﬂﬂuuaﬁmﬁsﬁﬁﬂaﬂizﬂE]‘Uﬂ'ﬁﬁqiﬂ"U
U ¢
atfuayualud
AT D Std. error | Z-value | St. Loading
Aruwsauvasauluiaedu (Accountability) cou
yamnelFFunsTusTuslfbugamnedmiunsvieadisuiiedu
s19%a wasldsunsadvayuegaduudanmisnumesiguas coul - - 0.637
wipauslud
mnefidnseransuazgfmnmeasteslusedud cou2 0.215 5.066 0.563
yomnefiausiunmnanisiiios cou3 0.227 3.894 0.418
;;i‘l‘vmsmsa@miwmmenLwaLﬂus'm’;aumsmusmsgmﬂaamu coud 0210 6306 0821
Ay
E 4 a s 4
Wusznaunisgsnvaduayuslud (Agency) gen
fmwsufiossniembsnuniey msnuiAedes fliuins
Cod 4 g v g genl - - 0.627
msviesfieiaduseianeluiiug
ey gshefidanumainras 1wy U3Eminnns wave
. ' b gen2 0.135 5.732 0.526
Trusn1snisuuas
fmhenundeandniidilanainnsviesiieniioiluineda gen3 0.097 9.490 0.582
omnefimsauayunisuimsdmiviiiisunmsvieadisuiteitu
9 Y s w gend 0.179 4.990 0.572
51¥a vanen1w gliusnistoua
FYUAMUMNZANVDIUUUIIADY (Fit Indices) ARl p-value
X/df 0.226 < 2.00
CFI 0.991 > 0.95
TLI 0.982 > 0.95
RMSEA 0.046 <0.05
SRMR 0.048 < 0.05




¥ v
o o o o

91971 4.29: naMTIRTIieiUszneulduduresiitinnsudndulonanigsnauasiatingeTauazaudsa

9INAINTIUTINIULN
el fiago | Std. error | Z-value |St. Loading
n1suanaulen1an19gsne (Advance Business Opportunity) van
anguaevadodugudnarsvesdninnulngvesuidn vant ) } 0.584
nsduniigamneduloniaiifvesnisauedetnensgsiadugsiei van2 0.201 5.320 0.716
\Aedios
ﬁiama‘LumnmﬂLﬂﬁaummiﬁw%’mﬁﬁwquﬁﬂuamﬂm van3 0.192 5.421 0.731
sNTaUazAINEUTI9INAINTSUANIYLY (Awareness/ Awards) war
mnelssumnudenlumjinviaaiion warl - - 0.698
amneiisyiunziuLAuAINSUISLaLARUTATR (WU S1uaugidhan war2 0.102 9.859 0.709
vieufleannilan uaz/vde \Wugemneldsunsuugiunniian)
ve o v v v o oda Y oo da war3 0.211 5.252 0.695
gamnglasuseasunisinisdeuiuiifuazansgiunisliuinisia
FYUAUMNZANVDIUUUIADY (Fit Indices) Aevll  p-value
X/df 0284 | <200
CFI 0.995 > 0.95
TU 0.987 > 0.95
RMSEA 0.044 < 0.05
SRMR 0.028 < 0.05

UL 9YININSANWINANISILATILBIAUTENB UL T UTUVDIFITIAAINUAINITOIUNITHIITU

| PN ~ ) [y v & Y o ado [
T\EG]WMWEJU@’]‘EJVINWWVIENLVIEJ'JLWEJL"LJUi'N']ﬁ‘IﬁﬁﬂVN 10 817 WUIAYUYINAINULNRUISANVBILUUINADY CFA

(% ! =~ ! 2 IS [ ! . . a1
gamsuananulivinzaniiosninan  /df IAnidu 0.000 A1 Comparative Fit Index (CFI) e

Wity 0.860, A1 Ttucker Lewis Index (TLI) fA1¥1AU 0.820, A1 Root Mean Square Error of

a0

Approximation (RMSEA) fi@1t111u 0.140 waga1 Standardize Root Mean Residual (SRMR) Ha1tviniu

0.072

1% ' ¥
v aAdv IS (¥ € a2

LLUU?UOWGEN%\TQWU%J‘U WinliA1a gt TnAIN RN AU NAa NS NATULATE U TOLANIAIAINY

undedeuazennduvsidunaanunsothluliinmeild nan1sfnwinansdanissil 4.30 Tagnwuinen
Y */df fiAinfiu 0.316 A1 Comparative Fit Index (CFI) fiAnuindu 0.995, A1 Tucker-Lewis Index(TLI)
1AL11AU 0.992, A1 Root Mean Squar Error of Approximation (RMSEA) fawvinfiu 0.030 azal

a0

Standardize Root Mean Residual (SRMR) #anv1nu 0.046
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¥
@ o

A5 4.30: HAMTIATIRBsAUsENRUITEudUYRIL UM AR InALaNTatunTuYTuYe e YAy

Nansvissieialus1eYa

TAsea3ng fianUs Std. error Z-value | St. loading

A58 (Accessibility) ces.w - - 0.594

A9euneANAYaIN (Amenity) men.w 0.211 6.290 0.838

fiwn (Accommodation) cCoOm.w 0.195 6.279 0.731

an A (Avenue/Area) ven.w 0.196 5.244 0.570

M3IANINTIU (Activity) tiv.w 0.202 5.764 0.648

datagala (Attraction) tra .w 0.186 5.876 0.671

prundeuvesnuluiedu (Accountability) COUW 0.197 5.732 0.639

Ausgnaumsgsnvativayunulud (Agency) gen.w 0.201 6.641 0.804

nMswanAulanN1&@n1953na (Advance

Business opportunigy) van.w 0.179 5.748 0.647

efauaraLdNSINAINTITIRILIN war.w 0.199 6.059 0.694

(Awareness/Award)

FUAMUMUIZENVDIRUUTIADY Aol p-value
V2t 0.316 < 2.00
CFl 0.995 > 0.95
TL 0.992 > 0.95
RMSEA 0.030 < 0.05
SRMR 0.046 < 0.05

Factor loading: value < 0.5 is poor, value > 0.5 is acceptable, value > 0.7 is preferable

mﬂmé’ﬂgmmsﬁﬂmmmmﬁué’fulﬁdwquai’waaaéﬁ’a%i'@mmmmaalmwLLéziﬂéﬁ’usuaqagwmsJ
Uagnanisiedieafieidusisiadszneulufenmantd 10 Usznasliun nsauuiauvuds
(Accessibility)  7iWnuws (Accommodation) @0 ufidA91u (Avenue/Area) @98 UIBAINATAIN
(Amenity) 5450@m1a1 (Attraction) Avnssu (Activity) fusznaun1sgsivatuayuanulud (Agency) Ay
wionvasauluiiesdu (Accountability) n1swanaulan1aniegsna (Advance business opportunity)
uars1eTanazaudN3991nAans TN (Awareness/Award) Tnguuudians CFA fananianunse

a@l@fé’mwwﬁ 4.19
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Al 4.19 wuuaesnsinanuansalunisuisdureaingUaeniaiionisveainiieilueda
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:JJ dy wa 1 1 = 2 =l o 1 QJ o o./ o o d’JGJ
muqmammLLmazﬂizm‘mmmaqﬂﬂizﬂaumamLLUs&JaEJ UYANAYAINITUNITVIN
1w ] d' d' I YY) dy
ANNAENTaluNTUItugAvEngUanenansviss el dus e iansll
1. NM3ANUIANTUE (Accessibility) louA ces1 = Tdaluuulunsiiunmandiganunadaiania, ces2
= MIAUNITBY 9 InuelatenIsansariladg, ces3 = InuazaIntunisaunisludqaning
Uanemne kae cesd = AWNUUITDTIANMUNSAUNIN (WusAanigrdursersssuieulunisue Visa)
2. ANL5Y (Accommodation) lawn com1 = ASUNLSILSUANNYIAG8, com2 = TUSELANVBINNNLA
& ' p= a ) Lo ~ PR & Y ~
\Henegimainyviany, com3 = flswsunianunsasessunguinvisaniedmduniulngla, comd = &
o A ° YR o a ~ A o ¢ a W Y
ALaONdMTUNDINAMNING Uag com5 = HlSIusUnToTaasm 4-5 A1NTIAWYTule
3. aunsenvasruluvioadu (Accountability) loun coul = dnsluslunuasatuayuainmiieaui
WeIURIULU, cou? = BMIININDBIVEYINTIURALENTINTANYURMARTIITAN, cou3 = TAuuA
= a v o 1 a ~ [~ [ =l Y a 1 Y a ¥
MINsiiled war coud = USEndnnsvienisuialdusaliansegliuinisdi 9 awnsaliuinisia
aéwgné’mmuﬁmaqﬁ
4. fanssu (Activity) leud tivl = Seumaieauazdnudiilannutauls, tive = SRanssufiveud
daLaSuTausssu W N1597 cooking class uag tiva = SAanssuiieaiu team-building fiadnsassd
5. MsuanAulenan1egsia (Advance business opportunity) oA vanl = anungdaenia
Wivuaougudnansdmiudidnaulngvesssia, van2z = lenmdlunisadianiediegsiuay
ANUFNTUTININITANAUAAINIGEINTD WAz van3 = ANSWaNUAELAININIGEINT
6. gUsznaunseshvatiuayuaulud (Agency) laua genl = IAusiuiiefuveaniigauiiigivesiu
a 1 a P < [ I Av W I = A [~ v a
gsfanIsviesieieuseda, gen2 = wlsnuiiudanisnisvesiisaiialluseiaivatevans,
gen3 = Huwhenuiilulleendnuasinnufineadugsiansiesiieniioduseda uaz gend =
agwmsJUmstqmmﬁaTﬁU'%msszhstﬁaﬁfﬂvimLﬁmLﬁamaqms
7. Awwiemnuazen (Amenity) 1o menl = fFsdiwisenuazandulassaiedinuazenn,

=

men2 = fiAwnnsanuazmniuguilfiemedwiutineiln Wuiesniaissme, men3 = fide

soulatnlideyanedfugaviieUatenis, mend = AN15UINITIANIDIMITNAMAING WAE men5

nEngUanenieiinnulanwsiuriuade

8. @dfagala (Attraction) laun tral = fivirisssuvIAkATADILN ey UNSUTEIRAERS, tra2

Y

a

pliomamnzaufsgaliluviendles, tra3 = Aenssuilrvaiiomeunansiuinaula uay trad =
anuiiveydeiivannvane

9. dnnuiidnau (Avenue/Area) i ven1 = fimsliuinisanuidmiunisdndludfidamguuazuiv
Idmudesnis, ven2 = fanudidafanssuiimngasldauldvainmane, vens = faouifimsaniy
dmdumsdnnulaudguuuuing 9 was vend = faaudfidmiusesiunsdaanuvunelvg

10. 19%auazANENT9INAINTINARNIULT (Awareness/Award) A warl = ganuneUateniudu
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v o A

anuiivendoudmsuinvioniien, war2 = yarnguatenslasunisdnsudunalunisbiuinisdude
wazdanuiinanIng waz war3 = lisusedaluwdveansgrunishiusnisiduba

NN 4.19 wuitlagsuudInuaudRnuagIweaNazaIn (Amenity) deudmtingsan

(%
a o

911 0.83 sewmanlaunnuaudRsugUsEnaunsesivatuayuaulud (Agency) Adnumtinuingu 0.80

[ '

AnutnaInaaunsadnunldinszilainnuantinsaesinuiinanianudidyegrawnntunisldin

>

Anannusenuausalunsuistugananeaienisnisvisaneniadusieia

dlefinrsanaslufiviuusgesiuesdiusznouresnuaudRnuassuigauasnan wuiim

a0

wUsER8N9 5 FafiAnurInNeausUlAanUA (11NN 0.5) kanIdaANUFUNUSAFILUSER8RINAN#D

(% '
¥ a o a0

W iniudiduieauaraln IneEdIulgnNazAINAIUNTIANI NI TAAMAINGITULlAY

Se

N

'
£% =

UMENUINAGAAD 0.697 8IRINIABNITUAIBIUILANALAINTUNUFTIUTL A BINDEUTUAIINABINT
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31971 4.33: wualdugsiavieadisaiieduseialuguuuudgainlnawsuelifuuuoynsuna

$seasonal

Qtrl Qtr2 Qtr3 Qtra
2004 0.9708081 1.2544746  0.9351020  0.8396153
2005 0.9708081  1.2544746  0.9351020  0.8396153
2006 0.9708081 1.2544746  0.9351020  0.8396153
2007 0.9708081  1.2544746  0.9351020  0.8396153
2008 0.9708081 1.2544746  0.9351020  0.8396153
2009 0.9708081  1.2544746  0.9351020  0.8396153
2010 0.9708081 1.2544746  0.9351020  0.8396153
2011 0.9708081 1.2544746  0.9351020  0.8396153
2012 0.9708081  1.2544746  0.9351020  0.8396153
2013 0.9708081 1.2544746  0.9351020  0.8396153
2014 0.9708081  1.2544746  0.9351020  0.8396153
2015 0.9708081  1.2544746  0.9351020  0.8396153
Strend

Qtr1 Qtr2 Qtr3 Qtrd
2004 NA NA 29713.75 27068.62
2005 26870.62 27788.00 31748.50 39322.75
2006 46207.12 47511.12 43659.88 36374.00
2007 31126.62 33802.62 41162.88 45694.62
2008 47135.25 47276.62 44793.75 42425.38
2009 39965.00 38243.50 39434.75 42480.50
2010 44226.00 44132.12 45011.00 47484.88
2011 50285.75 51359.75 51463.50 52413.88
2012 54181.38 54830.25 55524.00 57388.38
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Qtrl Qtr2 Qtr3 Qtra

2013 59468.62 61245.25 62152.75 61636.00
2014 60435.62 60028.62 60431.00 60753.00
2015 61756.75 63132.12 NA NA
$random

Qtr1 Qtr2 Qtr3 Qtrd
2004 NA NA 1.2005232  0.7707934
2005 0.8740246  0.9807702  1.0978815  0.7759878
2006 1.0339681 1.1946176 1.2407892  0.5890275
2007 0.7678541  0.8511590  1.1375503  1.2059665
2008 1.1758488  0.7038591  1.1855785  1.1657451
2009 0.9971043  0.7903409  0.9167059  1.2226612
2010 1.0744624  0.9905057  0.7329079 1.1491125
2011 1.0438403  1.0833857  0.7956592  1.0671819
2012 0.9627048  1.1300005  0.8572127  0.9533839
2013 0.9910168  1.1201785  0.9086504  1.0018834
2014 0.9981695  1.0700572  0.8616481 1.0333636
2015 1.0161131 1.0202323 NA NA
fisn: Aaurdde
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91971 4.36: wualidugsiavieadisnfiefundialugluuudiinialaersuglifuuuaynsusm

$seasonal

Qtrl Qtr2 Qtr3 Qtra
2004 -1257.716 12738.443  -4324.625 -7156.102
2005 -1257.716 12738.443  -4324.625 -7156.102
2006 -1257.716 12738.443  -4324.625 -7156.102
2007 -1257.716 12738.443  -4324.625 -7156.102
2008 -1257.716 12738.443  -4324.625 -7156.102
2009 -1257.716 12738.443  -4324.625 -7156.102
2010 -1257.716 12738.443  -4324.625 -7156.102
2011 -1257.716 12738.443  -4324.625 -7156.102
2012 -1257.716 12738.443  -4324.625 -7156.102
2013 -1257.716 12738.443  -4324.625 -7156.102
2014 -1257.716 12738.443  -4324.625 -7156.102
2015 -1257.716 12738.443  -4324.625 -7156.102
Strend

Qtr1 Qtr2 Qtr3 Qtrd
2004 NA NA 29713.75 27068.62
2005 26870.62 27788.00 31748.50 39322.75
2006 46207.12 47511.12 43659.88 36374.00
2007 31126.62 33802.62 41162.88 45694.62
2008 47135.25 47276.62 44793.75 42425.38
2009 39965.00 38243.50 39434.75 42480.50
2010 44226.00 44132.12 45011.00 47484.88
2011 50285.75 51359.75 51463.50 52413.88
2012 54181.38 54830.25 55524.00 57388.38
2013 59468.62 61245.25 62152.75 61636.00
2014 60435.62 60028.62 60431.00 60753.00
2015 61756.75 63132.12 NA NA
$random

Qtr1 Qtr2 Qtr3 Qtrd

2004 NA NA  7967.87500 -2394.52273

2005 -2812.90909

-6337.44318

5170.12500 -6546.64773

2006 1432.59091

10951.43182 11321.75000 -11228.89773

2007 -6665.90909 -10448.06818

6947.75000

7729.47727

2008 7928.46591 -18271.06818  9190.87500

6255.72727

2009 -21.28409

-13064.94318 -1306.12500

8284.60227

2010 3163.71591 -2033.56818

-9838.37500

5485.22727
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2011 1929.96591 5703.80682

-8848.87500 1706.22727

2012 -2285.65909

10156.30682

-6692.37500 -4294.27273

2013 -996.90909 12080.30682 -5018.12500 -2631.89773
2014 -613.90909 781293182  -7415.37500 -885.89773
2015 420.96591 4929.43182 NA NA
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13799 4.35: wwdldugsiavieaiienluuiuudsgainlneisugiiAuuuaunsuaT

$seasonal
Qtrl Qtr2 Qtr3 Qtra

2004 1.0963051  0.8857698  0.9598237  1.0581014
2005 1.0963051  0.8857698  0.9598237  1.0581014
2006 1.0963051  0.8857698  0.9598237  1.0581014
2007 1.0963051  0.8857698  0.9598237  1.0581014
2008 1.0963051  0.8857698  0.9598237  1.0581014
2009 1.0963051  0.8857698  0.9598237  1.0581014
2010 1.0963051  0.8857698  0.9598237  1.0581014
2011 1.0963051  0.8857698  0.9598237  1.0581014
2012 1.0963051  0.8857698  0.9598237  1.0581014
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2013 1.0963051  0.8857698  0.9598237  1.0581014
2014 1.0963051  0.8857698  0.9598237  1.0581014
2015 1.0963051  0.8857698  0.9598237  1.0581014
Strend

Qtrl Qtr2 Qtr3 Qtra
2004 NA NA 2875.057 2833.719
2005 2837.656 2862.274 2997.817 3191.784
2006 3311.482 3405.624 3481.537 3509.347
2007 3522.358 3574.851 3678.020 3793.221
2008 3837.651 3737.449 3560.873 3402.491
2009 3317.315 3421.398 3664.260 3783.037
2010 3834.635 3939.179 4065.464 4339.911
2011 4679.366 4816.677 4861.468 4969.497
2012 5076.423 5358.823 5746.782 6053.302
2013 6344.740 6562.321 6557.678 6357.849
2014 6155.805 6138.505 6384.081 6800.955
2015 7218.330 7435.383 NA
$random

Qtrl Qtr2 Qtr3 Qtra
2004 NA NA 1.0670949  1.0655018
2005 0.8594613  0.9887566  1.0446844  0.9861481
2006 0.9977950  1.0309227  1.0056283  1.0042589
2007 0.9921047  0.9864723  0.9774858  1.0112361
2008 1.0284161 1.0722094  0.9890252  0.9242758
2009 1.0023484  0.9780270  0.9338753  1.0632558
2010 1.1084272  0.8310717  0.9639508  1.0050835
2011 1.0352137  1.0417166  1.0570659  0.8639652
2012 1.0316518  1.0276418  0.9707195  0.9961221
2013 1.0074944  1.0431647  1.0327214  1.0368340
2014 0.9447651  0.9374134  0.9547681  1.0403385
2015 0.9893420  1.0596235 NA NA
i AuzAde

NA
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M15799 4.36: wwildugsiavieuienluguuuudeuininlagiasegianuuaynsuia

$seasonal
Qtr1 Qtr2 Qtr3 Qtrd

2004 4429166 -513.9471 -187.6158  258.6463
2005 442.9166 -513.9471  -187.6158  258.6463
2006 4429166 -513.9471 -187.6158  258.6463
2007 4429166 -513.9471 -187.6158  258.6463
2008 442.9166 -513.9471  -187.6158  258.6463
2009 4429166 -513.9471 -187.6158  258.6463
2010 442.9166 -513.9471  -187.6158  258.6463
2011 442.9166 -513.9471 -187.6158  258.6463
2012 442.9166 -513.9471 -187.6158  258.6463
2013 442.9166 -513.9471 -187.6158  258.6463
2014 442.9166 -513.9471 -187.6158  258.6463
2015 442.9166 -513.9471 -187.6158  258.6463
$trend

Qtrl Qtr2 Qtr3 Qtra
2004 NA NA 2875.057 2833.719
2005 2837.656 2862.274 2997.817 3191.784
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2006 3311.482 3405.624 3481.537 3509.347
2007 3522.358 3574.851 3678.020 3793.221
2008 3837.651 3737.449 3560.873 3402.491
2009 3317.315 3421.398 3664.260 3783.037
2010 3834.635 3939.179 4065.464 4339.911
2011 4679.366 4816.677 4861.468 4969.497
2012 5076.423 5358.823 5746.782 6053.302
2013 6344.740 6562.321 6557.678 6357.849
2014 6155.805 6138.505 6384.081 6800.955
2015 7218.330 7435.383 NA NA
$random

Qtr1 Qtr2 Qtr3 Qtra
2004 NA NA 257.258267 102.394972
2005 -606.842869 158.483381 195.748267 -119.980028
2006 -132.009119 218.203381 66.548267 -38.933778
2007 -134.184119  62.755881 -39.634233 6.842472
2008 46.222131 326.068381 7.043267 -333.577528
2009 -114.901619 56.529631 -192.164233  214.356222
2010 382.198381 -525.451619 -116.387983  16.852472
2011 188.377131 141.719631 258.578267 -685.213778
2012 222.120881 33.014631 -204.776733 68.221222
2013 220.243381 15.235881 130.108267  358.544972
2014 -222.841619 -527.557869 -346.035483  426.778722
2015 167.903381 57.284631 NA NA
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Decomposition of additive time series
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A15199 4.37: WSsusunsilasundassnuutinvieaieieidusieda

2014

5000

-5000 0

-10000 0 10000

Udszne Trend R’ Trend(logarithm) R’ Trend(Exponential) R’
India 3749 48.6% 4370 47.1% 4109 99.5%
China 3585 56.2% -3959 61.3% 416 79.6%
Indonesia 1468 78.8% 531 78.1% 1041 99.7%
Malaysia 1865 56.1% 79 -9.9% 583 80.3%
Philippines 1012 57% -2 -16.6% 550 99.8%
Singapore 840 22.6% 514 -1.2% -653 -15%
France 566 33.4% -356 4.3% -262 83%
Korea 548 23.5% -150 -0.4% 495 50.6%
Belgium 109 43.9% 121 25% -11 -92.1%
Japan -1584 94.3% -1967 71.4% -1444 79.9%
U.S.A. -1268 61.2% -2901 73.4% -2127 97.8%
Taiwan -1010 88.3% -1581 85.5% -843 91.7%
Hong Kong -1007 70.4% -1049 21% -1190 40.3%
Spain -656 44.8% 1711 78.2% -101 -66.6%
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Udssind Trend R Trend(logarithm) R Trend(Exponential) R
Australia -448 14.9% -455 91.7% -1100 99.3%
Germany -300 79.3% 92 -7.4% -287 54.9%
New Zealand -172 32% 333 43.5% 144 76.2%
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15197 4.38: wwiltugsiaviesdisniialuseialaglduuudnan ARIMA

Point Forecast Lo 80 Hi 80 Lo 95 Hi 95
2016 Q1 60695.88 46934.47 74457.30 39649.61 81742.15
2016 Q2 74689.23 60544.67 88833.79 53056.99 96321.47
2016 Q3 57627.99 43110.09 72145.90 35424.78 79831.21
2016 Q4 54797.59 39916.01 69679.18 32038.18 77557.01
2017 Q1 60695.88 45459.30 75932.47 37393.54 83998.23
2017 Q2 74689.23 59105.73 90272.73 50856.33 98522.13
2017 Q3 57627.99 41704.85 73551.13 33275.65 81980.33
2017 Q4 54797.59 38542.18 71053.00 29937.09 79658.10
2018 Q1 60695.88 44114.86 77276.91 35337.40 86054.37
2018 Q2 74689.23 57788.87 91589.59 48842.35 100536.10
2018 Q3 57627.99 40413.95 74842.03 31301.39 83954.60
2018 Q4 54797.59 37275.74 72319.44 28000.24 81594.95
2019 Q1 60695.88 42871.54 78520.23 33435.90 87955.86
2019 Q2 74689.23 56567.44 92811.02 46974.35 102404.11
2019 Q3 57627.99 39213.32 76042.66 29465.18 85790.80
2019 Q4 54797.59 36094.86 73500.32 26194.24 83400.95
2020 Q1 60695.88 41709.47 79682.30 31658.66 89733.10
2020 Q2 74689.23 55423.30 93955.16 45224.53 104153.92
2020 Q3 57627.99 38086.32 77169.67 27741.58 87514.40
2020 Q4 54797.59 34984.24 74610.95 24495.69 85099.50
2021 Q1 60695.88 40614.53 80777.24 29984.10 91407.67
2021 Q2 74689.23 54343.40 95035.06 43572.96 105805.49
2021 Q3 57627.99 37020.86 78235.12 26112.10 89143.88
2021 Q4 54797.59 33932.65 75662.54 22887.42 86707.77
2022 Q1 60695.88 39576.28 81815.49 28396.23 92995.53
2022 Q2 74689.23 53317.99 96060.47 42004.74 107373.71
2022 Q3 57627.99 36007.85 79248.14 24562.83 90693.15
2022 Q4 54797.59 32931.58 76663.61 21356.41 88238.78
2023 Q1 60695.88 38586.73 82805.04 26882.85 94508.92
2023 Q2 74689.23 52339.58 97038.87 40508.40 108870.06
2023 Q3 57627.99 35040.22 80215.77 23082.97 92173.01
2023 Q4 54797.59 31974.37 77620.82 19892.49 89702.70
2024 Q1 60695.88 37639.62 83752.15 25434.36 95957.40
2024 Q2 74689.23 51402.25 97976.21 39074.86 110303.59
2024 Q3 57627.99 34112.37 81143.61 21663.95 93592.03
2024 Q4 54797.59 31055.72 78539.47 18487.54 91107.65
2025 Q1 60695.88 36729.90 84661.87 24043.07 97348.69
2025 Q2 74689.23 50501.21 98877.25 37696.84 111681.61
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2025 Q3 57627.99 33219.77 82036.21 20298.84 94957.15
2025 Q4 54797.59 30171.32 79423.87 17134.96 92460.23
2026 Q1 60695.88 35853.48 85538.29 22702.70 98689.07
2026 Q2 74689.23 49632.55 9974591 36368.34 113010.11
2026 Q3 57627.99 32358.68 82897.31 18981.91 96274.07
2026 Q4 54797.59 29317.60 80277.59 15829.30 93765.88
2027 Q1 60695.88 35006.93 86384.83 21408.03 99983.74
2027 Q2 74689.23 48793.01 100585.45 35084.38 114294.08
2027 Q3 57627.99 31525.98 83730.00 17708.41 97547.58
2027 Q4 54797.59 28491.57 81103.62 14566.00 95029.19
2028 Q1 60695.88 34187.41 87204.35 20154.68 101237.09
2028 Q2 74689.23 47979.85 101398.61 33840.76 115537.70
2028 Q3 57627.99 30719.04 84536.95 16474.30 98781.69
2028 Q4 54797.59 27690.70 81904.49 13341.17 96254.02
2029 Q1 60695.88 33392.48 87999.29 18938.93 102452.84
2029 Q2 74689.23 47190.72 102187.73 32633.89 116744.56
2029 Q3 57627.99 29935.60 85320.39 15276.13 99979.86
2029 Q4 54797.59 26912.82 82682.37 12151.51 97443.68
2030 Q1 60695.88 32620.04 88771.72 17757.59 103634.17
2030 Q2 74689.23 46423.62 102954.84 31460.71 117917.75
2030 Q3 57627.99 29173.72 86082.27 14110.94 101145.05
2030 Q4 54797.59 26156.06 83439.13 10994.14 98601.04
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123



dyUunan1sAnen

5.1 agunan1sAnenuingusasn

5.1.1 ayUnanisAneanueulesluinldauaivasgsianisisaiiewiaidusneia

nsfnwaslainsgrianuenlusluildgumuniunsaunuifn Value chain vas Potter
WAL NIBULUIAM tourism supply chain ¥84 Piboonrungroj and Disney (2009) Lﬁaqmﬂqmammiu
nsvieseniiaidussiatulinuadieadsivgeainnssunisvisaiis niienisindeu Inein3dela
Wawnseulgaumunsvieafisaiiedusaialaglifoyanin amnmsmuniuissanssuwazdunivalids
=% o wvda i a P 1y % | ! ] a A g Y
anfugndduneitedunisiauilasaiddamainiseaiisnieiusiedanunsou IDEAL  ves

SCAAN Model (Piboonrungroj, 2013) @
1) ﬁmquﬂﬁﬂ (Identifying the customer segment)
2) sanuuulassasisldauan (Designing the supply chain)
3) afiagiaunaniulgnnen (Extracting the players)
4) Inlaulvinsaiunuauduius (Aligning the players) uag

5) \Wealesldnaan (Linking the chain with value)

vaa ‘:ll

wasanuuinIdeliiusiusawdeyaandifidruierteduanamnssunisvieuiisaniiodu
51938 FWINSNUTIUTINTeyar UL UUdsuaIiieUssdluauaunsanudenlasvesiaululy
AuARBINIsisnsniialussialulssinalne lneiusivsiudeyasinuniisanuiiieadesdy

gnamnIsuNYesieiiadusieianinasguasienyu

v A

mﬂmié’qLquﬁsﬁ@@gﬁimﬁﬂ%’aLLaSQ’L%EJWWWMWr;l&duﬁmzymﬁmﬁwﬁL%ﬂmﬁa‘[qj@mmﬁa
TCEB (aauu) wag TICA eglsimudsfifiauiimihiiatiuayusnumnnidminmmnandonless iy
fuszneunmsmedesilalldiduamndn TICA war mhenunasgluszdudminuagiiesiuiutiaziinng
vhausmdufu aavu. wag TICA witasfaisnumsviesiisiienswndeudifiegunnyililiianunsn

v v ! d' Y [ LY v &
B\Iaﬂ@L!ﬂWi‘VlszLVIEJ’JLWE)L“LJU?N’J@i@LG]@W]
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1NN1TATIzRlgRuAIN senieniiellusefavesdszmalnedsliuuudiass Incetive

travel value chain #nuAINALANeT

origin

destination —m8 ——>

A
A

Plan Coordinate Delivery
Owner = Corporate Intermediaries Service providers
<—] Incentive organizations/ ;IA"""Q Shop and
| ive h Restaurant
ncentive house <( Airport
‘ Full-service incentive organizations Local
<( Hotel Attraction
Corporate I Fulfillment service companies
Data|$ Beverage
IT ROI
Ground
DMC Venues transportation
Data |$
Data CSR Safety
N K
£l boaoking ment
(Nightlife)
Planning the IT program Team
, building
Operate the trip Online bpoking/$

| TICA(serving decision-makers, organizers and planners to the highest levels) ¢
I TCEB(promoting and developing business events) > T
------------------------------------ 5 : bl
SITE ~ i MOTs D
CITE | IRF TAT S

International (origin) € Supporting Organisations = Domestic (destination)

5.1.2 agunan1sinwdneninvasgsnamsvisaiisaivaiduseda

v a % a v

msfnwassliuszfiudnenmessgsnanisvesiisnneiduseiariu 3 duneu Al

a

(1) Waudsddinauaunsalunisutsduresgsianisvesieiioidussialae figiuain
Travel and Tourism Competitiveness Index Fswmulag World Economic Forum (WEF)
wae Usuusiliaenadasiuusunvesanamnssunisveaiisaiioiusisiannnisduasizi

YoUnITeuaz ALV IY Y

(2) uTuTdeyaainnisdrsradneninvesgsianisvesieaiioldusaiasnyuueves
Y a & 1 | d' ~ 1 [ . .
ANATUURTBUAEINUHUNITBUNEUNDLTUII9IE (incentive  travel  buyers) 310

LY

AaUsena lagiutoyaaingiudeyaniliain Trade shows WdAtyetineg W IT&CM
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Asia, IT&CM China wag AEC plus Ingavmmuviuas Weald a1s1sasgusesvuiu wag N3
andues Ussweuiaigy

1%
1 o Y 3

(3) NAs1ErAUINLNeIRUsENBUYRIAna A NlukAasA1Ulag T wUUTIanstadeLTad udy

(Confirmatory Factor Analysis: CFA) kag dansigniveyalaetinidonasdideivigy

v
v A <3 [

MnnMsEnyImuIIMsUsziiudnenmuesssianisieadisnileidusetatuiiussiiundn 10
F1u fia msAuuIANYLES (Accessibility) iRnusy (Accommodation) @a1uiismeu (Avenue/Area) &4
81UIBANUALAIN (Amenity) ?aﬁa@cﬂa (Attraction) Aanssu (Activity) #UsznauNIsgsRvatuayuay
Tud (Agency)  avundenvesauluiiesdiu (Accountability) n1suanAulen1an1egsia (Advance
business opportunity) kaz319TauazANd 599 INAINTIUTRIULN (Awareness/Award) IneRnauds
uiazUssilsgnudafumbegesifiofiansunyuuesisig 4 vosnauANTRINa 1T Ay 39 Wi

o8 IngesrusznaurasfinanmvesgsiansvisaiieaiiodusisiavesUssmalneauisaagulannin

Aoluil

‘ Incentive-travel Destination Competitiveness ‘

‘ Value Creation ‘
I ——
o a4 T
Awareness /Award, Advance Buziness Opportunity,  Agency,  Accessbility, Accommodation, o
Avenue/Area, Amenity, Attraction, Aetivity, Accountability 5
] i i i 1 ﬁ
1 1
, | Activities i &
Entertainment ﬁ
Destination Ground Hotel fimction & 2
qualification ! ransportation facilities a‘
—‘ Booking )——‘ Travel )——‘ Accommodations )—-
t + ! Shopping
i ! s Hotel operation
‘ Planning ‘ ‘ Ajr transportation ‘ and Sarvices |
Visiting
Sightseeing
Incentive trip
Diesign !
|
Incendve Planner Participant, Intermedizries and Suppliss
Pre-mip En-rouss I On-site I After-trip

deladeyaideuseinyainnisdrsianiguuuasuniuu Un3delaiiniingiaaeuaiunse

(validity) uag AI13LAIee (reliability) veslayauazuUUTIR0Y A ANNTBITUTPEAY 95 WAT WU
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Ingsauuanuauiinuadneatazain (Amenity) denwingsgais 0.83 sewmunlaunaueauds
AugUsEneuNsgIRaatiuayuaulug (Agency) ientminuingu 0.80
TunslieseidneninvesgpaimnssunisviesiisaiieilussiavesUsendlnemenuuinaes
Jeduduilanunsausafiuneniduihminanuddvesurazauussuifisuiuaimnuaunsalunis
waiidueglutagiu Fudloddeyarsaostsannuninsziilieuiieunds amnsadiausuiladanin

il

Performance and Importance

5.00
c 4.50
é“)’ A\/‘emie Acti i;yA&Narg;com Agency,
£ 4.00 Access & AdhAttraction Amenity
[} Accolint
O]
c 0
© Average Mean (4.08)
E 3.00
ug )
& 250
200 Average Factor Loading (0.68)
0.50 0.60 0.70 0.80 0.90

Importance (Factor Loading)

5.1.3 ayUnamsfinemansenuvasgsnanisvisaiisniaiduseda
Ty
5.1.4 ayunan1sinwuualduvasgsianisviesiieaivalusieda

Auzddeladnwnnltuvesgsniansvieniieniiedusieialy 2 Ussiau fe

(1) wwliuvesdnuazgsiamsvieadisaiielduseda lnensAinvienarsiieitosiinatiauualiy
] o y o | v 1 -
#1199 ey Snuaierewan anAn MUdeuly 1w SITE Index ¥83 AUNANNIIANUNTIBATE?
= < @ [ a ! Y Ao w v !
werdusetaluseAuunne@ wudwwilduiidAgloun
a. msswdumlusinsunisveafisniioldusieiadniuianssudu § 1e909AnT WU N3
Useya LRaRfUYULAZNTINNITAUNE

b. msdnluiifanssuitedenu 38 Social Corporte Responsibility %38 CSR Liiotdunis
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asnunmanualfvesssAnslume

c. MIanvuIAvaInguiuneulusensunsvisaiiieidusela weasanunaesi
aglsfinulunainduazdvunresnguiniAunenisuILgn wiuaINITALNNNESS
szuUndungudesiian1sinnisiienas donndesiumIuaIuIsatun1sIessuTeiies

a

waganIud

d. Auaulalufanssuiifeitesdunesduuiniu lnganizaiuiausssy was il
Snduseadufnssundanungusnasaly ieadeauwdanlmiliiulusunsunis
| A ~ [ [
vioueuiedusneia

e. msldmaluladfinniuda (mobile technology) HNNTU OB IUIBAINELAINTUNT
QIR REIRTEIIEH

2) dn3feddlansimziuunlitvewmainnisvesiieiieidunsialasefedeyaadifluefnuas

a ¢ A4 0~ aa A v ¢ A a Y aa Ao & A
FAINNANIYLAIDINDNWNLATEIUR LW@I%&W@JWiaWEJ’]ﬂimmm@‘wmmﬂummm Lag Aa1ANANUUN

e
£

wAoMIINTNAIATITNUINTY Taen1sTATIzRaIn1sadiwunesdusenovvesaiioanilu
by waz Anudugania saumie Anuliuiueuldnnimi

Decomposition of multiplicative time series

observed
50000 80000
1 Il 1 Il 1 1 Il

20000

trend
50000
Il

seasonal
1 1

08 10 11 12 30000

random
1.0 12

o8

06

T T T T
2004 2006 2008 2010 2012 2014 2018

Time

namsnuuudazmiulaiuulduvesgnamnssunisvieaieniiend useiadinsiintuegng

AoLLeIRAY A A.2010 WELSUTLADAMAIAY A.A. 2014 TNULEIDAASIZIIUSIAAIANUINNAIANL

A a

wIltunANgaAe U sosANAe duA way WAy diunainiegluriashe QUu uay nguussnely

U = 1 = =

annmglsu@eonvazsesiimsselviasegianudude neudsasiuwildulivanlumannuniu
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5.2 aAUs18NanN1sANEI

5.2.1 anus1enan1sAneanuauleslunialganuAvasssianisvisaigivausieda

9

MNMINUMILITTUNTIILarduN el T EnAugAifidiuAsteslunsimunlasaislon e
mMsvesfindieidusietanunsou IDEAL 489 SCAAN Model #e 1) vuegnen (Identifying the
customer segment) 2) danuuulATIATINLEAMAT (Designing the supply chain) 3) afagiauvaniule
AAT (Extracting the players) 4) dneiaulinseiuniumuduius (Aligning the players) wag 5)
dosldliamn (Linking the chain with value) nuindiauddayiviimihidenlesiildnmefio TCEB
(@avu) uwaz TICA  egalsAmudsiifiduiivimifatuayuswininnidmnanandeules 1wy
fuszneunmsmedesilalldiduamndn TICA waz mhenunasgluszdudminuagiiesiuiutiaziinng
vhauswdufu aavu. wag TICA witasfadishunsviesiisditensiinroudidegunnsililiaiunse

v o ' = A @ U vy g
HanAuNIsieie el duseialaiud
5.2.2 afiusedAnemwasgsianisviesiisniaidusneia

THuvusiansiladeidedudu (Confimatory  Factor Analysiss  CFA)  lumiswaiunsadse
mmamsalunsuaduresgamnevatemsdmiuniseniioafieldusieda (ncentive Travel
Competitive Index: ITCl) Taefussifiundn 10 éu Ao n1sAuwiAuwuas (Accessibility) Aiwnusy
(Accommodation) @01ufi§991u (Avenue/Area) F961U28ANWATAIN (Amenity) dafagala
(Attraction) Aanssu (Activity) HUszneunisgsivatuaywalug (Agency) arundonvasauluriedy
(Accountability) nswanAulen1an1935Aa (Advance business opportunity) kazs133auazAudN5a
9NAINTIUANIUIN (Awareness/Award) TnepaantBndazussinvlignuiafumisgosiiofiansan
uuLes AN 9 TesauanTRgIna I TINTAY 39 Mitedos warldiinisnsaapuALns (validity)
uay ANULTES (reliability) vesteyauaruvudians i mnudesiufosay 95 ud wuin Tassiaudn
AuanTAF LA IIsALALAIN (Amenity) DA viingsgads 083 sesaunldudnaaugiu
fusznaumsssaatiuayuslud (Agency) Aidniminvindy 0.80 Insasuuuiivsaimalnglfiu3oufe
amannsalum s lUsunsumsvieadieniiefiussiaiifinnmaiiassdanfmusssuanaudulne
wazAanssuiiieadostusssuniuarausuiinveudedeny (CSR) nindadilamides nsvianisiamn
Aanssumsvieadisuiiodusetalny 9 LLazmsﬁual%aawuﬁ%mqquﬁﬁangnﬁﬁijzumau I8N ST

AuEnsalunmssessunquinviesuieniiolussianfiawalg
5.2.3 afiUseransenuvesgshamsvisaiieaiaduseda

Tunmsuszdiunanssnuvasgsnamvisaiieaieidussialafinisuidyinainnisvieuiieaite

WnreuudunUSulsaielilianumnzausenisussdiunansenuluviunmsvsadieaiiendusneda
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a A 1 ~

wagldusziiuangdalusunsunsionfisnitofuseia nuitnansenusuassgAaiidiuinian
Tngiamennsananu wag msnszanesels @unansznuiudeuiiitamie nsudedeiuiiansisas
Tudrumanssnumeinuiausssunui mavieadiendiedunstasansdiseyindiausssniu Wi
Hundunlndld sasteaeiaulunasnuazaauiiiiedostutausssude Tuduwomanseny
Fdanedeutuiienuinasumuiuiisveusedundedlunmsinfenssumseaiionieduseta
Tnglanznsnenssssuand wu Ukl neia wuivsniseeng 9 wag mslddndlunisdnianssunis
Mouflonitefuseta dufmsiinstmuaunasnislunstesfunansnududaandedlunisda
ﬁﬁmisumiﬁauﬁmLﬁaL?;Juiwi’aiuﬁuﬁﬁiiwma%aL“ﬁJuﬁ;mLﬁiuﬁa%’mmmmmiﬂuﬂﬂiLLGtiasﬁquaa
Usewelve way WufnenimvesUsenaiiddgumluvaziefufenszaimansenuldiguiu ludw
galsviemIsdndulinmaveadeniiofumetalulsemalneairsussloviduasssialdunfenis
advayuliiAansianuluiiud faduvsslenindnainnisinu erfidunsadienisddmsiues

Uszvrsulufiunsenanssululusunsunisviesieieidusiesda o1y n1swanadaiausssuluay

BeemIan 3o nadsauluriediu lnenizngugasenglidgdiusulufianssy suuvienisfnfangsy

LURYJ 9

Y |

CSR Tl 9 wiieasnslenalunisuanildsussninadnvesisanqumsvisaiisaiiolussiauazauly

& A A S [ ' a d' < 1Y ' U A
‘W‘LJ‘VILW@iMMﬂWiWWU’]ﬂWiW@QLV]EI’JLWE]LUUTN']&@EI'NEJQEJU

5.2.4 afiuseuualtuvesgshansvsaiieaiaduseia
Tudhuvesnsiesziuwilduvesgramnssunsvisaisuiadusisiavesusewmelng auzidy
Ialdiwalian1simsemasyglfnuuounsuial (Time  Series  Econometrics) 1u 2 sgdufie
LY o aa o a 1 ' N ~ [ [ [
sEAuUsEIMAlAgTINLALLNESIERaInUTEnaan AU Un1engunsiawiisnie 1 duseTaunds
Uszinalng lagldtoyaandrdnanudaasunisdnuseyuuazingsanis (@IAn1sumvy) At w.e.
2547 §3 w.A. 2558 91elasuna annan1sdnynudtiunmswdnuiniunsngunisiesdieaiiendu
v aa L 1 < 1 I ! [ Y a O 1
sdaiiiunndsenalngannsawdioandu 2 433 fie (1) Hrsuivaunaringnaenin Aosus las
W 1 w.A.2547 89 nsanadn 4 wa. 2552 way (2) Y1EUnaaUNIUIaT AsAsus tnsuan 1 w.e. 2553
= = 2 & 1 Ao v a ' ] = A v o Y aAa
felasunan 4 we. 2558 Fadudieidnuiudniauningunisvesiie e dusielaiuualdunis
(constant trend) wagfiAnauduggniafidmuainaue (stable seasonality) #199NYwsNATAY
wwalduninIuanasaduiuly (fluctuated trend) waz fr1Auduggnia (vary seasonality) gl
itesagvieuianIsUasusUandalaseaing (structural change) U99QMAIMINTIY AaWG W.A. 2553 &9
U3tnidainifuniengunisviesiisaiieilusadauas incentive house %3e intermediates du 9 19d
nsiuuasutnRunsngunsiesisuiisiduseiatuuaifianmiings wezainnsdunivalnle

gudunanisiinsziillaeniaensy wandliiiuiinisiinisnainveiniasgiiionagangunisviotiien

A Y] Y o ! v Y [ =
LW@L‘U‘Uiqfl'}a%%@@fmﬂ']ﬁ'J'NLLNanQWUWELungJ%‘EJT]LLa%Luumﬂ'ﬁqmﬂmﬂqﬂ@\ﬂﬂﬁuﬂim A8 ROl (Return on
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Investment) 1Jumdn ludiuvasmsliasizisenainnuinansasunguaaintindy 2 naude ngu
AANAA1I (raising star) Fadulssmanfiunliufiazdsinfumangunsviouilonileidusatannds
Usaindlneuntu toun sude 3u sulailife wiade uwaz HAUTLE Taevis 5 aanadnisverefuuy
iAad (exponential growth) lus1ed Tnefiseruanuuiugveanuusiasd Sosas 80.0 - 99.8 Tu
YauLALIUBNNAUABRa1AN1IT (falling stars) wnlae am%’gam’%mﬁamamuw%@m 2,127 Ausal
(rutdeieosay 97.8) auu1saY zﬁﬁuﬁa@aaLLUULé’umﬂué’mﬂdaumﬁ 1,584 Aumal (AI1Y
indededorar 94.3) s lniu @easuuniam 1,010 auded a auiidedefenar 91.7)
ooaasldy (@rasuuuninu 1,100uel o Annaidefiedesas 99.3) Lay 909N (ARAILUULALATS

1,190 aAusied a1 M nTeiiodovay 70.4) dsunbhenunasguazionsuinduazdesddulouisnssu

'
Y 1Y '

nauNveIgiigeazAnnsaInguiinan I Nea1nuill luraziediuzdemeguseungunaia
Wuniiaann Inglaniz ansgelsn war PUu :nmsdunvalidsdniugusenaunisnuil nsanas

v A a d‘

Yona1avandl 2 awnd1dyme Jadeninuasegiavesdiuiavansgasninanneslutiameissui

o

HIULNY i91e 2 Yseinalagianigansgalisnidumasiludimiaasegia 8naugms n1sidiunvengy
UnAun AN ingueaindu § NETwusssuNa1eiy Wy g v3e ansy dauneeuvanmi
Tunsdalusunsuludsanui 9 dndumeyadulinuion egrslsinumenalseloviniuasugiad
v a a A < o < [ & o v v o & £ ' [

Uniiuneydunuduiiuuannwasiusaiavanvesineluneuivinlv n1aszdndussdessiudu
NYLLUN1TOBNLULANAINILAIINABINTITVDINAIRAENANALIN TUTVRINAUAAIALAY Tn8B1aTLABY
AnsuUInquanANImUITAaLAaTnaIn LNeaAANUTAREIRINAINILAINTNITI1UNUTIUAUN

seRuUssnALazseaudmiaviseganuneUatemeddgliladawda 1w sinen vie viadiu

Turudnwideaseinudodrdnlusesnguiiegisimhundnw lnenguiegreidudimvung
o fiaudfty (key players) ogluvinalggumunisvieniieniioluseda suudimisausng q 73
drupertedlugnamnssusananiulssindalve watnuilumsiiviuvgeuauiiodiunldimszily
druraamiiadnaninnisvsafisniieilussiatasnansznuvesnisvieaiiond olusiedaluda
1ASEgNY dpy wardwnden naudiegninuliFnulatvuadeudiauin Weswingaannssunis
| c{' d{' [ L J ¥ ! v a =2 b4 ' a = =2
vesiiadussialulssmalnereudnddniuazdalinisfinwdes lnalanzegridalionufnuly
Asatliunquéiiegnamesiugumuludifty o810 incentive travel organizer #3angu service

provider Mindidlaenn n1sAnEenngumegsaninsadildAnuladsreudivilnegedin

va

wananHlunsIninsdunwal vsedndununfocus group  NABIDIREHITEIYIYNTOH N

[

unumlugaanvnssunmsvieaiisaiieduseia welilddeyaluddnfausavinldegnsdnia Wesin
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anamnssudinagelididunidnluiening wazninnuderngiideudieies Snvianisfinynidelu

v v ~ [y ' PN d' [ v v Al 1 1 & PN ] ¥ vala @ o 1%
‘VI’JGU’EJLﬂEJ’Jﬂ‘Uﬂ’]i‘Vl’eNL‘VIEJ’JL‘WE]L‘UuiﬁQ’JﬁﬁJﬂﬂJlﬂJN’]ﬂLLﬁ%l@JLUuWLLWi‘VIaWEJ ATILVIENER ll‘U‘Vl‘U’W]ﬂVI’]‘lﬂEJ’]ﬂ

WuLReNUY

5.4 YaLEULUZANNNTSIVY

<

nianfangddelsvinsnviuariiesesivssfiuing 4 vesgsfamsvieafieniieifusiata
duldun arudenledlunisldqueivesgsia dnenmvesssne wansevuludaasugia dsau
Aunndonuaginmss rufwunlduvesssiadnanluewian angidelddansussyuiietiauona
mMsfnwLaziuilinnuAaiiy emuumensimundnenmvesgsianmsvieadisufierlussiaves
Usendlnganmadiuiiiendes nisussrudatuidiofunsd 27 wwiou 2559 Taefidrsueiusena

= v

=2 S My 1 ow A 1% a ' =i A g Y a v
nsAnwluasaillaun digivguazgnineitedugsiansviesnenied usieda 817 gusznauns
g3nasudnnisviewieaiiodusneda (OMQO) Munuainniisnuiatuayugsnaniseaiieniedu
51938 1 drdnnuduaiunsdausegukasingsans (@adu.) wasnisviesiieuissendalne (vmn.)
@ v ] < o Y v o 1% < < a =
Jusiu Yssiduanuiuluiidesis o lnggeinaglauendssiiuainuiulagfinnsanainuanisfing
v v Jo Y ) | a dll Id [ .
AU inauausatunskdsdulunsiduganuneyatenienisviesiigaieidusiada (Incentive
Travel Destination Competitiveness) MiiAAzLULAIIUEIALY (Importance) LazAIAZLUUANTAIN

[

(Performance) 9191 lneiisneazLdenedil
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1. AMUEIUNINIIY (Avenues)
mIvaieausmilenusenitamiienuiguazionyuiineiteuienanduaniuninauideglviia
Usglovultanulauiniuy 1wy n1sas1sanuiiielddnauluwiazase asiuausassuselulussazenn

fgIaNsaiiuNaananunldusylevunslaannialy ainsialmensuugntganulusunam

2. fuanunionvesauluiasdiu (Accountability)

=] <

PHANTUTLLIULANIAIANYNINNABUYIAN LT EIVIULAINUIAUINTLDIIN NINTTUA NS UN1TVIDUTEN

QU <

A [

welunsialudisiiionnisifanssunagde (adventure) idoe1AENUNSTINYIG WU Unan Taens

(% '
Y = L2 o

WhAsunfenandslifinuuiueunsungving nanfediianutawdaiunguaneieifunisun

INNUTEITUDIR AU luaenIveInU1IANT o ALlUUTEMNABIINBITINTINAINTTUAING1ILEARS

v o = <

fennulaisuRnveu avveudcladudumnumdenresnuluiiesduiide Fulanuiuliuioniudanis
msvienfieaniioifusieta (DMO) wiedliuinisvatsaasldsunisfineusuliiiuuadnduay
Sukinraunadsau (Corporate Social Responsibility: CSR) 1N

3. luusufiudnudu o fdaaueliianisdneusuiunisuszanuiumiienusvnisiiuin

¥
= 1

U 19U NM3EUDYDIVUTELIUIINITUIAMITITINIAA LU (timing) MuTe sIuvisdatiuayunis
wanauliiin TCEB-CHAPTER Tuidlaslud@fvasuszmelng iedaelusluvgaamnssy inszdunisly

A15YNNNIRANAkATANESUANANYAINAYDLL Bl N UAUA1IINIRARE
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9197 5.1 aguissnunuiiusazdaauenuzlumsimudnenmgsiansveadisniiolussiaandlinguay

HngItes

a < yaa a v
AMUAALAUIINHNNAIUNYIVD
NUI—ITUY ; i
n‘uqsnams‘waammmawui'ma

1. Aoy vdyald
(U3¥n The DMC &  Event

Thailand)

2. funuandinnuduasuns | IdeauelivenUssnudnuieendu 2 nau AegnAngulng
[ a ¥ 1 <@ 4:4'

JaUsvyuuariingsans (@avu) | (Mega group) wazgnAnguian Lleswintunmsidssmnalne
p1avzdalidnenmlunissessugnangulualisnnne wilusedu
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The Impacts and Competitiveness of Incentive
Travel Industry

Supply Chain and Economics Centre, Chiang Mai University invites you to take part in this
Incentive-Travel survey.

* Required

Part 1: General Information

1. 1.1 You/Your organization is an/fa *
Mark only one oval.

) Incentive travel buyer

) Incentive-house

) MICE Association

) Incentive-travel supplier

) Other:

2. 1.2. The country you are currently working in: *
Mark only one oval.

) Thailand

Malaysia
) Singapore
) Indonesia
) Philippines
) Taiwan

) Other:

3. 1.3. Your position in your organization: *
Mark only one oval.

) Senior Executive

) Area orfand country Manager
) Department Manager

) Supervisor

) Officer

) Researcher

) Other:
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4. 1.4. How long have you been working for
your current organization? (Years) *

5. 1.5. Please provide an e-mail address
that we can send you the result of this
research:

Part 2: The Impacts of Incentive Travel Industry
In this part of the questionnaire, questions 2.01 to 2.19,

6. 2.0. Which ASEAN country do you think the Incentive Travel Industry generates
great impacts on its economy, society, environment and culture? *

Mark only one oval.
") Singapore
() Thailand
) Malaysia
) Philippines
) Indonesia

") Other:

Base on your opinion, please rate the impacts of the
incentive travel industry on the economy, society,
environment and culture in the country you have selected
above.

7. 2.1. The incentive travel industry impacts on the economy including generating job
creation/ higher employment. *

Mark only one oval.

Strongly Disagree () () () () () strongly Agree

8. 2.2. Increase revenue for businesses/ increase in GDP *
Mark only one oval.

Strongly Disagree Strongly Agree
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10.

1.

12.

13.

14.

15.

2.3. Raise standard of living. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () () ( () () strongly Agree

2.4. Generate income distribution. *
Mark only one oval.

1 2 3 4 5
rﬁ

Strongly Disagree () ( () () () strongly Agree

2.5. Increase price level of real estate, goods, and services in the incentive travel
area. *

Mark only one oval.
1 2 3 4 5
Strongly Disagree C) G (\D ( ) Strongly Agree

2.6. Incentive Travel Industry impacts on society including improving recreation
facilities/ better infrastructure. *

Mark only one oval.
1 2 3 4 5

Strongly Disagree (:} (N Q () () Strongly Agree

2.7. Increase quality of police protection and response. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () () () () () Strongly Agree

2.8. Increase crime rate. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () () () () ( Strongly Agree

2.9. Reduce quality of outdoor recreation opportunities. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () ( (D () () strongly Agree
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16.

17.

18.

19.

20.

21.

22.

2.10. Increase traffic accidents. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree C} C (D ) Q Strongly Agree

2.11.Raise prostitution. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () ( (D) () () strongly Agree

2.12. Increase alcoholism. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () ) ( ( Strongly Agree

2.13. Incentive Travel Industry impacts on environment including preserving the

natural environment. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () () () () ) Strongly Agree

2.14. Preserve the historical buildings and monuments. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree (:) T3 Q ) (:) Strongly Agree

2.15. Increase congestion including overcrowding. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree ) O @ C) ) Strongly Agree

2.16. Destroy flora, fauna, and landscape. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () () () ( () strongly Agree
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23. 2.17. Increase pollution (air, water, noise, and littering). *
Mark only one oval.

Strongly Disagree () () () () () Strongly Agree

24. 2.18. Incentive Travel Industry impacts on culture including encouraging variety of

cultural activities. *
Mark only one oval.

Strongly Disagree () () () () () strongly Agree

25. 2.19. Promote cultural exchange. *
Mark only one oval.

Strongly Disagree () () () () ( ; Strongly Agree

Competitiveness of Incentive Travel Destinations

In this part of the questionnaire, question from 3.0 to 3.39, Please select one country you
think is the best destination for incentive-travel, and indicate your opinion on the following
sentences by rating your level of agreement.

26. 3.0. Which ASEAN country do you think is the most competitive or BEST
destination for incentive travel? *

Mark only one oval.
) Singapore
C Thailand

) Malaysia

(") Philippines
) Indonesia

C ) Other:

To what degree do you agree with the following
statements reflect the best destination for incentive
travel?

Accessibility
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27.

3.1. It takes short time to get to the destination. *
Mark only one oval.

1 2 3 4 5
Strongly Disagree () () () () Strongly Agree
28. 3.2. It is easy to travel around the destination. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
29. 3.3. It is convenience to get to the destination. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree ’\i} ) Q (:\) f:) Strongly Agree
30. The cost of access to the destination is low (eg. flights and VISA). *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () strongly Agree
Accommodation
31. 3.5. It is easy to find the appropriate hotels in the destination. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
32. 3.6. There are various accommodation types in the destination. *

Mark only one oval.

1 2 3 4 5

Strongly Disagree () ) () () ()

Strongly Agree
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33.

3.7. There are hotels with high capacity to accommodate large-group of
participants. *
Mark only one oval.

Strongly Disagree . ,\_'4/ ) L) '\/;f Strongly Agree

34. 3.8. There are high quality room options. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
35. 3.9. There are competitive (low) price four and five star hotels and/or resorts. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
Accountability
36. 3.10. The destination got promoted to incentive-travel destination and receives
strong supports from government and MICE bureau. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
37. 3.11. The destination has low crime rate and traffic accidents. *
Mark only one oval.
1 2 8 4 5
Strongly Disagree () () () () () Strongly Agree
38. 3.12. The destination has political stability. *

Mark only one oval.

Strongly Disagree () () () () () strongly Agree
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39. 3.13. The incentive travel suppliers and incentive-house provides the right
products/ services as promised. *

Mark only one oval.

Strongly Disagree () () () () () strongly Agree

Activities

40. 3.14. The destination has authentic festival and special events. *
Mark only one oval.

Strongly Disagree () () () () () strongly Agree

N N/ .

41. 3.15. There are unique activities with cultural experiences (e.g. team building,
cooking class, adventure, etc.). *

Mark only one oval.

Strongly Disagree () () () () () Strongly Agree

42. 3.16. There are creative team-building activities in the destination. *
Mark only one oval.

Strongly Disagree () () () () () strongly Agree

, S S N —

Advance Business opportunity

43. 3.17. Destination is considered as hub for corporate headquarters. *
Mark only one oval.

Strongly Disagree () () () () :r Strongly Agree

44, 3.18. Visiting the destination is opportunity for business networking and building
trade relationships with the related business partners. *

Mark only one oval.

Strongly Disagree () () () () () Strongly Agree
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45,

3.19. There are potential opportunities to exchange and transfer the related
knowledge for future business development. *

Mark only one oval.

N\ p, N / N\ 7 N / \

Strongly Disagree \7 ) ) () () Strongly Agree
Agencies
46. 3.20. There are collaboration of government bodies, Associations, Incentive-travel
suppliers and Incentive-houses in the destination. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () strongly Agree
47. 3.21. There are many different organizing agencies such as management
companies and transportation operators. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
48. 3.22. There are professional and specialized organizing agencies who know and
understand the incentive travel market. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree :\ : : \:r r::} Strongly Agree
49. 3.23. The destination provides effective support services for the needs of incentive-
travel tourists (eg. Multilanguage speaking customer service, information services
etc.). *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () strongly Agree
Amenities
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50.

3.24. Infrastructure facilities are clean. *
Mark only one oval.

1 2 3 4 5
Strongly Disagree (:\ f::} (:\‘ /:I «:\l Strongly Agree
51. 3.25. There are enough basic facilities for the tourists’ needs (eg. drinking water,
well maintained and waiting rooms and toilets, etc.) *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
52. 3.26. There are on-demand online media contents of incentive travel-destination
(eg. the detail of destination is available on online including news, reports, videos
and social media) *
Mark only one oval.
1 2 3 4 5
Strongly Disagree '\i/4 _) ‘/j\J (t\i [\j Strongly Agree
53. 3.27. There are high quality catering facilities. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () strongly Agree
54. 3.28. Destination is fashionable and modern. *
Mark only one oval.
1 2 3 4 5
Strongly Disagree () () () () () Strongly Agree
Attraction
55. 3.29. There are natural landscapes including history & culture sites in the

destination. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree :) C\ \'i : Kt::‘ Strongly Agree
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56.

57.

58.

3.30. The destination has comfortable climate. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree (:) (\/:) C:\ C ) (:) Strongly Agree

3.31. There is lively city nightlife. *
Mark only one oval.

Strongly Disagree () () () () () strongly Agree

3.32. There are various shopping options. *
Mark only one oval.

Strongly Disagree /:\) @ (:) () () strongly Agree

Avenue /Area

59. 3.33. The destination offers highly flexible and customized services for the event

60.

61.

venue. *
Mark only one oval.

1 2 3 4 5

—

Strongly Disagree () () () () () Strongly Agree

3.34. There are multi-function venue suitable for on-site activities, and parties. *
Mark only one oval.

1 2 3 4 5

Strongly Disagree () () () () () Strongly Agree

3.35. There are unique venues for theme events. *
Mark only one oval.

Strongly Disagree () () () () () strongly Agree

141



62. 3.36. There are superior venues for capacity crowd. *
Mark only one oval.

1 2 3 4 5
Strongly Disagree : ) (r‘ (:/) 1\: ) (::J Strongly Agree
Awareness/Awards

63. 3.37. The destination is a popular tourist site. *
Mark only one oval.

™ £~ N\

Strongly Disagree 'j\ C )« ) ( ) () Strongly Agree

64. 3.38. The destination is wellrated for high quality services and venues (e.g. the
most-visited, or/and top recommended destination). *

Mark only one oval.

Strongly Disagree () () () () () strongly Agree

-

65. 3.39. The destination got winning-awards for some sort of Excellent Hospitality or
Services Standards. *

Mark only one oval.

Strongly Disagree () () () () () Strongly Agree

Thank you!

Thank you truly for taking the time to respond to this survey. If you have questions or other
thoughts about this research, please feel free to email us directly.

Powered by
B Google Forms
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Faculty of Economics, Chiang Mai University
239 Huay Kaew Road, Muang District]
Chiang Mai 50200 Thailand

QUESTIONNAIRE

(1) Incentive travel impacts to economics, society,
environment, and culture
(2) The Competiveness of Incentive-Travel Destinations

Please note:

“ Your answers are STRICTLY CONFIDENTIAL and intended for
ACADEMIC RESEARCH ONLY.

-

“* Your contribution toward the successful outcome of this study is

INVALUABLE, please answer all questions as honestly as possible.

%+ There is no right or wrong answer, please just answer according to your

opinion.

This research defines the incentive trip as:

“... areward trip for leisure and entertaining under business purposes
made by a carporation for the recognition of the past achievement and
the improvement for the future productivity of their employees,
partners, suppliers and customers”

For more information, please contact:
Ms. Naren CHUON

naren chuon@cmu.ac.th

Mr. Darong KONG

darong kong@cmu.ac.th

Master Student of Faculty of Economics,
Chiang Mai University
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Part 1: General Information

1. Youw'Your organization is an/a:
(Mark only one oval.)

O Incentive travel buyer

O Incentive-house

O MICE Association

O Incentive-travel supplier

O Others

2. The country wyou are

working in:

(Mark only one oval.)
O Thailand

O Malaysia

O Singapore

O Indonesia

O Philippines

O Taiwan

O Other

currently

3. Your position in your organization:

O Senior Executive

O Area or/and country Manager
O Department Manager

O Supervisor

O Officer

O Researcher

O Other

4. How long have you been working

related to incentive travel?

Years Months

5. Please provide an e-mail address that we can send you the result of this research:
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Part 2: The Impacts of Incentive Travel Industry

Instructions: In this part of the questionnaire. questions 2.01 to 2.19,

To what extent do you agree with the below statements on the positive and negative
impacts of the incentive travel?

Please express your own opinion on the following statements by circling your level of
agreement (1 = Strongly Disagree, 5 = Strongly Agree)

2.0. Which ASEAN country do you think the Incentive Travel Industry generates great
impacts on its economy. society. environment and culture?

O Singapore

O Thailand

O Malaysia

O Philippines

O Indonesia

O Other:

Base on your opinion. please rate the impacts of the incentive travel industry
on the economy. society. environment and culture in the country you have
selected above.

. Strongly Disagree Strongly Agree
Economics Impacts

i s e >
2.1. Generating job creation/ higher employment 1 2 3 4 5
2.2, Increase revenue for businesses/ increase in GDP 1 2 3 4 5
2.3. Raise standard of living 1 2 3 4 5
2.4, Generate income distribution 1 2 3 4 5

2.5. Increase price level of real estate. goods. and services

| ]
L)
4—"';.
M

i the mcentive travel area

) Strongly Disagree  Strongly Agree
Social Impacts P .

| ]
L)
4—"';.
M

2.6. Improve recreation facilities/ better infrastructure. 1

[ ]
L]
da
S

2.7. Increase quality of police protection and response. 1
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2.8. Increase crime rate. 1 2 3 4 5
2.9. Reduce quality of outdoor recreation opportunities. 1 2 3 4 5
2.10. Reduce traffic accidents. 1 2 3 4 5
2.11. Raise prostitution. 1 2 3 4 5
2.12. Increase alcoholism. 1 2 3 4 5

Strongly Disagree  Strongly Agree

Environment Impacts
*..,“_.........._._._._..........-----.-.-........."".““.......

2.13. Incentive Travel Industry impacts on environment

[ ]
L]
=
Lh

mcluding preserving the natural environment

2.14. Increase congestion including overerowding. 1 2 3 4 5
2.15. Destroy flora, fauna, and landscape. 1 2 3 4 5
2.16. Increase pollution (air. water. noise, and littering). 1 2 3 4 5

Strongly Disagree  Strongly Agree

Cultural Impacts
*........................................................uu....*

[ ]
L]
=
Lh

2.17. Encouraging variety of cultural activities. 1

[ ]
L]
=
Lh

2.18. Promote cultural exchange. 1

2.19. Preserve the cultural and historical sites such

buildings and monuments

THANK YOU VERY MUCH
FOR YOUR PARTICIPATION
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(Fmduusendialusunsumsvissiieaaiduseda)

The Competitiveness and Impacts of Incentive Travel Industry in Thailand
(For Corporations)

The Center of Excellence in MICE, Faculty of Economics, Chiang Mai University is conducting a study on the
incentive travel capability of Thailand. The main objective is to assess competitiveness and impacts. All

information provided will be treated in strictest confidence and no individual will be identified.
Part 1: ABOUT YOU AND YOUR COMPANY
1.1 What is your current job role at your organization?

Owner

Top-level management (e.g. CEO, CFO, president)

Middle-level management (e.g. head of major departments, division manager)
Low-level management (e.g. supervisor, foreman)

Clerk/Officer

Other:

OO0 00o0gao

1.2 How long have you been working for your current employer?

Less than 6 months
6 months up to 1 year

1-2 years

4-5 years

O

O

O

U 3-4 years
O

L] 6-10 years

L] More than 10 years

1.3 Has your company ever awarded incentive travel program before?

[0 Yes (if yes where )
J No
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1.4 What is your role at your organization for incentive travel program?

Operating

Planning

O

O

1 Contacting
[ Making Final Decision
O

Other (Please specify):

1.5 Who is a final decision maker for international incentive trip in your organization?

Owner

CEO/Managing Director

Marketing/Sale manager

Human resource manager

Purchasing manager

Other (Please specify):

[
U
U
] P.R. Communication/Public Relation manager
[
U
[

1.6 Who is responsible for organizing international incentive trip of your company?

[] Event manager

[J General manager

[] Management assistant
L[] Marketing manager

]
]

Other (Please specify):

P.R. of Communication manager

1.7 How does each department of your company involve in international incentive trip arrangement process?

Planning

Operating

Monitoring/

Contacting

Decision

making

No

involvement

1. Purchasing Department

2. Marketing/Sales Department

3. HR Department
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1.8 What is the type of your company business?

O 0000 oodooodgoogdganod

Automotive
Banking /Financial Services

Chemical/energy/environmental

Communication /Media/public Relations/advertising/publishing

Direct sales

Household appliance
Industrial goods
Insurance

Luxury products
Pharmaceutical/medical
Property/real estate
Retail

Software /IT Consulting
Telco /IT/Hardware /Electronics
Training

Other (Please specify):

1.9 Where is your company located?

U
U
0
U
U
O
O
U
U
O
U

People's Republic of China
France

India

Indonesia

Japan

Malaysia

Philippines

Singapore

USA

Vietnam

Other (Please specify):
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1.10 Has your company ever arranged incentive trip to Thailand?

] Yes

0 No

1.11 A length of stay of your company’s last incentive trip to Thailand (please specify in nights)

1.12 How often does your company award each of the following types of incentive trip to Thailand?

Never

Rarely | Sometimes

Often

Always

1. Closed-ended Incentive Program
(with pre-set budget and included only

most qualified employees)

2. Open-ended Incentive
Program (covered all qualified

employees)

1.13 How many times has your company ever organized international incentive trip in the following cities of

Thailand?
[0 Bangkok (O times)
[0 Chiang Mai (o times)
] Pattaya (........... times)
[0 Phuket (o times)
] Khon Kaen (O times)
] Hua Hin(............ times)
[0 Krabi (o times)
] Samui (O times)
(1 Other (Please specify):
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Part 2 :THE COMPETITIVENESS OF INCENTIVE TRAVEL DESTINATION IN THAILAND

2.1 To what degree do you think the following destinations can be BEST alternative to Thailand for incentive

travel trip?

Least Less

Same

Better

Best

1. Australia

2. Brunei

Darussalum

3. Cambodia

4. Canada

China

Indonesia

Lao PDR

5.
6.
7. Italy
8.
9.

Malaysia

10. Myanmar

11. Phillipines

12. Singapore

13. South
Africa

14. The
Caribbean

15. The

Pacific islands

16. USA

17. Vietnam

2.2 In your opinion, indicate level of preference you have on each of the following attractiveness of

Thailand?

Very

Undesirable

Undesirable

Neutral

Desirable

Very

desirable

1. Oriental culture and mystique cities

2. Peaceful royal resort by the sea

3. Historical mountainous terrain
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. The landscape of the Golden Triangle

. Natural beauty of the Mekong Delta

. Fresh/clean beaches

. Unique of culture and history

. Richness of Thai art and architecture

4
5
6. Deep jungles along Burmese border
7
8
9

10. Various shopping option

11. World cuisines (Thai and other various

cuisine)

12. Lively nightlife

2.3 How important do you think the following factors enable ease of access to Thailand for incentive trip?

Not
important at

all

Slightly

important

Neutral

Moderately

important

Extremely

important

1. Diversity of ground

infrastructure

2. Number of airline

3. Excellent road
connections and transportation

infrastructure

4. Experienced ground
handlers who arrange

transportation and travelling

5. Easy and straightforward
mobility

6. Aviation hubs for all

major international airline flying

7. Many international airports

8. Convenience to arrange a flight

to Thailand

9. Easy of arranging VISA to
Thailand (e.g. tourist visa upon

arrival)

10. Direct air services
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2.4 How important the below ACCOMMODATION factors are for incentive trip in Thailand?

Not
important at

all

Slightly

important

Neutral

Moderately

important

Extremely

important

1. Excellence hospitality

2. Variety/ choice of hotels
(e.g. residential-style hotel,

city hotel, beach resort,

hotel by the sea, floating hotel,

hotel by jungle)

3. Famous international

hotel brand name

4. Thai-owned hotel brand

names

5. World-class facilities

6. Easy to find hotels in
various destinations (e.g. in

city and provincial town)

7. International food and

beverage options

8. Friendly, efficient, multi-
lingual staff

9. Value for money for all

10. Dedicated Airport

transfers

11. Well-designed and

elegant ballrooms

12. Functional spaces keep

events all in one venue

13. Large and best-
equipped gathering spaces

14. Professional events

management support team

15. Safe and secure

16. Easy to organized and
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make reservations

17. Providing local support
packages e.g. welcome
banners and kits, gifts,

cultural performances

18. Quality but
competitively priced four
and five star hotel and/or

resorts

2.5 How important the below VENUE factors are for incentive trip in Thailand?

Not
important at

all

Slightly

important

Neutral

Moderately

important

Extremely

important

1. Flexible and
customizable for major
incentive event and for

specific themed event

2. Unique for themed

events

3. Easy to access

4. Equipped with quality
facilities and functions for
various activities such as team

-building

5. Value for money and suit

the budget

2.6 How often does your company include the following activities into incentive trip to Thailand?

Never

Rarely

Sometimes

Often

Always

1. Traditional Thai spa

2. Thai cooking class

3. Adventurous activities
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4. Hiking (e.g. mountain

hiking, forest hiking)

5. Fishing (e.g. boat fishing)

6. Diving (e.g. ocean diving)

7. Thai Festivals

8. Snorkeling

9. Beach Sport

10. Rock climbing (e.g. indoor

and outdoor rock climbing)

11. Golf

12. Shopping

13. Terraced rice farming

14. Experience Forest

conservation activity

15. Cultural tours on the local

way of life

16. Historical tours

17. CSR activities with
Children

18. CSR activities with animal

2.7 Overall, how strongly you agree or disagree with the following statements?

Strongly

disagree

Disagree

Neutral

Agree

Strongly

agree

1. Thailand is best destination
for incentive travel in

Southeast Asia.

2. Thailand is best destination for

incentive travel in Asia.

3. Thailand is best destination for

incentive travel in the world.

4. Thailand offers best cost
effective than other

Destinations in Southeast Asia.
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5. Thailand offers best cost
effective than other destinations in

Asia.

6. Thailand offers best cost
effective than other destinations in

the world.

7. Thailand offers Return on
Investment (ROI)/ Return of
Objectives (ROO) of the incentive

trip in Southeast Asia.

8) Thailand offers Return on
Investment (ROI)/ Return of
Objectives (ROO) of the incentive

trip in Asia.

9) Thailand offers Return on
Investment (ROI)/ Return of
Objectives (ROO) of the incentive

trip in the world.

2.8 What channels does your company use to get information about incentive travel destinations in Thailand?

Please select all that apply.

[ Printed Advertisements and articles

Business publications

Direct mailings

Word of mouth
Reputation
Previous experience
Sales calls

Free publicity
E-mail

Association newsletter

O oo oo o ooogogdgo

Other:

Advertisements and articles within newspapers

Internet (e.g. through search engines, banners)
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2.9 What sources provide you necessary information about incentive travel destinations in Thailand?

Thailand Pavilion

AEC+ MICE Expo
[T&CM China

IBT Berlin

IMEX America

IMEX Europe

Offline (printed) media
Online media

Association

O oo og0googoogonogoogog >

Other:

Tourism Authority of Thailand (TAT)

[T&CMA and CTW Asia-Pacific

Thailand Convention and Exhibition Bureau (TCEB)

Thailand Incentive and Convention Association (TICA)

Part 3 :THE INCENTIVE TRAVEL IMPACTS IN THAILAND

3.1 Indicate how strongly you agree or disagree with the following incentive travel impacts in Thailand.

Strongly

agree

Agree

Neither agree

nor disagree

Disagree

Strongly

disagree

1. Job creation

2. Revenue generation

3. Higher level of income

distribution

4. New and improved recreational

facility

5. IT infrastructure development

6. Transportation infrastructure

development

7. Cultural promotion

8. Benefits from CSR (Corporate

Social Responsibility) activities
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9. Promotion of cultural exchange

10. Preservation of natural
environment (e.g. flowers,

animals, and landscapes)

11. Preservation of cultural

heritage and historical sites
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(Frusugusneia)

The Competitiveness and Impacts of Incentive Travel Industry in Thailand (For Awardees)

The Center of Excellence in MICE, Faculty of Economics, Chiang Mai University is conducting a study on the

incentive travel capability of Thailand. The main objective is to assess competitiveness and impacts. All

information provided will be treated in strictest confidence and no individual will be identified.

Part 1: ABOUT YOU AND YOUR COMPANY

1.1 What is your position in the company?

O

O O oo d

Employee in Sales Distribution Department
Non-Sales Employee

Business Partner

Potential Customer

Dealer

Other (Please specify):

1.2 What is the type of your company business?

O o0o4o0o0o0ooonodoogdgogd

Automotive

Banking /Financial Services
Chemical/energy/environmental
Communication /Media/public Relations/advertising/publishing
Direct sales

Household appliance

Industrial goods

Insurance

Luxury products
Pharmaceutical/medical
Property/real estate

Retail

Software /IT Consulting

Telco /IT/Hardware /Electronics
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I Training
[] Other (Please specify):
1.3 Where is your company located?
1 China
France
India
Indonesia
Japan
Malaysia
Philippines
Singapore

United State of America

O 0o0oo0o-0goonodgao

Vietnam

O

Other (Please specify):
1.4 Have you ever been awarded incentive trip to Thailand from your company?
] Yes
L1 No (Please skip to Part 2)
1.5 What type of incentive trip did you earn?
O Closed-ended incentive program (only most qualified employees)
O Open-ended incentive program (all qualified employees)

1.6 A length of stay of your last incentive trip in Thailand (please specify in nights)

1.7 Which cities have you ever been for the incentive trip in Thailand?
(You can select more than one option)
[] Bangkok
Chiang Mai
Pattaya
Phuket
Khon Kaen
Hua Hin
Krabi
Samui

Pai

OO0 odo0ogonodo

Other (Please specify):
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Part 2: THE COMPETITIVENESS OF INCENTIVE TRAVEL DESTINATION IN THAILAND

*Note: Please answer the following questions on behalf of your company

2.1 To what degree do you think the following destinations can be BEST alternative to Thailand for incentive

travel trip?

Least

Less

Average

Good

Best

. Australia

. Brunei Darussalam

. Cambodia

. Canada

. China

. Indonesia

. Italy

. Lao PDR

O | 0| N O »n| Al OV[IDN

. Malaysia

. Myanmar

11

. Phillipines

12

. Singapore

13

. South Africa

14

. The Caribbean

15

. The Pacific Island

16

.USA

17

. Vietnam

2.2 Which following factors do you think are advantages of Thailand as a destination for incentive travel? (You

may select more than one option)

O

O 0Ooo0odgoao

Fashionable destinations
Expensive sounding

Safe and secure

Ease of access )less time away from work (and direct air services on major carriers

Compatible experience that matches your demographics

Unique cultural experiences and activities

Creativity and flexibility to provide truly unique experiences at reasonable cost

Other:
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2.3 In your opinion, indicate level of preference you have on each of the following attractiveness of

Thailand?

Very Undesirable Neutral Desirable Very

Undesirable desirable

—_

. Oriental culture and mystique cities

. Peaceful royal resort by the sea

. Historical mountainous terrain

. The landscape of the Golden Triangle

. Natural beauty of the Mekong Delta

. Deep jungles along Burmese border

. Fresh/clean beaches

. Unique of culture and history

O[O0 | N | O] | A OVB[IDN

. Richness of Thai art and architecture

10. Various shopping option

11. Cuisines )Thai and other various cuisine(

2.4 What level of quality of accessibility for incentive trip do you think Thailand can provide?

Poor Fair Good Very Good Excellent

1. Airline service

2. Road transportation

3. Ground handlers who manage transportation and

travelling arrangement

2.5 What level of quality of accommodation for incentive trip do you think Thailand can provide?

Poor Fair Good Very Good Excellent

1. Airport transfers service

2. Condition of ballrooms

3. Event management support team

4. Food and beverages

5. Friendliness, efficiency, multi-lingual ability of the

staff

6. Function of the spaces to keep events all in one

venue

7. Hospitality

8. Hotel Facilities

9. Location of hotel
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10. Value for money for all size of group

11. Safe and secure

2.6 What level of quality of venue for incentive trip do you think Thailand can provide?

Poor

Fair

Good

Very Good

Excellent

1. Flexibility and customizability of venue

2. Accessibility to the venue

3. Facility and functions of venue

4. Catering service

2.7 In your opinion, indicate level of preference you have on each of the following activities for incentive trip

in Thailand?

Very

Undesirable

Undesirable Neutral

Desirable

Very Desirable

1. Tradition Thai spa

Thai cooking school

Absolute adventurous activities

Fishing )e.g .boat fishing(

Diving Je.g .ocean diving(

2.
3.
4. Hiking )e.g .mountain hiking, forest hiking(
5.
6.
7.

Rock climbing Je.g. indoor and outdoor

rock climbing(

8. Golfing /Golf courses

9. Shopping

10. Terraced rice farming

11. Experience forest conservation activities

12. Cultural tours on the local way of life

13. Historical tours

2.8 Overall, how strongly you agree or disagree with the following statements?

Strongly

Disagree

Disagree

Neutral | Agree Strongly

Agree

1. Thailand is the best destination for incentive travel.

2. Thailand makes the incentive trip more meaningful and

memorable.

3. Thailand helps motivate awardees to win/get the next
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incentive travel award.

Part 3: THE INCENTIVE TRAVEL IMPACTS IN THAILAND

3.1 Indicate how strongly you agree or disagree on the following business opportunities you might get from

Thailand?

Strongly

Disagree

Disagree

Neutral

Agree

Strongly
Agree

1. Exchange and transfer knowledge related to your

company business

2. Future business development

3. Building new business connection/Partnership opportunity
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(Fwudinane/duszanue)

The Competitiveness and Impacts of Incentive Travel Industry in Thailand

(For Intermediaries)

The Center of Excellence in MICE, Faculty of Economics, Chiang Mai University is conducting a study on the

incentive travel capability of Thailand. The main objective is to assess competitiveness and impacts. All

information provided will be treated in strictest confidence and no individual will be identified.

Part 1: ABOUT YOUR COMPANY

1.1 What is main business activity in your company?

O 0O o0oo0oood

Incentive house

Incentive fulfillment house

Travel agency

Travel Management Company (TMC)
Incentive planner

Destination Management Company (DMC)
Other:

1.2 Where is your company located?

O 0o00ooogoogoogd

Thailand
China
Singapore
Malaysia
USA

Japan
South Korea
Indonesia
Hong Kong
Laos

Other:
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1.3 Has your company ever organized incentive trip in Thailand?

[0 Yes, it has.

] No, it hasn't. (Please skip to question 1.5)

1.4 How many times has your company organized international incentive trip in the following cities of

Thailand in the past 3 years?

Other (Please specify):

[0 Bangkok (e

] Chiang Mai O i
] Pattaya (............ times)

[0 Phuket (O

[0 Khon Kaen (e i
O Hua Hin(eeee. times)

[0 Krabi (O

0 Samui (e

O

1.5 How often your company organized the following events in Thailand?

EVENT

Regularly

Sometimes

Seldom/

Never

1. Incentive

2. Group travel to a foreign country for internal target audience

3. Group travel to a foreign country for external target audience

1.6 Which of the following you use to implement your incentive travel programs?

Both of the above

O 0o o od

None of the above

Add more environmental friendly/responsible destinations

Add a charity/corporate social responsibility (CSR) activity

1.7 What strategy do you use when experiencing a diverse group of participants in your incentive travel

programs? Please select all that apply.

(] Add a wider variety of optional activities

L] Offer individual incentive activity instead of group travel

] Change awards from traveling to merchandising
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LI Apply the same strategy as usual
] Other:

1.8 Has your company changed or cancelled any incentive travel program in the past year?

[0 Yes, it has.
] No, it hasn't. (Pleas skip to question 1.10)

1.9 Please specify the reason for the previous question

Cancel all programs due to economy
Cancel some programs due to economy
Change all programs due to economy

Change some programs due to economy

O 0O 0oo

Other (Please specify):

1.10 Have you ever heard of the following organizations before?
Yes No
TCEB (Thailand Convention and Exhibition Bureau)
TICA (Thailand Incentive and Convention Association)
TAT (Tourism Authority of Thailand)
THA (Thai Hotel Association)
IRF (Incentive Research Foundation)

SITE (Society for Incentive Travel Excellence)

HpEAE RN
HpEaEnENERE

1.11 What channels does your company use to get information about incentive trip in Thailand? Please select

all that apply.

Online Industry Magazines
Attending Conferences/ Training
Trade show

Destination Website

Site Inspection Tours

Direct Mail

Word of Mouth

0 I R Y I A

Blogs
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Newsletters

Podcasts

OO0 00o0od

Other:

LinkedIn Groups

Facebook Pages

Industry Associations

Offline Trade

Part 2: THE COMPETITIVENESS OF INCENTIVE TRAVEL DESTINATION IN THAILAND

**Note: Please answer the following questions based on your experience or expectation of incentive travel

program in Thailand.

2.1 Indicate how strongly you agree or disagree with this statement?

“Thailand is the BEST incentive travel destination.”

Strongly agree

Agree | Neither agree nor disagree

Disagree

Strongly disagree

2.2 Comparing to Thailand, what level of readiness and attractiveness do you think the following destinations

have?
Destination Much Somewhat About the Somewhat Much
worse worse same better better
1. Australia

. Brunei Darussalam

. Cambodia

. Canada

. Indonesia

. Italy

. Lao PDR

2
3
a
5. China
6
7
8
9

. Malaysia

10. Myanmar

11. Philippines

12. Singapore

13. South Africa

14. The Caribbean

15. The Pacific
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islands

16. USA

17. Vietnam

2.3 How much would you like to have the following factors in order to organize an incentive trip in Thailand?

No Need
at all

Slightly
Need

Moderately
Need

Very
Need

Extremely

Need

1. Collaboration among government
bodies, associations, incentive-travel

suppliers and incentive houses

2. More organizing agencies such as

transportation operators

3. More professional and specialized

organizing agencies

4. Political stability

5. Sufficient suppliers for

products/services

6. Supports from government and MICE

bureau

2.4 Indicate how strongly you agree or disagree that these following factors are necessary for incentive trip in

Thailand?

Strongly

agree

Agree

Neither
agree
nor

disagree

Disagree

Strongly

disagree

1. Fashionable destinations

2. Expensive sounding

3. Safe and secure

4. Quality and competitively priced four and

five star hotels and/or resorts

5. Easy to organize and make reservations

6. Ease of access in terms of less time
requirement away from work and direct air

services on major carriers

169




7. Unique venues for themed events

8. Compatible experience that matches

participants demographics

9. Unique cultural experiences and activities,

e.g. team building, adventure

10. High-quality food and service levels

11. Management companies, and transport

operators

12. Creativity and flexibility to provide truly

unique experiences at reasonable cost

13. Local support packages, e.g. cultural
performances, welcome banners, kits and

gifts.

2.5 What business opportunities do you think your company might get from Thailand?

Exchanging and transferring the knowledge related to my company business
Future business development
Partnership/Cooperation opportunity

O
O
]
(] Other:

2.6 How does your company improve your human resources for incentive travel? Please select all that apply
[J Qualification
Formulating appropriate training modules for next-generation personnel
IT skills
Communication skills

Foreign languages

U

]

U

U

1 Service mind
L] Team working skills

L] Potential for creative and innovative ideas
[J  Practical work

U

Other:
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Part 3: THE IMPACTS OF INCENTIVE TRAVEL IN THAILAND

3.1. To which degree do you agree or disagree on the following IMPACTS of incentive travel in Thailand?

IMPACT

Strongly

agree

Agree

Neither
agree
nor

disagree

Disagree

Strongly

disagree

1.

Job creation

. Revenue generation

. Higher level of income distribution

. New and improved recreational facility

IT infrastructure development

. Transportation infrastructure development

. Cultural promotion

2
3
a
5.
6
-
8

. Benefits from CSR (Corporate Social

Responsibility) activities

9.

Promotion of cultural exchange

10. Preservation of natural environment (e.g.

flowers, animals, and landscapes)

11. Preservation of cultural heritage and

historical sites
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The Center of Excellence in MICE, Faculty of Economics, Chiang Mai University is conducting a study on the

ANANUIN 6

wuudsuanaiiaUszfiunnusiuaduaunsatunisudsiunisiiugananeaienis
n1sviaaignNaldus1YakazNansENuYaInIsTinaigiauseda

(Frusugliiusnng)

The Competitiveness and Impacts of Incentive Travel Industry in Thailand

(For Service Providers in Thailand)

incentive travel capability of Thailand sponsored by Thailand Research Fund. The main objective is to assess

competitiveness and impacts. All information provided will be treated in strictest confidence and no

individual will be identified.

Part 1: ABOUT YOU

1.1 What is your current job role at your organization?

O 00 0o0gao

Owner

Top-level management (e.g. CEO, CFO, president)

Middle-level management (e.g. head of major departments, division manager)
Low-level management (e.g. supervisor, foreman)

Clerk/Officer

Other:

1.2 How long have you been working for your current employer?

O
U
O
O
U
O
U

Less than 6 months

6 months up to 1 year
1-2 years

3-4 years

4-5 years

6-10 years

More than 10 years

Part 2: ABOUT YOUR COMPANY

2.1 Which category best describes the business nature of your organization?
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Destination Management Company (DMC)
Hotel

Airline

Restaurant/Catering

Ground Transportation

Tour operator

Interpreting/Translating business
Production company

Technology provider

Team-building

Giveaway

O 0000 0gooogoogaoo

Other service providers (please specify):
2.2 Who is your main target customer?

Domestic B2B client

Domestic B2C client

O
O
LI International B2B client
] International B2C client
O

Other (please specify):

2.3 What are the top three countries your clients come from?

2.4 How does your company capture your clients?

Through intermediary (e.g. incentive house, incentive planner)
Through DMC
Direct contact

Mix of all above

O 0O 0O ogd

Other:
2.5 Where is your company located?

Bangkok
Chiang Mai
Pattaya
Phuket
Khon Kaen
Hua Hin

Krabi

O 0O 0o0oo0ood
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] Samui
[ Pai

[ Other (Please specify):

2.6 Which area in Thailand does your company provide services?

2.7 Have you ever heard of the following organizations before?

O 0O0ood

TAT (Tourism Authority of Thailand)
THA (Thai Hotel Association)

IRF (Incentive Research Foundation)

TCEB (Thailand Convention and Exhibition Bureau)

SITE (Society for Incentive Travel Excellence)

TICA (Thailand Incentive and Convention Association)

2.8 Has your company ever worked or coordinated with the organizations from the previous question before?

TCEB (Thailand Convention and Exhibition Bureau)
TICA (Thailand Incentive and Convention Association)

TAT (Tourism Authority of Thailand)

THA (Thai Hotel Association)

IRF (Incentive Research Foundation)

SITE (Society for Incentive Travel Excellence)

Yes

HEEERENE R

Part 3: THE COMPETITIVENESS OF INCENTIVE TRAVEL DESTINATION IN THAILAND

=z
o]

HpEEERERENE

3.1 From your experience, what level of service competency do you think the following service providers in

Thailand can provide?

Service Providers

Regional

level

National

level

ASEAN

Country level

Asian level

World-class

level

1. Destination
Management Company

(DMQ)

2. Hotel

3. Airline
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4. Restaurant/Catering

5. Ground Transportation

6. Tour operator

7. Interpreting/Translating

business

8. Production company

9. Technology provider

10. Team-building

11. Giveaway

12. Other:

3.2 Indicate how strongly you agree or disagree that service providers in Thailand are ready to deliver the

following factors to incentive travellers.

Strongly

agree

Agree

Neither agree

nor disagree

Disagree

Strongly

disagree

1. Fashionable

destinations

2. Expensive sounding

3. Safe and secure

4. Quality but
competitively priced four
and five star

hotels/resorts

5. Easy to organize and

make reservations

6. Ease of access in
terms of less time
requirement away from
work and direct air
services on major

carriers

7. Unique venues for

themed events

8. Compatible

experience that
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matches participants

demographics

9. Unique cultural
experiences and
activities e.g. team

building, adventure

10. High-quality food and

service levels

11. Management
companies and transport

operators

12. Creativity and
flexibility to provide truly
unique experiences at

reasonable cost

13. Local support
packages, e.g. cultural

performances, welcome

banners, kits and gifts

3.3 What are the challenges you face providing an activity/service if it is booked as an incentive?

3.4 Is there any specific additional information you would like to have when the activity is booked as an

incentive? Please specify

3.5 Indicate how strongly you agree or disagree with the following statements:

“Your company is ready to support incentive travel business since there is development and improvement of

human resources IN TERMS OF ...”

Strongly agree

Agree

Neither agree

nor disagree

Disagree

Strongly

disagree

1. 1T skills

2. Communication

skills

3. Foreign languages
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4. Service mind

5. Training skills

6. Team working skills

7. Potential for
creative and

innovative ideas

3.6 Indicate how strongly you agree or disagree with the following incentive travel impacts in Thailand.

Strongly agree

Agree

Neither agree

nor disagree

Disagree

Strongly

disagree

1. Job creation

2. Revenue

generation

3. Higher level of
income

distribution

4. New and
improved
recreational

facility

5. IT infrastructure

development

6. Transportation
infrastructure

development

7. Cultural

promotion

8. Benefits from
CSR (Corporate
Social
Responsibility)

activities

9. Promotion of

cultural exchange

10. Preservation
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of natural

environment (e.g.

flowers, animals,

and landscapes)

11. Preservation
of cultural
heritage and

historical sites
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ANANUIN 9

nsAneNansznugsianisvisafisaiialiusiedaluaaseghafae3s Input-Output Analysis

wivsAuazany (2558)  lidnwinansznuaingsimeuioniioiluseiasmeisnisduim
HANSENUBLATEERAINAT19TaT8NSHER (Input-Output table) Tnenisldvayagnsdaninditneuy
AMYNTTUNITLATYINILALAIAULINYIA (AAY.) WA 2548 WUMIUNIAEINAIS 9 TussuuATYgng
(Sector) lugaamnssusig 9 16 @191 Usznaume tnwasnssy, mileus, n1swane1mis,
gamnssuAwme, wandaeild, enamnssuAdiad, geamnssuewazllaned, wansusilang,
nARSIany, NanSuTlavzLavlAIoednsg, Qmm‘wmsuﬁlu 9, assagulam, n1sneasie, N1sen, N3
yudauazn1sdeans, M15UINg wazAanssudy 9
MnnsAnwIfeassadenimdanuiniegramnssunisenfioniieifusataiinng
Wasuwas dsalinandnvesgraivnssudu q lussuuiesughaudouutasmulfodmaed 1 3
wuiwngeamnssumateniienieidundalimaisuaniiniu 1 wihe wwdswalinindu 9 fua
Wasuwlasluindusunavesngainandn (Multiplien) Wunianwnsnssuazilasuulasiy 1.9993
MYNAKER
idefinnsansolunuitnianisuaniildfunansenuannnisiasunyasuesgnaInnIsunis

[ =

vieudigaiiolusisTauniigatude nanisvudsasnisdeanseesigun 2,66 Juyarvisduis

30,257 é’mmmﬁaqmammsumsﬁaaLﬁmLﬁam‘flumﬁal,ﬁwﬁu 11,389 81UV waraawalin1anig

USNSHANAY 10,673 a1uUm alesinm3 1.94

PITNT 1 HANTZNUATUNANERINANT19Tad8N15WER (Input — Output table)

- AANSYiouTien Impact to Output
16 &@191N15HER . Incentives (3.79%) | Multiplier , -
., - AaUTEINA . NANITZNUADNANGR
(HANTENUATUNANER) . (Wuum) dy/dx .
(Wuum) (Wuum)

1 LNWRNINTIU 4,359,134.00 165,211.2 1.9993 330,299.11
2 | wilogus - - 1.8214 -
3 NNSNENDINNT 9,051,251.00 343,042.4 2.6395 905,462.52
a Qmmmiim%am 56,282,180.00 2,133,094.6 2.9392 6,269,624.22
5 nansToua Ly 792,208.00 30,024.7 2.6027 78,143.98
6 | gaavinssudsiiu 10,218,743.00 387,290.4 2.8902 1,119,360.14
7 Qammsmmmmﬂimmﬁ 60,091,623.00 2,277,472.5 2.6998 6,148,729.15
8 | nansmuailavy 72.00 2.7 2.5724 7.02
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9 | nansnellavzuazinioing 17,133,339.00 649,353.5 3.7955 2,464,650.38
10 | granmnssndu q 56,207,894.00 2,130,279.2 3.2256 6,871,504.90
11 | assudlan 886.00 33.6 2.2798 76.55

12 | nsneasis - - 3.2194 -

13| nsAn 33.00 13 1.4697 1.84

14 | myvuduaznisdeans 300,526,137.00 11,389,940.6 2.6566 30,257,988.86
15 | MIUsng 281,631,035.00 10,673,816.2 1.9425 20,733,874.33
16 | Avnssudu 9 15,111,465.00 572,724.5 3.5322 2,022,987.25

Iu: YAuTH wavauy (2558)

KA IFnwduansinansenusunelilussuuiesygianunfianaesninanaInnssufie n1a

MIVUAAZNNTFRAT WarNIANISUSNISIIUALITY (1157991 4.2) Wegnawnssun1svieaiie ey

197NN 11,389 AU @aalinsnglanIANISTUEILAENITEDANS WAaTNIANISUSSHANTY 25,674

Wag 10,673 a1UUM fIefInnmI 2.25 wag 1.39 anuddu

A157 4.2: wansenuausglaanaseladuniswan (Input - Output table)

16 @VINITHEN FrnmTRIne Incentives (3.79%) | Multiplier mpact to Income
fnsUseind nansynuRes1ula
(Wansznusuele) . (Wuum) dy/dx .
(Wuum) (Wuum)
1| inenInTsuy 4,359,134.00 165,211.18 1.684 278,228.08
2 | wilous - - 1.671 -
3 | NMIKERDINT 9,051,251.00 343,042.41 3.956 1,357,231.60
4 qmmﬂméwa 56,282,180.00 2,133,094.62 3.155 6,728,868.26
5 | wandouaild 792,208.00 30,024.68 2.401 72,084.13
6 qmamnm%aﬁuﬁ 10,218,743.00 387,290.36 3.280 1,270,407.00
7 | anawinssuensarinsiedl 60,091,623.00 2,277,472.51 4.627 10,536,800.72
8 | wandeusilang 72.00 2.73 3.094 8.44
9 | nAnsualansuaiedesdng 17,133,339.00 649,353.55 4.845 3,146,393.02
10 qmamnméu 9 56,207,894.00 2,130,279.18 3.148 6,705,740.64
11 | awseydlan 886.00 33.58 2.173 72.95
12 | nsneasns - - 3.579 -
13| A3An 33.00 1.25 1.339 1.67
14 | msvudauagnisdoans 300,526,137.00 11,389,940.59 2.254 25,674,408.04
15 | N1U3NI3 281,631,035.00 10,673,816.23 1.388 14,818,172.70
16 | Avnssudu 9 15,111,465.00 572,724.52 10.698 6,126,891.56

u: PN wavauy (2558)
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Thailand Convention & Exhibition Bureau: TCEB (2558) la@nwn1suseiiunanssnuau
LAT¥gNIVRIRAaINNIIULUG WUINANIENUAWASEENY danalugefanssumaasegiadiunislddie
(Expenditure/Spending)  visluwivaanisldgneiiiedne N1989U LaTN13919914 LLaBHaﬂ'WLﬁIN
(Value-Added) luudvasranawaghanils

nansfnenuitanannssuluddmansenunaasugione GDP Usemelneuyar 113.5
ftuduun neinnsldineangramnssuluisau 2227 fuduum wasdsdeliAnnisutstiunis
Wawwinvedugaannssy MIasuusus wasn1sasauesediy ndunisadnanu 164,427 s
uarelinifuessy 104 Wudiuvim deEddanld 6P sty 2.1 wih Weuisuiuyadiily

9NAMNSTILAY 9 wazAndurAnaULIUNNTAMU (Return on investment) 104.27 WUAUUM
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