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Abstract

The research has two objectives: 1) to analyze potential in Chiang Mai for MICE industry
and 2) to develop a marketing strategy for MICE industry in Chiang Mai suitable for the era of
digital marketing under Asean Economic Community. The research methodology is a mixed
method of quantitative and qualitative research. The quantitative research is a research to collect
data from 409 service users by using descriptive statistics analysis for general information of
samples and Chi-square test at level of significance 0.05 for satisfaction factors. Together with the
qualitative research which is collected data by deeply interviewing eighteen entrepreneurs related
to MICE industry in Chiang Mai. The results of the research found that Chiang Mai has various
aspects that are: strengths 1) several famous tourist attractions 2) unique and remarkable culture;
weaknesses 1) lack of an efficient public transportation system 2) short of suitable personnel
related to MICE businesses; opportunities 1) a policy of government promoting Chiang Mai as
Mice City 2) social values of Thai people and foreigners towards Chiang Mai; threats 1) an effect
of global economic crisis 2) unstable Thai politics. Besides the analysis of SWOT in Chiang Mai,
A TOWS Matrix analysis has been used in this study. It reveals that Chiang Mai should enhance
tourism capacity to support MICE tourism industry, especially in Meeting and Incentive.
For marketing strategy, Chiang Mai should use the differentiation strategy by promoting Lanna

identity and using integrated marketing communication via digital marketing.
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Mean SD |Mean | SD Mean SD |Mean | SD |Mean | SD | Mean | SD

{laqgdaulszad

NNTRAA (7Ps)

AuAuazLENNg 3.94 .845 | 3.86 | .834 | 3.87 | .775 | 3.82 |.748 | 3.91 |.802 | 3.93 |.792
71PN 3.83 .862 | 381 | .775 | 3.73 | .789 | 3.67 |.769 | 3.78 |.806 | 3.84 |.755
mmu'ﬁ' 3.91 789 | 389 | .799 | 388 | .689 | 3.79 |.776 | 3.87 |.754 | 3.85 |.752
ngiszanAnnug 3.73 842 | 3.73 | .827 | 3.66 | .797 | 3.73 |.788 - - 3.73 |.820
1AaINT 3.84 .864 | 3.88 | .805 | 3.83 | .766 | 3.80 |.796 | 3.92 |.752 | 3.83 |.781
N7TLIUNNT 3.73 .841 | 3.76 | 806 | 3.69 | .819 | 3.76 |.741 | 3.80 |.737 | 3.90 |.753

ANHOUTNNNILNIN 3.77 .857 | 3.87 | .786 | 3.85 | .757 | 3.79 |.775 | 3.89 |.769 | 3.88 | .77
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