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Abstract- According to a survey conducting by one of the most popular travel magazines in the USA named “Travel & 
Leisure magazine” ranked Bangkok City of Thailand as the number 1 in the “2012 World’s Best City Awards” for the fourth 
consecutive year and grabbed the award for Asia’s No.1 tourist destination, bringing the great pride to all Thai people. 
Bangkok is a charming tourist destination that has full readiness to organize the MICE events at all levels. The research 
entitled as “Factors Influencing the Decision Making of Foreign MICE Visitors to revisit Bangkok, Thailand” was a survey 
research aimed to 1.) To study the demographic information of the Foreign MICE Visitors revisited Bangkok in term of 
MICE destination and 2.) To explore the key factors which have a significant impact on influencing Foreign MICE Visitors 
to revisit Bangkok. Quantitative research method was applied in this study by using questionnaires as a data collection 
instrument. The survey was conducted in Bangkok, Thailand during October to December 2016. A total of 189 Foreign 
MICE Visitors who revisit Bangkok were elicited as data input for percentage, mean, standard deviation, T-test, and 
ANOVA. 
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I. INTRODUCTION 
 
Over the decades, tourism has experienced continued 
growth and deepening  diversification to become one 
of the fastest growing economic sectors in the world. 
Modern tourism is closely linked to development and 
encompasses a growing number  of new destination. 
These dynamics have turned tourism into a key driver 
for socio- economic progress.  (UNWTO, 2015). 
Nowadays, tourism industry is one of the factors that 
influences on national economic because tourism 
generate high income to each country which depends 
on its resources, it probably is the fastest growing 
among any other branches. For repeating this growth, 
there are many such organizations as travel agencies, 
lodging business, airline business, MICE business 
and others related to tourism industry. Generally, 
international tourists still travel and stay outside their 
usual environment for a period of time for leisure, 
business and other purposes.  
Meetings, incentives, conferences, and exhibitions 
(MICE), a type of business tourism, is a major 
driving force of the global economy as it can generate 
more revenue to the countries and cities that host 
such activities both direct and indirect ways, for 
example, event organizers, venues, lodging 
businesses, catering businesses, shopping 
destinations, tourist destinations, logistics and so on. 
Business tourists spend more than leisure tourists and 
spending by business tourists has increased at a faster 
rate than for tourism as a whole (Glyn and Terry, 
1995). With its positive image of a country, MICE 
industry is one of the most attractive international 
trade and investment markets worldwide. Thus, 
ASEAN is now recognized as a global MICE 
destination, all concerned have to realize and work 
together to lead the Thai MICE industry to ASEAN 

leadership. Increasing international competition is 
beginning challenge to many businessmen, 
consultants, government and researchers by creating 
new strategic planning and management effectively 
for their organizations especially venue business. 
Business visitors are also a major source of demand 
for hotel industry, with hotels relying on business 
travel to fill beds during the week. Business tourism 
accounts for at least two-thirds of most leading 
hotels’ occupancy, 80-90% of the market of three- 
and four-star hotels and 50% of budget hotels (Gilbert 
and Arnold, 1989). That figure is similar to Astroff 
and Abbrey (1998) who stated that Internationally 
MICE visitation accounts for as much as 70 percent 
of the total sales volume in major hotels and 15-20 
percent in the case of smaller hotels. Despite the 
growth of MICE-related travel, little segmentation 
research has been undertaken on the MICE market 
within the Asia-Pacific region. However, a number of 
noteworthy sub-themes relevant to Asia are evident 
within the MICE-related research literature (Yoo and 
Weber, 2005; Baloglu and Assante, 1999; Crouch and 
Ritchie, 1998). Yoo and Weber (2005) review 14 
leading tourism and hospitality journals over the 
period 1983 until 2003, and identify a relative lack of 
research publications focusing on factors influencing 
foreign MICE visitors to revisit Bangkok, Thailand. 
This research aims 1.) To study the demographic 
information of the Foreign MICE Visitors revisited 
Bangkok in term of MICE destination and 2.) To 
explore the key factors which have a significant 
impact on influencing Foreign MICE Visitors to 
revisit Bangkok, Thailand. 
 
II. LITERATURE REVIEW 
 
2.1. Foreign MICE visitors to Bangkok, Thailand 
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The number of international tourists in the MICE 
sector is around 3% of the overall arrivals to Thailand 
each year. They are recognized as the most desirable 
category of visitors, mainly because of their high-
spending potential. MICE visitors spend more than 
leisure tourists and spending by business tourists has 
increased at a faster rate than for tourism as a whole 
(Glyn and Terry, 1995). Bangkok is also a charming 
tourist destination that has full readiness to organize 
the MICE events at all levels. This city is the hub of 
Thailand's commercial events industry, with more 
than 299 hotels in the city center and seven world-
standard convention and exhibition centers. Bangkok 
International Trade and Exhibition Centre (BITEC) 
focuses on machinery and trade shows. IMPACT, 
with a 130,000m² exhibition areas and a convention 
center with a 10,000 delegates hosting capacity, 
mostly takes on consumer shows. Smaller venues 
such as the Royal Paragon Hall and Queen Sirikit 
National Convention Center usually host lifestyle 
events ("Thailand sets a MICE trap", The Economic 
Times). 
2.2. Decision making 
During the last few decades, consumer decision-
making research has grown significantly, producing a 
number of new decision theories and models that 
depend on consumer profiles (e.g., demographics), 
product categories (e.g., utilitarian vs. non-utilitarian 
goods), and purchase types (e.g., in-store vs. online 
purchase). So, the decision making to visit back or 
revisit is part of consumer behavior. Decision making 
was revealed by Schiffman & Kanuk (2008), where 
decision-making was considered as a system 
consisting of input, process and output. Smallman et 
al. summarizes the consumer decision-making 
paradigms: from prescriptive, analytical decision-
making to bounded rationality, adaptive decision-
making, and more recent pragmatic and naturalistic 
decision-making. We limit the scope of the present 
literature review to the issues associated with online 
consumers, primarily regarding online purchase 
decision-making (Smallman C. and Moore K., 2010).  
2.3. Destination Image 
Image  is defined  as  “the  people  feelings  of  
anything  that they  aware”  (Boulding,  1956). Image  
is  defined as  “people  hold  are  a  way  of  
organizing  the different  stimuli  received  on  a daily  
basis  and help  make  sense  of  the  world  in  which  
we  live” (Mayo,  1973).  Destination image  is 
defined  as “an  expression  of  knowledge, 
impressions, pre-judices, imaginations and emotional 
thoughts an individual  has  of  a  specific  place”  
(Lawson  and Baud Bovy, 1977). Destination image 
can cause an increase and decrease in the growth rate 
of international tourists visiting Thailand 
(Kwaengsopha A. and Wongleedee K., 2014) 
 
2.4. Destination Attributes 
As there are many attributes associated with a 
destination, not the perception of every destination 

impacts on tourists’ destination choice equally. Some 
destination attributes may play a more important role 
than others (Swarbrooke, 1999). According to Zhou, 
the destination attributes, which were used in 
previous 28 studies on tourists’ decision on 
destination selection or relevant topics, are culture & 
history, landscape, services, entertainment, 
relaxation, climate, price, sport, safety, local people’s 
attitude toward visitors, special events and activities, 
accessibility, adventure, wildlife, proximity to other 
destinations, and special animals.  
 
2.5. Revisit Intention 
Normally, there are more than 30 factors used in 
more than 25 researches regarding factors influencing 
the destination loyalty or revisit intention. For 
example, the price was examined to be the antecedent 
of perceive quality, perceived quality as the 
antecedent of satisfaction, and satisfaction as the 
antecedent of loyalty (T.  Shanka, M.  Quaddus, and 
M.  E. Hossain, 2010).  Yoon & Uysal (2005) proved 
that both push and pull factors that act as tourist 
motivation have a vital impact on destination loyalty 
measured by the likelihood of revisit intention and 
word-of-mouth recommendation.  In fact,  the  
likelihood  to  recommend  a  product  or  service  to 
others, likelihood to purchase a product or service 
again, and overall  satisfaction  constitute  as  
effective  indicators  in evaluating consumer loyalty. 
  Repeat visitation is highly prominent to tourism 
industry of a destination.  In many destinations, it 
substantially contributes for more than 50% of the 
total tourist arrival (M. Kozak, 2001). 
  
III. RESEARCH METHODOLOGY 
 
3.1. Objectives 
The research entitled as “Factors Influencing the 
Decision Making of Foreign MICE Visitors to revisit 
Bangkok, Thailand” was a survey research aimed to 
1.) To study the demographic information of the 
Foreign MICE Visitors revisited Bangkok in term of 
MICE destination and 2.) To explore the key factors 
which have a significant impact on influencing 
Foreign MICE Visitors to revisit Bangkok, Thailand.  
 
3.2. Methodology 
Quantitative research method was applied in this 
study by using questionnaires as a data collection 
instrument. The survey was conducted in Bangkok, 
Thailand during October to December 2016. A total 
of 189 Foreign MICE Visitors who revisit Bangkok 
were elicited as data input for percentage, mean, 
standard deviation, T-test, and ANOVA. Respondents 
were chosen based on a purposive sampling method; 
and the convention hotels, Suvarnabhumi 
International Airport, Donmuang Airport, event 
organizers, and the MICE venues were chosen based 
on simple random sampling. Hence, the number of 
respondents who completed the questionnaires was 
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under the targeted sample indicated by Yamane 
sampling formula. Based on Yamane developed 
formula, using 95 percent confidence level with 
sampling error of 5 percent, the targeted sample size 
should be 400 foreign MICE visitors who revisited 
and experienced Bangkok as MICE destination. Due 
to time limitation, the actual sample size completed 
was 189 respondents and the sampling error is 
assumed to be approximately 7%. 
A self-administered survey questionnaire was 
developing to determine factors influencing the 
decision-making of Foreign MICE visitors to revisit 
Bangkok, Thailand.  
 
IV. RESULTS 
 
4.1. Demographic Data of Respondents 
The findings of the study revealed that the majority of 
respondents were males (71.43%), married (65.61%), 
between the age of 31 - 40 years old (82.0%), 
bachelor’s degree holders (51.32%), and corporate 
employee (41.80%) with average annual income less 
than 80,000 USD per annum (93.12%). Most of 
respondents were Asian people as shown in Table I. 
 
4.2. Characteristic and Behavior Data of Respondents 
According to the results of travel characteristics 
revealed, the most of respondents are repeat visitors 
who have been traveling to Bangkok for more than 
one time. The main purpose of their visit in Year 
2016 was an incentive (37.57%). Once they arrived 
Bangkok, more than 29% stay for 4 nights (for pre & 
post event). More than half of respondents (63.49%) 
travel to Bangkok city with their colleagues (business 
associates). MICE visitors spend more than leisure 
tourists since the company (corporate 35.45%) as a 
sponsor for their employees paid for all expenses or 
half expenses depend on their conditions of visiting 
as shown in Table II. 
 
A. Part 1: Demographic Data of Respondents 

Table I: Respondents’ Demographic (N = 189) 

 

 

 

 
 
B. Part 2: Characteristic and Behavior Data of  
Respondents  

TABLE II: RESPONDENTS’ CHARACTERISTIC & 
BEHAVIOR (N = 189) 
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4.3. Factor Analysis 
To identify the underlying dimensions of destination 
attributes of repeat foreign MICE visitors, a principal 
component factor analysis was carried out to group 
the destination attribute items with common 
characteristics. Regarding the destination attributes 
evaluated in terms of perceived satisfaction and 
attractiveness, the highest average score is venue 
facilities (Mean = 4.31) following by Thai hospitality 
towards visitors (Mean = 4.30), accommodation 
(4.22), professional services (Mean = 4.15), 
attractiveness of destination (Mean = 4.10), value for 
money (Mean = 4.05) and the lowest score is 
business opportunity (Mean = 3.88). 
 
The same procedure was applied for 5 aspects of 
motivation influence in pushing the respondents to 
revisit Bangkok city. All factors had an eigenvalue 
greater that one. The factors of motives items are the 
scale of event (size of show), qualifications and 
quality of organizers and visitors, a regional MICE 
hub for ASEAN, International as a target, and 
Thailand has a good destination image and 
attractiveness. As a result, the overall satisfaction 
towards the visit and experience in Bangkok is rate 
satisfied level (Mean = 4.14) and the overall image of 
Bangkok is perceived as good levels (Mean = 4.11) 
and revisit intention of visitor’s decision-making 
mean at 4.66. Most of respondents (93.68%) plan to 
visit Bangkok in nearly future for the next meeting 
(50.84%).  
 
CONCLUSION AND DISCUSSION 
 
The aims of this research are 1.) To study the 
demographic information of the Foreign MICE 
Visitors revisited Bangkok in term of MICE 
destination and 2.) To explore the key factors which 
have a significant impact on influencing Foreign 
MICE Visitors to revisit Bangkok.  
 
As a result of study “Factors Influencing the Decision 
Making of Foreign MICE Visitors to revisit Bangkok, 
Thailand”, the findings have made significant 
contribution to destination attributes studies in a 
number of ways. The results, which were formulated 
by the multiple regression analysis, show the factors 
which have a significant positive effect on the foreign 
MICE visitors’ revisit intention to Bangkok. The 
significant predictors are perceived satisfaction on 

destination attributes (venue facilities, Thai 
hospitality, accommodation, professional services, 
attractiveness of destination, value for money, and 
business opportunity), overall satisfaction, perceived 
attractiveness on destination attributes, overall 
destination image, and relaxation & recreation 
motive.  
 
RECOMMENDATION 
 
As a result of study “Factors Influencing the Decision 
Making of Foreign MICE Visitors to revisit Bangkok, 
Thailand”, the researcher has some suggestions to all 
concerns as below details; 
 
 1. To launch the new strategy to attract high-
potential visitors to revisit Thailand  
 2. The international tourists who travel for 
MICE and business purpose were not the decision-
makers in selecting the destination choice. Generally, 
they are determined to travel to a destination by 
others such as the company they are working for and 
business partners. Their revisit intentions are 
sometimes not being influenced by their perceived 
attractiveness or perceived satisfaction on the 
destination which derives from the past experience. 
Therefore, in order to obtain the results from the 
tourists who are being truly loyal to the destination, 
the future study should emphasize mainly on those 
who travel for leisure purpose. 
3. To encourage international tourists to visit another 
destination after finishing their meeting to explore 
amazing Thailand.   
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