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Abstract

This research adimed to (1) analyze the strategic management of event organization for the Maha Songkran
Festival in Khon Kaen and (2) propose guidelines to enhance event organization in alignment with MICE city
development. A qualitative research approach was employed, collecting data through in- depth interviews with
six key informants and documentary analysis. Data were analyzed using content analysis in conjunction with
strategic management tools, including Value Chain Analysis, PEST/STEP Analysis, Five Forces Analysis, EFAS, IFAS,
SWOT Analysis, TOWS Matrix, Strategic Factor Analysis Summary (SFAS), and benchmarking. The findings
revealed that the Maha Songkran Festival in Khon Kaen is managed under an integrated strategic management
framework. Key strengths: The festival is classified in the “Star” category of the BCG matrix, which reflects its
strong cultural identity, its role as a regional economic hub, and nationally recognized events such as Khao Niew
Road Songkran. However, limitations were identified in infrastructure capacity, urban congestion, and human
resource skills, particularly in languages and digital competencies. Strategic analysis: The festival is classified in
the “Star” category of the BCG matrix, indicating that it has high growth potential and a strong market share. The
strategic analysis places the festival in the "Star" category of the BCG Matrix, indicating its high growth potential
and strong market share. The festival is classified in the “Star” category of the BCG matrix, reflecting its high
growth potential and strong market share. The study suggests strategies to make the event more in line with the
growth of MICE cities. These strategies include smart and digital event development, building up the skills of the
people who work at the event, promoting the event internationally, and improving infrastructure. These strategies
should be implemented through multi- level strategic integration at corporate, business, and functional levels to
strengthen competitiveness and support sustainable development toward becoming an international MICE

destination.
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2. MFmssiagUdaduBanagns (Strategic Factor Analysis Summary: SFAS)

A19719 2 N1ARTiagUladeIBenagms (Strategic Factor Analysis Summary: SFAS)

ﬂ@f%’m%m@gm% wwmin AAL P Rttt
IoEN Duration
Key Strateqic Factor Weight Rating
Weighted S | L

Strengths (3Aud)

S1 10 5 50 v

52 10 5 50 v

53 05 4 20 v

54 10 5 50 v

S5 .05 4 20 v
Weakness (@qﬂ@lﬂu)

Wi .05 3 15 v

W2 05 3 15 v

W3 05 3 15 v
Opportunity (T’rﬂmﬂ)

01 10 5 50 v

02 08 4 32 v

03 08 4 32 v
Threats (gUa93A)

T1 02 3 06 v

T2 02 2 .04 v

T4 05 3 15 v

5 10 4 40 v

Total Scores 1.00 414

vaname  5=fwn  4=# 3=wald 2=sndmels 1= udin
FLYULLIAN S = EALIANIBINTITRIUN IHTTE LA
M = 28ZIa12BINITRMUN IHT TN A

L= ﬁ:ﬂzL"JfN’Wj@Qﬂ’ﬁﬁﬁ}lu’ﬁuﬁ:ﬂziﬂq
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STRENGHTS WEAKNESSES
SO Strategies WO Strategies
yelrqauienietusandulanianiewan Tae | geimsndnanmyaainaiieanaadidanielu
FAUINITIABIONPHUMIAATN1 9785 uaz | TneAtaas1anImsg N aimuInsnennguus
g ﬂﬁiLﬂﬁﬂuﬁﬂuﬁiﬁ@ﬁ/@ (Digital Transformation) Tﬁﬂﬂmﬂgﬂdﬁumﬂﬁu MICE City L°1|m NITWENUT
S HAUBLIUNGHHATY (Hybrid Event) Wil a9gne | nBznm189ngy n1u1dw uaznisiandou
§ U9 NN TBUEUNAIATUANFUTAIIUE | sanfleinuzanAdne niedpdnunaialn
S | 1w (event application) L aATHABULENIS | uaznIsLANITaLiUaING WesasiLVau e
LL@Zﬂ’]‘ﬁLﬂ‘i’]Zﬁ%ﬂH@ Lﬁ@ﬁmmxﬁwqﬁﬂﬁﬁu Lm:rz;rz]yqéqmmmmqmmﬁ
WATUSUY99 BegansnarAuUazaUnITol
LAzt Hd Ao na NI T tHNMT YT HTE AL
HWIHNAR
ST Strategies WT Strategies
yelrqeufaiesudofumanliuuuauees | 4 9UuN19anT 09 AR 1uATE R 91d B9
AINUIARBHAEUen Tagaasidunis | TAseas19fl ugnn uazsuUsziIns AauA iy
% W lpseranefuguuazasuulinraaiies | 11550 agUas9A91NNTUEITULATAL
! agnsneiiiasnnanleuieracdonda wu szuu | irsugie Tneunnedaenidauumsnzay
= | psnan wialulad uardegnsauazann | nnaudmadaniafiuiiesnefiszaninm uay
Al ieasn B niuinayuag | nM3EsRaTaNiiasEiannIARIuaN 7 e
HAPIIU NTBNT IRTHAT WA MNANEILTD | ifisTanNasnsalunITuaeuasaT1Aa
renunulugue MICE City sziugRnnm Fedulunnsdmdinmiuszezen

4. N1579LA5129 BCG Growth — Share Matrix

mﬂmﬁﬁLmq:ﬁ@\’mﬂqwﬁﬁmsﬁ%m%‘mﬁﬂ SWOT, TOWS Matrix way Strategic Factor Analysis
Summary (SFAS) 3a8fUN1931AT1E9A BCG Matrix WUd1 NS94 “gAEBATNIIUATETY INANIAABNAT
Reauaw wazawsdinamilen” deasegusumisnguanage (Star) nelivdunsarsugiassteassd uaz

=

N199ULAR DU Soft Power Tmmzﬁ@uﬁqmwmmaﬂcfumaﬁq@mﬂfﬂvimLﬁmﬁ?ﬂmumnﬂﬂw@imﬁm n19i
FRANHUN T MUTITHT LAnLein WazN19R39UsTRUNITEA N AU AR89 Experience Economy ¥14#
s tnaAnAdsfiunsenssRugnisdinannsadiiu uardiiwiagnedidunugiunisadner o

BITHUTITH VD3 NHIANATHITO NITUT T Ay ANESEu Tz en0
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Question mark

o

T T e T P R P T

T TP TP P

Cash cow

Dog

Market Growth

B T T T e TR R T

v

Relative Market Share

) JUNIW BCG Matrix

5. N9ILA912A Benchmarking
a 4 . =3 =) ¥ v A v o o/ zﬁy z!l =1
n133LA31es Benchmarking unszusunisidsuiisuanssousdun1sdad iuiduiuiini e
mdasnmiifdnuolndidesdu inena imsndnanmaesauesgetu Taaniafnuni (Fiudeudey
159 A HUTLN AN TIUADBITINTAZBUUANALTINTANATINIRNIUREATINNNNIUAT NANTITILATIEN
WUT 913 “AYBATNIIUAB Y ANIaABNAMAEILAY Lazauuitunilen” Sdnanings edmuanm

¥ ¥

Arfingasam s18ld uazaunFenvaadoctufid MICE City sonflaannindd uarlnseadneiugmm Saiu
oA !

ffadadrdyiiaduanguaudiiarenisanis Wenssueuiudmdauasssiun wudnflqausiusiu

9

o A

Faussanadeadin uadeilfadidadiunisnain wmalulad wazasnsonfioresnieang s
namNHNINAS (auudnaans) faanlisaudiuntssudussiuwmnma Tnaenizlunguinvieaiien
AN9EA AU UETUAINTIUATBULANIHANYAINGS UAAITHINAUT N1TUT2 T FNRAUTURZNITARTA

Bawmngnd iefinn1ssuuazensziauannsaunsudeiuluszezenn
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danTudnuut1aEns

NTAMNUNTIUAT

AN

v

M

AN 3 NN9IEELTELANTI0UE (Benchmarking)

2. w@m‘jm‘jﬁwumﬂ@qwﬁm:mﬁmm‘ffmi (new strategy and management)
annn1saeszdaninuandesianteluuazatauenii efauaLuInIen1sTAnISIBenagn s I

o

AN9ENTLAUNITIABIUIMANIANMIFINTINANATYBUUAN WU FIHITDTIMUALKINIINITIANTTTINALNS

Vv
o A

VoA o o Ay ¥ a | o Vo = s
Tl ilepnsziunsdpdinitisiussansnnuaransnsaudedinlatusrarene Tefinagndaod
2.1 NAYNTITAVUITEN (corporate strategy) ’V’Wﬂﬂ’ﬁ"ﬁLﬂi’]zﬂﬁﬂﬂT%Lﬂ%ﬂﬂﬁﬂVINﬂﬂﬂwﬁ WU AelE
¢ v A - v v o e o o Ay ' o A
nagmwiunisiiule (growth strategy) Hesannilasafiugudseinaneuen Wil ddyiidmananisand
BUie999anTATauIAN INT1ZIUARZUNY HeNANE a8 TmMNETTNU TN AN DB AUN N AN N AT T
N9 f?j\’iﬁmsf%ﬂ@gmﬁ Winniadiule Wedidunisnisdndiiuwizesiminreuunuiulindaanist na
gNENITAAIALATAINULNNITARTA (intensive growth strategy) iunsifivlndiaanisifingeld uazadnenis
Fujuninvieafign AEABA19191¢AANA (market penetration) A® ﬂ@ﬂmﬁﬂﬁ‘iﬁuimﬁ'}ﬂﬂﬂ‘uﬁNZ\T"JuLL‘LI'\WlN
asnaanie uaaaAN Tmm‘jLmﬂdqummﬂm@m@um WENHIFNINTWATHN TR AN ALAZNITUTZATTNNUS
- o o ~ ! | a o A o O A o A o
walkiinviaafisangulniifiausegelauasUsuidengduuunisdnomtiliifinaausaiosnungu
dnvisafigadnindunndnas
2.2 NAYNTILAUGINT (strategy business units) NAYNEILAUGINIVBINTIAIUBLIUTU TN
ANTUA ST IdnranLAY AasHaiunnsUsUsaan andaTuuW N s s sHB WA T A HEn Ary iU
Uszaumsohinveadien maluladfava uazanndsdiu Tngesdnsaastinagninisnausuesagnesniia
(qumkresponseshrmegy)ﬂqu@ﬁ%uﬂﬂiuﬁwﬁiﬁhﬂﬂiuugﬁuiﬂgﬂ (data-driven decision making) LA aLAN
UszavannluniaAiduem w%mﬁff%ﬂ@wﬁmﬁﬂ%wmwLmﬂﬁm (differentiation strategy) THANTWINWA
faanuolrnsu “asnsmdanudnamides” Wiaulanulusydudssmeuazginin daunisysmnnis
o/ a = o 4 2 o/ a 4 a v 4 a v n‘ﬂl/ A dy
THUTTTIND AU AURT Aaly wazsaWaANI994 T ULRIAAINITAE TN a1 duyideiin waneand
AsiEBNEE AN EaUF A NUaansedama luladaie dsuintladudidn un1senssfunndneel

28999 A9TH NAYNFILAUFIAIAITHUTINAMNAREIFD N1TEFWNANHUANGY LaznI5YTRnITmalulad
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& o

AU UAMEEEY RafinarnEE TNt iuLazaE 1R B sTaunn ol v fien
Tusrazann
2.3 nagnaLALmMing (functional strategy) Tnstinagngsziuntinfising o fsi

2.3.1 NAagNEN1ARIA (marketing) N159 A9 UE WA sz ndlaansudrosd andnaenuin
arF BN muIARIALAEN1TUazEN AN 1 prnangasinyiaadien uazdUazneuniavisszdug Ania
Tuszneuazsinadszng

2.3.2 NAYNTAIUAITEU (financial strategy) FIFNINNNTARIVBINALNG UATIBULAN Fn15TAYn
sunnsdnetaiuszuvategnuasdaes sulszinonieann nsdnassaniulsziialsrdtensy
UAZNULUTZHEILAYHIINAAENTW LAz fasaIN1sasunisnsa eyl

2.3.3 NAYNEAMNITITEUATWAW (research and development strategy) #n1aAnE1A4 Tdd1as
\innnsAdednunianatn Wi wofingsainvaadien neddedaumalulagnidosiuntituntsdnd suwits
LszANBAINHANEY

2.3.4 NAgMEN1TANTANINN (operation strategy) NaYNEF LT MALIANATIAULINAYSAIMLA
sUUNsTANsEmsuNsSaiwistaanadpstiunlaunsuesdanda

a v v

2.3.5 NAYNTAMUITATD (purchasing strategy) ARIABNBIANTNIBUTENH AN (supplier) AYTH

UG

v A

nnai9gasngas i [Famfimnzan wazdnidanananuidasmalulsraunisol msdndiiwivasgdam
ynuszviulatugdnm asdnslaudafanssnuinetneian i iedstleniianiaesasioss

2.3.6 NayNEATHLES (logistic strategy) Aaadmdnvanuuruiugalfsudieanin Wugudnang
Tunnanszansdudirasniansiusenidsanilauazasmaguuaiinleg dowasenagnsdiuaudeiinazdu
WiAnusegelauriinawmdedisznounis

2.3.7 NAYNEFMMINEINTAEE (HRM strategy) A299zAiinnadnlagenisifinsuaniaen
AN A ngaAan1sdaenn dunasuniagsfandaaniularnounisf fannud s guazaay
ANNANIEY WaTdADLTHNINI A DIANNEEFN1TABE1T U ANIBINGY uaznTEIDduY IileRadn
AAHEHIT0 T sute T s ey

2.3.8 nagnidmudiaya (information strategy) A3azfinnsdnnaguifiayassaumeingoy

= ! aay v 1 & A o & a 4 i
ATIATLNITLINTNY DI AU L% ‘i$UUNﬂ(§I@L“ﬂI"I‘§’]N\‘1’]u LHANKRASNA FIHYNTEUUNITURANAITHAALAN LND

WqaunnIBsiunMsaemiilsTsnsnunSulsautly Wewmmnisdnaluassss (Ulvfszansainnnn

e
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2!

=

190U UNE
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