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The business event industry is among the fastest growing areas in any country. The industry has 

grown tremendously around the global areas and this segment brings the appropriate support that 

constructs and specifies different benefits to the host destination. Competition has grown among 

the different business events and benefits of commercial activities generated by the conventions 

and exhibitions as well as the spending of participants on transportation. As a result of these 

benefits the strong engagement and proposed directions help to process the different attributes 

where perceived appropriate result specific aspects can be followed effectively. Therefore, this 

particular study specifically examines the various distribution attributes that event organizers 

access as significant when determining event based destinations and differences that exist among 

the various destinations also get predicted well in terms of their perceptions and factors.  Data 

collection for this study connects with the sample from the event organizers and follows the 

SPSS technique so this regression testing can be followed supportively by dealing with necessary 

action projections with significant information follow-up. This data collection prospect helps to 

contribute and process the significant information approaches and consider the destination 

attributes so that necessary information assessment with the perceptions can be followed. Event 

characteristics, event motivations and destination characteristics reliably predict the importance 

of each segment so that possible understanding about the overall findings can be presented well 

in this prospect. Furthermore, the results of this study increase the understanding that organizers’ 

perception of managing destination attributes collect with the specific knowledge of the market, 

understanding about coordinated information specifications and consider better direction towards 

communication in the Malaysian market. Additionally, the study connects with policy making 

prospects, defines supportive action based approaches and considers important directions so that 

probable support to create and present standardized aspects can be followed. Finally, the study 

recommendations and suggestions help to present the ideas about strong relationship 

management and build appropriate support so that necessary action involvement can be 

considered properly. 
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CHAPTER 1  

INTRODUCTION 

 

1.1 Background 

 

 The industry of business events is also known as MICE, is one of the fastest expanding 

industries. It comprises meeting and conference organizing needs and includes various 

hospitality facilities, including accommodation, food, and drink, catering, convention services, 

conventions, transport, travel tourism, shopping and also not forgetting entertainment. The 

World Travel and Tourism Council (2015) estimates that the total traveling for business events 

totaled USD 1.175 trillion in 2014, i.e., the global travel and tourism comprises of  23.4% 

expenditure in the MICE market. In the past decade, much of this development has occurred. The 

International Congress and Convention Association (ICCA) (2012) noted that over 6,000 

activities occurred in 2002, but this almost doubled by 2012 to 11,156. Industry growth is 

estimated at 3.2% in the next decade. Though overall growth is slowing, many cities and 

countries have not invested heavily in positioning themselves for business events as desirable 

destinations. 

  

 The development of the industry is due to improved infrastructure, technologies, and 

promotion of events. Investment in modern convention centres and exhibition halls, 

developments of transportation, state constructions, facilities, systems, concrete and other 

structures by the government and private sector have generated international investments interest 

in destinations, particularly in developed countries like Malaysia and Vietnam. Besides, technical 

progress, such as smartphone apps and platforms for meetings, has made it easier to organize 

events and connect with attendees. The rapid development of high-tech, consumer goods, and 

food industries in Asia-Pacific has been accompanied by increased numbers of events that 

address their needs. The big targets for user’s electronics, food and beverage related events in 

Singapore, Taiwan, and Thailand have appeared. 

  

 Some of the critical aspects of Organizers’ concern are the event's venue, which 

significantly influences costs, attendance figures, and event goals. Many countries have tourism 
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organizations, also known as conference offices, to advertise their communities. Their job is to 

consider and address the needs of event organizers and define and influence the requirements for 

the event destination. 

 

 Previous analyses of the selection process have tried to define the influences that affect 

the choice of destination. It was wondered, 'What is the relative importance of each consideration 

in decision-making?' Would each aspect differ in significance depending on the type of activities 

or the aspect of organizers, and participants? Moreover, what is the function of each component 

in various stages of organizing and planning process of the event? 

 

 A lot of these experiments have followed the methodological paradigm of the target 

selection method of Crouch and Ritchie (1997). This includes eight types of component 

destination, mobility, local service, off-conference services, lodging and meeting facilities, 

information, and site setting. Six types have been categorized into the target qualities reviewed 

on this report. These features incorporate limitations on travel such as obtaining visa or going 

through customs, ease of access to the venue, times of journey, previous success in hosting a 

business event at the destination, access to appropriate event facilities, the renting of facilities, 

and credibility for sustainability and safety. No surprise, whether it is a physical event or a 

conference, the type of event is different for the destination factors. In can be said that in other 

words, the variables of power vary from one norm to another. 

 

 

1.2 Problem Statement 

 

 Economic and political instability in certain countries contributes to the choice of 

destination for the case. As destination costs, delegate numbers, and, finally, achievement of 

event goals are affected, destination marketers must consider the selection process of event 

organizers. Previous studies identified various factors that influence destination choices—these 

include the appeal of a destination, the facilities and services of the venue, and the programs of 

pre-and post-event activities. However, the effects of these variables depend on the nature of the 

activities and the type of participants. 
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 Geographical coverage was lacking in previous research, which examined the effect of 

event features and inspiration on organizers' views of destination attributes. While the writings 

on the relative value of features to the destination in different events are available, it is necessary 

to further investigate this topic in various geographical locations in order for organizers to gain 

an overview of how the destination attributes are evaluated. 

 

 The research focuses on business activities in Malaysia in order to expand our awareness 

of destination decisions. In the past decade, the business events industry has expanded to earn a 

substantial return on tourism and hospitality. Local convention organizers and destination 

promoters collaborate very closely to support Malaysian cities with experienced event planners, 

service providers, and government departments. While promotional efforts are primarily directed 

at international event organizers, in other countries previous surveys indicate national events add 

to the industry's total profits. No longitudinal studies on domestic event organizers could be 

found, resulting in a gap of knowledge on the reasons and affecting decision-making among 

Malaysian event organizers.  

 

1.3 Research Questions 

 

 In order to resolve the knowledge gap, the following questions were proposed based on 

the issue illustrated in the previous section: 

 

Question 1: Based on what do Malaysian event organizers perceive as crucial for deciding the 

destination for the event? 

 

Question 2: Would characteristics, motivation of the event, and attributes of the destination 

significantly predict event organizers from Malaysia's perceptions of the importance of attributes 

of the destination?  
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1.4 Research Aims and Objectives 

 

 This study seeks to ascertain if there is a correlation between the value of destination 

attributes, decision-making attributes, and motives of event organizers in Malaysia. In order to 

accomplish this purpose, the report set the following research goals: 

 

A. To assess the understanding of the value of destination characteristics in deciding 

destination for the Malaysian event organizers.  

 

B. To explore gaps between event organizers in their understanding of the value in the 

attributes of the destination.  

 

C. To assess whether characteristics of event, event motivation, and characteristics of 

destination substantially predict the value of the destination features by Malaysian event 

organizers. The present study aims to examine whether there is a relation between the 

relevance of destination qualities, decision-making qualities, and motivations of event 

organizers in Malaysia. 
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1.5 General Conceptual Framework 

 

 A general framework concept was created to direct the study on the basis of the test 

objectives. The variables and the relationships between them are seen in Figure 1.1. 

 

 

 

 

 The conceptual structure overall follows Crouch and Ritchie's work (1997). The report 

tests the target qualities of proximity to the venue, local resources available, the nature of the 

event services, additional conference attractiveness, access to information of the location, and the 

liking to the setting of the destination. Total of the 28 targeted attributes have been calculated. 

Variables of 2 classes were modelled to determine or forecast the relevance of destination 

characteristics by Malaysian event organizers: characteristics and motivations of the events. This 

research calculated characteristics of the event, event type, location, event size, and destination. 

Three factors included inspiration of event, branding or promotion, corporate networking, and 

lobbying.  
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 The hypotheses as followed have examined the overall conclusions regarding the 

attitudes of Malaysian event organizers and the connections between the variables. 

 

H1: Within the Malaysian event organizers, there are essential variations in their views of 

the value of destination characteristics for different event types and features. 

 

H2: Event features are significant predictors when it comes to Malaysian event organizers 

view of destination attribute and its importance 

 

H3: Motivation of events are crucial predictors that organizers of Malaysian events 

perceive when it comes to destination attribute and its importance. 

 

H4: Attributes of destination are essential predictors of Malaysian organizers' view that 

when it comes to destination attribute and its importance. 

 

 

1.6 Definition of Terms 

 

 The used key words in this study would be explained in this section. 

  

Destination 

A destination is also known as a place or location. It applies to the country as a whole on a 

national basis and refers to regions, states, or even cities at a local level. Rogers (2013) described 

a destination as a place with qualities, characteristics, facilities, and attractions that are of interest 

to prospective tourists. 

 

Destination competitiveness 

This refers to the destination’s ability to offer better services than other places, depending on the 

essential elements of the travel experiences for visitors. 
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Destination management 

This refers to techniques which is able to increase the attraction on services of a destination and 

improve the consistency as well as the efficiency of these supporting factors. The World Tourism 

Organization (2012) indicated that efficient management of destinations requires that public or 

private organizations collaborate against a shared objective to achieve the best possible tourist 

experience. This also includes policies and acts that combine various tools, and activities. 

 

Event 

This is in reference to an organized occasion. Events can fall under meetings, incentives, 

convention, exhibitions, banqueting or other special events. 

 

Event Characteristics 

In other studies, event characteristics are type of event, the size of event, the venue of choice and 

its destination. The size of the event corresponds to how many participants or their numbers at 

the event and is classified as small, medium or big. In this study, events with up to 500 

participants are categorized as small events, following events with 501-1000 participants as 

medium size event, and over the participants of 1001 as big events. The location for the event 

was classified according to the type of venue: company headquarters, hotels, meeting and 

exhibition centres, and universities. Finally, the site of the event is in reference to the venue or 

location of the function. In this study, two types of locations are examined. The first one is 

“Events in Malaysia” and the other is “Events out of Malaysia”. 

 

Event Motivations 

This is in reference to goals of corporate events and an ability to participate. This includes 

content promotion, executive networking, and lobbying. Marketing events aim to encourage or 

sell the good or service of a business. Networking opportunities for corporate which include 

physical conferences and sharing of information. The advocacy of companies includes industrial 

funding and knowledge of real problems. 
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Event Planners 

Event planners are in charge of all aspects of an event. This includes budgeting, planning, 

location selection, acquisition of appropriate permits, coordination of transport and parking, 

arrangement of speakers or entertainers, lighting arrangements, protection of events, and 

emergency plans. The event manager could be a corporate business, technical organization, or 

association employee or contractor who prepares, organizes, conducts, or manages gatherings, 

conferences, or other activities. 

 

Event Management 

Event management is the preparation, coordination, and production phase of an event. It includes 

setting event targets and managing capital to achieve them. Major project management is needed 

for large gatherings, such as celebrations, seminars, ceremonies, formal festivals, concerts, or 

conventions. This includes brand research, identification of target group, and conception of the 

event model, logistics preparation, and coordination of the technological elements before the 

event really starts. 

 

Event Organizers 

Event organizer refers to a company or even an individual that plans, manages, and records an 

event. Organizers take on all facets of a gathering to ensure that their activities are running 

smoothly. In this analysis, organizers of events refer to organizations or individuals initiating or 

running an event. It is common for Organizers to run events with services of external event 

planners who are experienced. 

 

Conference 

Conferences are made in a way to stimulate debate and are helpful for solutions to a problem and 

finding of facts, and consulting. The participants convene and share ideas, communicate 

messages, thoughts as well as views and open a discussion. 

 

Exhibition 

This sort of event displays various goods as well as services. The key emphasis is in developing 

business relationships with the various exhibitors and participants through business to business 
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(B2B) activities. Another type of exhibition is the business to consumer (B2C) exhibition where 

business sells products directly to consumers. Both type of exhibition have products and services 

on display in the exhibition venue where visitors go to either find out more information or buy 

from. 

 

Convention 

This is a type of event where education sessions, seminars, and debates take place mostly is a 

conference. Most of the time, exhibition components are included as part of the Convention 

secondary to the main event. Conventions are most often organized by associations of the 

specific industry or profession 

 

 

1.7 Significance of Study 

 

 There is a considerable amount of research poured into corporate tourism destinations, 

but the emphasis has been on end customers and travellers. This study centered on characteristics 

that capture the attitudes of respondents by the variables they found significant. In this analysis, 

however, a quantitative approach for research is used to develop, affirm, verify, and generalize 

relationships that lead to the theory. Quality research is the holistic approach that is most 

effective for research. The quantitative approach is ideal for analysis purposes, as this thesis 

attempts to verify relations and establish generalizations. Questionnaires and surveys for event 

organizers were used for the analysis of data being conducted. 

 

 

1.7.1 Significance to academics 

 

 This aim of this study is to assess the mechanism of selection and requirements for 

corporate destinations to view the Malaysian conference industry. In particular, the aim of the 

study is to understand how corporate event organizers value the various variables that affect the 

choice of the destination for business events. Any considerations now exist and affect decision-

making at the destination of business events. These considerations include connectivity, meeting 
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efficiency, safety and protection, picture of the destination, availability, service quality, and 

entertainment.  

 

 Although several academic studies have studied decisions of corporate event selection 

and preparation of event, scholars have recommended a more thorough study of these problems, 

which implies more research into the topic. This study, which examines both cognitive and 

affecting influences that influence the selection process, will identify variables essential to event 

organizers and planners to when choosing destinations for different event types. This also 

develops some insights into the process of selection. 

 

 In addition, most of these analyses were carried out in western countries like America 

and Europe. However, those results don’t generalize into the phenomena of the Malaysian 

business events industry. Furthermore, the research found that intermediaries and the scale of a 

company would serve as intermediaries influencing event planners. More analysis was implied to 

explain each aspect and reason affecting the business event destination selection. The purpose of 

this study is to respond to it. 

 

 

1.7.2 Significance to Practitioners 

 

 As market and industry players as well as policymakers recognize the possible economic 

advantages of these business activities, the potential destinations for business events has 

significantly increased in numbers. The management of a destination's attractiveness has 

therefore become more relevant. An essential aspect of this management method is to consider 

how a goal affects the number of participants and, consequently, the case's performance. It is also 

necessary to consider the evaluation criteria that event planners apply to decision-making. 

 

 The emphasis on selecting destinations in the private sector is important due to its 

significant effect on a target, mainly boosting the local economy. A successful destination 

produces a prosperous economy. Nevertheless, patterns are changing rapidly without 
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acknowledging the evolving consumer demands and their effect on the selection process, the 

economic danger of a destination decline. 

 

 In addition, this study could also allow marketing and distribution experts at exhibition 

and convention centres and other sectors related to hospitality to better service their consumers. 

These agencies include the Sarawak Convention Bureau (SCB), Penang Convention and 

Exhibition Bureau (PCEB) and the Malaysian Convention and Exhibition Bureau (MYCEB), 

need to consider the needs of event planners and promote business activities that suit the range of 

services they can offer. 

 

 

1.8 Scope of the Study 

 

 This research focuses on factors that affect the choice of destination for business events 

for local event organizers and planners in Malaysia. This research analyzed the major qualities of 

destination for event organizers in deciding their venue. The use of event characteristics and 

event incentives is as separate variables in this research to understand if a partnership exists and 

features of a destination can function as a variable dependent. 

 

 Analysis data obtained through a survey on 1200 event organizers and planners, 

corporate managers, as well as event management companies in Malaysia. The built sample was 

obtained SCB and MYCEB listing directories. A total return of questionnaires with an answer 

rate of 21.8 percent, and 261 usable surveys. Inclusive in the survey is data about the key 

destination qualities that event organizers consider in their decision-making and their connection 

to the reasons and events. Overall, the new report provides policymakers and conference offices 

with helpful knowledge about how to help business event organizers and business event 

managers to sustain competition with other destinations. 
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1.9 Organization of Chapters 

 

 This work is divided into three chapters. The first chapter, Chapter one is an outline of 

the report and also introduces the Malaysian corporate events industry. At the same time, the 

outline covers event organizers' and planners' positions at conferences. The thesis dilemma 

statement, project issues, and goals are also illustrated. The last paragraphs of this chapter 

include the importance of the research, meaning of critical words, nature of the study, and 

chapter organization. 

 

 Chapter two discusses the latest available literature in this study field. Included in this 

chapter are the conceptual models of competitiveness, factors that influence the competitiveness 

of destinations, and decision-making processes for the selection of destinations. The theoretical 

structure and the analysis framework suggested are also discussed. Chapter three provides a 

comprehensive methodology for the study, research architecture, and population and sampling 

methods. It also describes the measuring tool and the methods and techniques for data collection. 

 

 

1.10 Summary 

 

 This study seeks to improve awareness and management practices to promote and 

improve the success of the Malaysian business event industry through the consideration of the 

factors that event organizers find to be significant. These results will advise and impact programs 

and policies in Malaysia in the future to draw foreign corporate events. 

 

 The rest of the thesis was preceded by a study context, problem statement, research 

problems, research goals, general philosophical structure, the meaning of concepts, the 

importance of the study, scope, and a brief overview in this chapter. Malaysia is the focus of the 

study and is based on a systematic study of existing literature and market activities research. 
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CHAPTER 2 

LITERATURE REVIEW 

 

2.1 Introduction 

 

 To excel in event management field of the hospitality industry, industry players and 

governmental offices need a thorough understanding of how event organizers and planners select 

locations and their relevance. 

 

 This segment, the literary review, offers insights into current trends in the selection 

criterion for event organizers and planners. It also discusses how overtime has advanced these 

causes. In this chapter, the portion of theories on (RBV) resource-based views and Porter's 

competitiveness theory are explored, which start with the situation of the events industry in 

Malaysia. The chapter that follows presents the competition model on destinations and addresses 

the parallels and disparities among the three models. Factors influencing destination selection is 

often widely explored in relation to previous research. A focus accompanies this on the disparity 

between their desires and aspirations between corporate and association event planning. The 

chapter concludes with a summary of the evaluation process and highlights the logical context. 

 

 

2.2 An Overview of the Business Event Industry in Malaysia 

 

 In Asia, the industry of business events has seen a major growth over the past decade. 

Most of the rise was propelled by the Western world's commitment to Asia by new investments 

like conference centres, exhibition halls, casinos as well as hotels. The International Convention 

Growth Rate (ICGR), an organization which is managed by International Congress and 

Convention Association (ICCA), has identified the continent of Asia to be an upcoming area of 

the world, and the number of international agreements hosted grew by 8.9% last year. 

 

 Malaysia has acknowledged this industry as a market segment as high profile as well as 

high yield and a high profile. In year 2021, this industry has provided a growth of RM3.9 billion 
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(GNI) gross national income and for their sector has more than 16,500 jobs. Malaysia has 

founded two major governmental organizations to help Malaysia draw events both locally and 

internationally. They are MYCEB in short, the Malaysia Convention and Exhibition Bureau and 

SCB, Sarawak Convention Bureau. 

 

 SCB was founded in 2006, the first governmental organization to promote Sarawak as a 

business events destination. Placing Sarawak as a leading destination for foreign business events 

in the Asia Pacific was SCB's fundamental aim. 

 

 The Ministry of Tourism of Malaysia founded MYCEB in 2008. Different to SCB, where 

they focus solely on the state of Sarawak. MYCEB supports the whole of Malaysia as a preferred 

business event destination. In the years, MYCEB has become a non-profit organization 

supporting event organizers and promoters to provide and host events related to international 

businesses in Malaysia. MYCEB in year 2021, founded Malaysia Major Events in short known 

as MME, an international event bidding division. MME’s goal is making Malaysia a top 

destination for business events and putting Malaysia in the eyes of world.  

 

 The industry of business event subsequently made a huge economic effect on Malaysia. 

SCB secured 312 business events from 2006 to 2014, generating an estimated 285 million EUR 

solely on Sarawak. The SCB office confirmed the figures as well as acknowledged that the 

importance that these industry activities offered potential opportunities for training, export trade 

and international trade. During the same time, MYCEB provided Malaysia with 135 conventions 

and incentives. MYCEB in year 2015 has attracted an on average of 535 delegates per session, 

with an approximate total of 71,000 delegates, who contribute to an economic effect of over RM 

634 million and these figures are projected to rise the following year. (MYCEB 2015). 

 

 These 2 bureaus work together to make Malaysia a common destination for international 

business activities. Their cooperation projected the economic impact value of close to RM 1.2 

billion from at least 124,000 delegates in year 2011. In addition, there was an estimated 1.3 

million tourists who arrived in Malaysia for business activities in 2012. At the same time, the 

visitor spending from business events was RM 11 billion, with a return on government 



  

15 
 

investment of RM 18.2 billion. This marks a growth of 3.4% over the past year, contributing to 

the Malaysian economy of approximately RM 17.6 billion. 

 

 

2.3 The Component Theories 

 

 Two scientific viewpoints, RBV and Porter's theory of competitiveness, are examined in 

the following pages. These theories justify choosing a destination for company events and for the 

key factors which event organizers think are significant. 

 

 The RBV assumes the comparative benefit of a destination is built on the correlation 

between its attractiveness and the use of available resources capacity. The Porter theory gives the 

basis for considering the effect on intervening variables on the choice of convention premises as 

well as how it affects destination competitiveness even further. Below detailed are the two 

hypotheses. 

 

2.3.1 Resource-based view theory 

 

 The theory of RBV explains that businesses within a same sector usually regulate each 

enterprise's internal causes and capabilities. The RBV theory explains. This description means 

that a destination's resources and capacities separate it from those for an event location. 

Moreover, suppose the RBV hypothesis constitutes a series of specific strategies and efficiency 

capacity and resources. In that case, performance variations are primarily due to their unique 

capabilities and resources and not to the intrinsic characteristics of the market. The precise 

resources available to a destination and its ability to handle those resources determine the 

destination's long-term success. 

 

 This theory can relate competition strategies between destination capital as well as its 

attractors. In their RBV analysis, Montgomery and Hariharan (1991) found that large resourced 

based companies prefer diversification. These companies’ inference was that companies join 

together where capital needs correspond with their skills. 
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 Using RBV on a destination ensures that its capacities as well as are significantly 

differences. The RBV theory can be drawn from two assumptions; firstly, destinations vary in 

terms of their policies, capital and ability. Secondly, it is possible that specific tools and skills 

cannot be perfectly mobile. 

 

 

2.3.2 Porter’s theory of competitiveness 

 

 The "Diamond of national competitiveness" by Porter (1990) explains how countries, or 

even industries are more successful than the other. Porter suggested particular factors which 

potentially generate competitive benefits to a nation. There are four components in this model. 

The conditions in which a nation produces, including skilled labor, infrastructure, and natural, 

cultural and historical capital, are primarily factor conditions. Secondly, domestic consumer 

conditions that fuel domestic demand for goods and services that could lead to local industries 

becoming creative and sustainable. Three dynamic and connected sectors offer more advanced 

and effective products and services that promote the productivity of the country. Finally, a strong 

plan, organization and competition can influence how a company or nation is formed, run, 

organized and can influence its competitiveness. 

 

 These forces will outline a roadmap to strategic advantage for destinations. In order to 

consider and analyze the impact of industrial structure on the suitability of destinations, the 

Porter model offers an essential conceptual context. 
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2.4 Models of Destination Competitiveness 

 

 The literature discussed on business event industry in this section covers four types of 

model: (1) conceptual models of destination competitiveness; (2) factors influencing destination 

selection; (3) needs/expectations of corporates vs. association event planners; and (4) destination 

selection decision-making processes. 

 

2.4.1. Conceptual models of destination competitiveness 

 

 Past reports offered different examples on the competitiveness of destinations for 

business activities. As an example, it was defined by Pearce (1997) the competitiveness of 

destinations is the result of assessment in methods and techniques that analyzes and contrast the 

various attributes of competitive destinations in terms of planning. It was further clarified by him 

that destinations' competitiveness is related to the opportunity to encounter more satisfactorily 

than competing destinations. This also means that, it is due to the willingness of a destination in 

bidding to compete. 

 

 Basic models on competitiveness of destinations is defined and details of these criteria 

for developing as well as maintaining the competitive position of an industry and comparing 

conditions for destinations. Crouch and Ritchie developed three popular conceptual models 

(1997). Not to mention that Heath has too established a similar model used for competitiveness 

of destination (2002). 

 

 The conceptual model by Crouch and Ritchie's as seen in below Figure 2.1 acknowledges 

destination competition is well dependent on resource endowments, as well as comparative 

advantage, resource deployment capability and competitive advantage. This is also in relation to 

the effect of global macro-environmental powers and competitive micro-environmental 

structures. A comparative advantage of a destination includes factors important to the success of 

a market, physical resources, know-how availability, money, tourism infrastructure, historical 

and cultural properties. Competitive benefit, however, includes audits and inventories, 

production as well as productivity. 
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 The model also have components which include the model are macro-environmental 

factors, economic, demographic as well as technology, political, legal, and socio-cultural, among 

others. These micro-elements appear to have more direct effects than macro-elements. However, 

to make Malaysia a preferred destination, the convention offices have to weigh what services are 

available to make sure they are used. In order to stay relevant and competitive in business, 

mobilizing capital while being mindful of macro and micro factors is crucial. 

 

Dwyer and Kim (2003) have established another model in view of destination competition. The 

model, shown in Figure 2.2, contains three main elements: finances, management of the 

destination and situation. The two categories of resources are resources donated and generated. 

Natural, cultural or heritage resources, including mountains, streams, rivers, cuisine, traditions, 

etc., are donated resources. The opportunities created include tourism infrastructures, special 

events as well as entertainment, and allowing such considerations as basic facilities, service 

standard and accessibility of destination. 
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 Incorporated in this model are situational variables which affect the attractiveness of the 

destination in the broader external world, such as macro-environment considerations. The 

administration of destinations can be divided into government and business. In combination, 

these factors increase resource attractiveness and may reinforce supporting factors' consistency 

and performance. Both elements engage with tourism demand and circumstances to affect the 

attractiveness of destinations and socio-economic stability. 

 

 Heath's (2002) third model of competition in destinations consists of labelled elements as 

'competitiveness foundations.' Primary attractors which exist like non-negotiable, promoters, 

value add on, facilitators as well as enhancers of expertise. It was clarified by him that the main 

attractors are the key cause that potential travelers prefer a destination over another. Other 

attractors are environmental, cultural and heritage attractions, and events, entertainment and 

shopping are produced, attractors. Non-negotiable products provide security, security, health 
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services and other elements inside a destination. These elements may qualify as competition 

determinants. 

 

 On a fantastic market event (Heath 2002), the facilitators are essential infrastructures like 

connecting roads, airports, rail systems as well as other facilities. Venues for business events 

should have this to remain competitive. Value additives like value and attractiveness of prices, 

proximity to key markets and strategic destinations will lead to the competitiveness of 

destinations. Facilitators provide travel infrastructure, catering services and responsive tourism 

facilities and enhance insight, including accommodation and unique experiences essential to the 

competitiveness of a sustainable destination.  

 

 The "cement," which covers stakeholders, connectivity, collaborations and agreements, 

knowledge and analysis, and success evaluation, is one category of elements within this model. 

The model also stresses factors of success: conceptual frameworks for tourism, strategies for 

growth and promotion, a program and structure for sustainable development and strategic 

marketing. 

 

 All three models of competition of destinations have something in common. The three 

models acknowledges that infrastructure is important for a destination to effectively host an 

event. As Dwyer & Kim (2003) and Heath (2002) represented, the services donated or developed 

are vital to the competitiveness of the destination. Secondly, comparative advantage of a 

destination over other cities or its capacity to mobilize capital. These benefits are essential for 

corporate event planners, such as road networks, rail and transit services. Lastly, Crouch and 

Ritchie (1997) and Dwyer and Kim (2003) recognized the macroeconomic effect of 

environmental factors on the attractiveness of the destination, and Heath (2002).  

 

 To summarize, illustrated in the models are vital factors in the competitiveness of 

destinations which allow destinations to keep the business events industry competitive. This 

enriches our perception of the competitiveness of destinations since it clearly categorizes the 

differences between destinations and features between countries. 
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2.4.2. Factors influencing destination selection 

 

 There have been a number of studies that have analyzed principles used by event 

organizers to analyses as well as identify destinations for events. While the parameters for 

selection are close to the considerations on competition of destination, the results helped 

demonstrate the relative significance of any of these criteria and how the view of event 

organizers or planners is affected. These considerations are essential to identify and understand 

among destination promoters and suppliers who need more efficient marketing campaigns to be 

developed and need to satisfy future visitors' needs.  

 

 Although there are extensive studies on the influencing factors in destination selection 

process, particularly from an interaction perspective, the relative position of every factor and its 

significance in relative to the situation variables remain to be understood. This knowledge could 

allow destinations to place better and efficiently in market segments like the various corporate or 

partnership event industries.  

 

 Lee and Back (2005) has existing research which presented a number of factors affecting 

the selection of business event destinations, including accommodation, connectivity, service 

efficiency and destination picture (Lee & Back 2005). In their computational model, Crouch and 

Ritchie (1997) defined 36 competition attributes. The groups, characteristics and measurements 

of their analysis are seen in Table 2.1. For each dimension, the 36 key attributes provide an 

interpretation. 
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Crouch (2010) listed 10 attributes that significantly impact destinations using the above 

attributes as a guideline. These practices are a combination of physiography and environment, 

culture and history, travel, visibility/picture, special events, entertainment, technology, 

connectivity and positioning/branding. In looking for strategic strategies and options and 

allocating available capital, destinations should pay attention to these attributes (Crouch 2010).  

 

MICE events’ study conducted on mainland China, Hong Kong, Macau as well as 

Taiwan by Whitfield, Dioko, Webber and Zhang (2014) provides an important-performance 

overview of events, installations and destination attributes. Importance appraisal is an indicator 

of people's happiness with a good or service. It recognizes customer loyalty in two ways: the 

value of customer support and company success in service delivery. The study evaluates the 

performance and significance of qualities to please the participants, according to Silva and 

Fernandes Júnior (2010). Another research by Whitfield et al. (2014) examined the 

characteristics of delegates who are attending business events in the city. The outcome was split 

into significance and performance characteristics. Out of the five important characteristics listed, 

three of them were linked to MICE facilities. There is the atmosphere and climate provided by 

MICE equipment, protection and security in the exhibition centre and quality standards inside the 
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exhibition centre. The protection and security of the hotel and the destination were other 

significant considerations. 

 

In addition, there were four key performance attributes listed which were target attributes. 

These attributes are the charm of the destinations surroundings, the prestige for hosting a fair, 

protection and safety inside the location and the adequacy and quality of local facilities. The last 

characteristics were safety and safety in the venue. 

 

This study indicates that destinations must now discuss the services and destination 

characteristics to stay competitive and draw exhibits and protection and security at all levels. 

 

 

 

 

 

A research by Qu, Li and Chu (2000) in Hong Kong discussed the relevance and 

fulfilment of conference selection criteria. However, the researchers found that substantial 

variations between end-users, organizers and site managers in assessing the significance of 

criteria in site selection were found. It was found that the site selection requirements were 

considered to be relevant to lodging, conference services, connectivity, and protection and 

infrastructure structures. They proposed that venue managers plan and implement various 

promotional services for conference locations, end-users and organizers. 

 

Additionally a study carried out by Kim and Kim (2004) to determine the essential 

qualities of international convention choice, examined the factors influencing overall satisfaction 
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of meeting schedules in Seoul, as a capital for conventions. Three key characteristics were 

identified in their research that assesses overall satisfaction, cost or service, facility or aid, as 

well as usability of the meeting planners. It was further suggested that Seoul wants improved 

performance monitoring in five main areas: conference and exhibition services, hotel room 

prices, land transport, personnel management skills and the local people's friendliness and 

foreign language skills.  

 

Nelson and Rys (2000) based their studies on secondary conference destinations and 

relevant requirements for site selection. These destinations have less economic effects on central, 

state and regional conventions compared to national and international conventions. It was shown 

in their research, some benefits to second-tier destinations which comprise of (affordability, co-

operative conference personnel and local friendliness, specialist or specific participants and 

security as well as family environment). The major drawback is the inability of not providing 

direct flight connections. In addition, their report established four main site selection 

requirements, co-operative conference centres, security and security, affordable hotel prices, and 

meeting room capacity. In conclusion, their report indicated that connectivity was the only 

challenge to be solved. They also indicated that direct flights available from the largest markets 

are essential for national and international conferences. It would be not easy to draw such 

lucrative groups for most second-tier destinations. 

 

A study by Chacko and Fenich (2000) finds several essential characteristics of a good 

convention case. These include the number of hotel rooms, the prices of the room, the 

availability of meeting space, costs of food and beverage, the availability as well as cost of 

facilities by air, ease of transit and attractiveness of the area. They concluded that various 

qualities are essential for the organization of conventions in different cities. 

 

In earlier scientific studies, many of these qualities and variables have also been used to 

calculate the target picture as a total factor of practical, observable as well as psychological 

characteristics. In the studies, it was suggest that destinations follow a combination of goods and 

services that address diverse conference markets and satisfy consumer expectations and desires. 
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The reports have indicated that the successful construction of a destination depends on the 

destination meeting the customer needs. 

 

These reports have examined the various parameters used by event planners to analyze 

and pick business event destinations. Each research was different concerning the country in 

which the research was done, the type of organization, the number of activities being considered, 

the methods employed and the respondents questioned or interviewed. A guide for the study was 

offered on selection criteria for destinations in Malaysia. Consequences of these studies shown 

that Malaysia convention offices must be mindful to the requirements of selection which in the 

convention industry are called competitive. Success can be calculated by the amount of offers 

received and by the number of market activities in the future. A listing of the criteria is given in 

Table 2.3 below.  
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2.4.3 Needs and expectations of corporate vs association event planners 

 

Planners of events are different in the event type they are planning or organizing. Various 

reports have distinguished between the analysis and selection criteria for business event 

destinations (corporate activities) and association events. While they vary in how activities are 

organized, such parameters are important for all types of events and crucial for destinations. 

 

The word corporate was used by Rogers (2013) to describe the organizers of conferences 

working with corporate organizations. These organizations have a separate department for 

coordinating and organizing conferences and activities, limiting their budget during tough 

financial times (Rogers 2013). Corporations have to be responsible for the administrative costs of 

staff attending conventions and activities. It is different from association activities when 

attendees fund themselves. 

 

The association focuses on the points of concern of its members and what they can do to 

unite them (Casey 2011). Organized associations often occur at will because business events 

prove to be needed for employees. The members of the association typically have various goals 

in mind when they are at an event; some consider it a gathering of industry players and 

informative update. Association meetings also rely financially on generating income, which 

allows participants to pay attendance fees and other expenses. In comparison, business events 

mainly concentrate on the company's interest or its target customers. 

 

When developing plans to stay competitive within the market, the competing 

expectations of partnership and corporate event planners must be taken into account. The 

parameters listed below reflect individuals' views of participating in international events. The 

most important element is the cost in participating in these activities. 

 

In the analysis of Australian domestic association-organized conventions by Crouch and 

Louviere (2004), researchers identified 20 important qualities of sites. The top five qualities were 

the expense of venues, the quality of food, the adequacy of plenary rooms, the combination of 

on- and off-destination lodging and the location close to convention attendees. They also noticed 
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that the availability of unregulated airlines and bargain airfares were not significant. This may be 

because air travel costs are not covered by the event organizer but is paid by the attendee. 

 

According to a study conducted by Jun and McCleary (1999), the criteria applied by 

association meeting planners in America when selecting South Korea as a destination were 

considered essential for four general categories of criteria. This included the logistics/site 

attractiveness (e.g. facility accessibility, convenience of transport), added-value (e.g. historical 

attractions, exchange rates and so on), distance and social elements (e.g. recreation facilities). 

Three homogeneous groups of meeting planners have been established in their cluster study, 

suggesting that separate consumer segments exist, each with different demands and desires. 

Marketing campaigns must also be customized to meet each segment's needs. 

 

Research by Bonn, Brand and Ohlin (1994) on Association and Corporate Meeting 

Planners has found minor variations in the importance of resources and facilities between each 

category. However, substantial differences in attractions and entertainment are of greater value 

for association meetings planners. Entertainment which include shopping, restaurants, nightlife 

as well as historic sites are part of attractions. The scale on an occurrence seems not to influence 

the destination attribute. It was also found that the interpretation on characteristics of the 

destination for meeting planners was very similar whether if it was for a big or small meeting or 

conference. 

 

This research focuses on the criterion for the destination of conferences, not associations. 

The conference industry segment of associations varies from the corporate sector in many target 

parameters (Oppermann & Chon 1997). Any variations connected with the association 

participants being required to pay for their travel and attendance do not require them to 

participate. Typically they are looser to the association than the attractiveness of their career, and 

the site is also relevant because many participants bring their families to attend and double up the 

business trip as a vacation. 

 

These considerations differ with business events because the organization generally pays 

for attendance in corporate conferences, and the topic and knowledge exchange are more 
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relevant than the website attraction. Participants are always expected, and family members 

seldom take part in the journey. The corporate sector often seems to be more close to selecting an 

office or company venue and not to association events (Oppermann 1996). In addition, corporate 

conferences appear to have shorter time leads than the ones organized by organizations.  

 

2.4.4 Destination selection decision–making process 

 

Although for decade has been a subject of study, there is little empirical research which 

has its focus on the relationship between the factors that influence the selection of destination 

and the corporate structure. Moreover, there were researchers who have considered the 

significance of each factor and its relationship. It was suggested by Crouch and Louviere (2004) 

that more research on the importance and the fundamental importance of every factor affecting 

the selection is needed. 

 

The research focuses in particular on determining the organizational decision-making 

requirements for the selection of business event sites. The research is based on studies that have 

examined the process in decision-making, providing a step-by-step review on companies making 

decision on their business events. Furthermore, it also assesses different factors affecting 

selection of destination as well as their relative significance by connecting them to a theory in 

decision-making method. These procedures of decision-making are tested and analyzed for 

Malaysia's applicability. 

 

This research has adapted the conceptual model of the convention site selection method 

from Crouch and Ritchie (1997), presented in Figure 2.3, which consists of five stages. The first 

phase includes preplanning of events to start the process. In this phase, the budget, convention 

goals and future dates are decided. The number of potential delegates, previous experience of 

conferences, environmental conditions and policy are other factors in the preplanning phase. 

 

The second stage is the study and suggestion of site selection. The principal objective is 

to collect accurate information from various possible sources that have complied with the 

Organization's minimum requirements. Convention planners will visit sites for inspections of 
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facilities and competing destinations. At this point, competing destinations must be able to 

demonstrate the existence of infrastructure. Also critical is the safety and security of the 

destination. 

 

The third stage, the site selection decision, is taken by Executive level or directors in the 

Board of the Association via meeting planner’s recommendations. At stage four, the convention 

is already in effect (Convention is concluded). In the Conference, hospitality, friendliness level 

between residents of a destination and the delegates is a significant attribute. This means that the 

treatment of guests influences their ability to suggest the destination for future activities. 

The last step (evaluation after Convention) is taken, and the site selection process is used 

as a prerequisite for the forthcoming conventions. This assessment contributes to the learning 

and improved information about the conference destination and organization, which will 

influence the selection and organization of the next destination. 

 

Some interfering factors can influence the decision-making process to select a 

destination. They include the history, employee and management characteristics of the company, 

experience, expertise, principles, policy of corporate companies, conditions of the environment 

as well as objectives of the conference. Accessibility, safety and security, availability, amenities, 

service quality, attractions, entertainment and the picture of the destination are the specific 

factors of the conference destination and the specific location. These factors affect company 

decision-making in different ways, very much relying on organizational features and objectives 

of the conference objectives. 

 

This decision-making mechanism underlines the value of getting suitable facilities and 

infrastructure in place for national conference offices and meeting guests' hospitality needs. It is 

critical to understand this process for a destination of business event industry to stay competitive. 

An organized process also allows event planners to prepare and ensure the appropriate facilities 

are established. If Malaysia stays competitive as well as retains its competitive perks in the 

industry of business event, a clear understanding is essential. 
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The initial five step model which was based on Crouch and Ritchie’s (1997) was later developed 

to a process which contains nine steps: 

 

• Step one: Recognizing and anticipating a problem 

• Step two: Forming of the buying Centre 

• Step three: General Describing the general needs 

• Step four: Specification of product 

• Step five: Buy class identification (association deciding whether a same venue to 

 be used) 

• Step six: Analyzing site selection and recommendation (shortlist and presentation) 

• Step seven: Deciding the site and specifying order routine 

• Step eight: The Convention / Event is held 

• Step nine: Review Performance 
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The industry of business event understands clearly on how decisions are taken as well as 

what considerations should be considered with these decision-making processes. With this 

model, it is also helpful when analyzing the effects on participants’ site selection. 

 

 

In their report, Jago and Deery (2005) explored the links between the key players, the 

successful reasons for a convention and new upcoming trends in the industry. In their studies, 

they studied the model of interaction and interconnections to investigate further the link between 

the key players of the planning phase in the convention. In-depth and structured interviews have 

been undertaken with international convention groups, conference organizers and international 

delegates to discuss variables affecting the decision-making of the convention. They observed 

that additional players were involved in convention decision-making, including convention 

centres, convention offices and funding for local governments. They also identified three key 

aspects affecting conferences, venues, networking and social activities, as well as planes, 

lodgings and food. This will impact decision-making because it affects the budget. 

 

The analysis by Jago and Deery (2005) was on the basis from previous works of 

Oppermann and Chon (1997). Two models of decision-making were suggested. Figure 2.4 of the 

first model discusses the interactions and interrelationships between partnerships, host sites and 

participants. It describes that the three players have a link to the need to be in relation. The model 

explains the importance on the organization as well as the host venue in having a shared 

objective in maximizing the delegation. 

 

The second model discusses the process of decision-making for convention participation 

by potential participants. It is indicated by this model that controlling variables of four sets 

happens during decision-making delegating: factors related to personal and business, variables of 

association, variables of conference, factors linked to location, as well as opportunities to act. 

 

Reached from existing decision-making models for the destination, companies are taking 

a given process by selecting a suitable location that supports the event goals. Destinations who 

wish to host international events must ensure that they fulfil specifications of event planners in 
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the corporate segment. This study targets to detect the criteria of destination and specifications to 

be met by the Malaysian convention offices. 
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In a variety of countries, researchers have performed studies of competitiveness. These 

countries are inclusive of South Korea and Europe, and North and South America. However in 

the South East Asia, there are no studies in the current literature especially Malaysia as a 

destination for international business event. 

 

Malaysia background for the business decision making process is the focus of this 

research. The structure of this research makes the basis for both research questions and is the 

leading destination for business events. Relationship between the attributes of the destination, 

event motives and characteristics of the event is also illustrated. The issues of the study is 

thoroughly explored. 

 

2.5 Conceptual framework 

2.5.1 Illustration of conceptual framework of variables that influence destination 

selection process for business events 

 

Described in this research are the main variables affecting decision-making in business. It 

also establishes the relationship between the constructs. The model of selection process used in 

this research is of Crouch and Ritchie's (1997) which is based on existing literature. From the 

five-step model, it has been customized to just three steps which are: preplanning, assessment as 

well as destination selection. Below details are the processes affecting the decision-making of the 

destination for corporate events. 

 

The first phase, pre-planning, involves budgets, participants, date and overall goals of the 

conference. The interference factors at this point are the company members' experience, 

expertise and importance, policies and the organizational structure. The preplan stage provides 

the basis for business activities as well as the selection of destinations. 

 

The following step is to determine and analyze particular variables of the destination. Part 

of the variables are facilities of the meeting, accessibility, quality of service, picture, 

affordability, security as well as entertainment. At this point, the mentioned variables are 

analyzed and assessed in relation to their significance for the planning steps. 
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The third and final step is to finding a business event destination. The destination that 

best meets all the requirements is selected after evaluation. Crouch and Ritchie (1997) have two 

more phases where post-evaluation is conducted. These two measures were left out of the model 

because this study emphasis examines the variables that contribute to a destination being 

selected. 

 

In addition, the model that is modified best fits the research issues. This study focuses on 

the assessment phase that takes into account the value of the destination attributes, based on 

variables of Crouch & Ritchie (1997) and Lee & Back (2005). 

 

2.5.2 Illustrating the conceptual framework of the importance destination attributes 

 

 A wide variety of variables has been illustrated in the current literature when choosing a 

business event venue. In reality, the important variables vary from place, type of business event 

as well as the location. It is of paramount importance on the attributes of the destination for a 

business event for this analysis. Through this study, the findings will help address whether the 

destination attributes are significantly different, regardless of other factors. 

 

 Accessibility to the venue, facilities of the meeting, site environment, and support by the 

locals, additional conference possibilities as well as information on the site include the variables 

chosen for this analysis. These variables are dependent and affect event characteristics and event 

motivations (independent variable). The variables have been selected for the Malaysian business 

event industry from the previous studies. 

 

2.5.2.1 Accessibility 

 It is of upmost importance for the destination to be easily accessed, according to Crouch 

(2010). Diverse factors have this impact, these are including changes in the regulations of the 

airline's industry, visa and requirements of permits, routes, airport locations as well as landing 

slots, airport capacity take into considerations. It is also known that accessibility is key to an 
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event destination; event planners require convenient, fast and economic destination. Destination 

offices must recognize the value of accessibility event planners and delegates. 

2.5.2.2 Meeting facilities 

 

 Services provide for the meeting include physical equipment at the site, such as AV 

equipment, meeting room setups, meeting rooms, conference rooms, etc. Crouch (2010) 

classified the provision as well as the quality of human resources, information and capital 

resources which includes education and research institutions among others as the fundamental 

criteria for a suitable conference or meeting.  

 

2.5.2.3 Site environment 

  

 The site atmosphere takes account of local community hospitality, the appropriateness 

and standards of local facilities, and the desired climate of the. Hospitality is seen as the friendly 

degree of the guests of a destination. Many destinations claim that their residents' hospitality or 

friendliness towards tourists offers a competitive advantage. The basic facilities and services 

provided by infrastructure are roads, roads and transport systems, communication systems, 

government services as well as public services, clean drinking water supply, and so on. 

 

2.5.2.4 Local support 

 

 This is in reference to the degree of support which the local convention office promotes, 

grants and logistically supports. 

 

2.5.2.5 Extra-conference opportunities 

 

 Opportunities for additional conferences include other things that delegates or visitors 

can join in during the business events. Activities could include shopping, sightseeing and other 

leisure activities (history spots, museums, attraction parks, etc.). 
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2.5.2.6 Information on site 

 

 This attribute takes into account the credibility of a destination based on past news. Event 

managers are more likely to select a destination that was effective in the past and that other 

meeting planners have suggested (Crouch 2010; Ritchie & Crouch 2010). 

 

 The variables discussed which are the basis for this study are known to have the greatest 

effect on the business event’s industry in Malaysia. The questionnaire is also focused on the 

attributes. 

  

2.5.3 Illustrating the relationship between destination attributes, event motivations and 

event characteristics 

 

In comparison with previous studies, the emphasis of this study is on the relationship 

between attributes of the destination, features of the event as well as motivations for the event. 

Both are consistent with the process in decision-making and are likely to affect the choice of a 

venue for a corporate event. The features of the destination are both event characteristics and 

event motives. In addition, the analysis analyzed the extent to which characteristics or motives of 

an event affect the relationship with the attributes of a destination. 

 

The event features included in this study include the type, scale, location and destination 

of events. Brand marketing, company networking and corporate lobbying motivate the case. 

 

It has been indicated in the research that characteristics of a destination are the most 

important influence on importance. On top of that motivations of the variables event to be 

important too. They proposed a link to the structure, situation and experience of the company. 

 

It was characterized by Kroeber et al. (2003) that event motivation is a theoretical 

structure which clarifies human behavior in doing things they tend to do rather than alternatives. 

They also classified event motivation as the driving forces of human behavior. It was clarified 

that motivating event managers to divide event markets allows them to find the strengths and 
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business opportunities in the market as well as helps to ensure satisfaction. It was suggested by 

Crompton and McKay (1997) that event organizers should see to it that they understand the 

motivation behind the event guests to offer better facilities. 

 

Business Event Tasmania has realized some variables that could have attracted visitors to 

their destination in one of its publications on the participation of business events in the state. 

Certain variables include visibility, networking as well as branding. In Takeflyte (2015), experts 

from the media as well as influencers, networking opportunities and fresh experiences have been 

listed as the main reasons for participating in business events. In their study, it was found that 

learning, networking as well as building business opportunities are significant reasons 

participants attend company events.  

 

The present study focuses on networking during business events, promotion of brand and 

lobbying of corporate as the motivating variables for the event to be seen as how relevant it is for 

organizers of events and for a destination of business event to choose from. 

 

In Chapter 1, the model shows the possibility on a relationship between features of an 

event, event motives and attributes of a destination. Few researches investigated these 

connections. In trying to address the question whether a correlation exists between the different 

destination attributes, the current research explores new ground. 
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2.6 Summary 

 

 Explored in this chapter is the related literature on the industry of the business events as 

well as the theoretical foundations of the review. The Malaysian corporate event industry has 

substantial potential economic benefits. Included are the RBV approach and Porter's 

competitiveness theory approach which are the component theories that were discussed. 

 

 Also highlighted in this chapter are the recent studies on the models related to destination 

competitiveness. Some of the models discussed are: 

 

● The destination selection process in decision making 

● Destination competitiveness conceptual model 

● Factors which influence the selection of destination 

  

It is then followed by the conclusion on the explanation of conceptual framework as well 

as the research questions.  
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CHAPTER 3 

METHODOLOGY 

 

3.1 Introduction 

 

 This chapter describes on which approach is used to research the qualities of event 

organizers’ take into consideration when choosing a venue for business event. The aim of this 

study is to define the significant attributes of the destination which influence the choice of 

destination for business events and to analyze the relationship that are found between them with 

event motives, features of the even, and each attribute within Malaysia 

 

 There are four sections in this chapter: firstly, study design, population and sample. The 

definitions of the instruments of research that assess features of the destination, event motives, 

characteristics and demographic are followed. The two last parts are the methods for data 

collection as well as the statistical analysis techniques used for this research. 

 

3.2 Research Design 

 

 The research design starts by selection of a subject and paradigm. The next step is to 

develop methods for data collection, estimation techniques, and design of questionnaires, 

sampling and analysis. 

 

 This tests the relation between attributes of the destination, event motives, as well as 

characteristics of the event which goes through hypotheses that is theoretically justified to 

determine the important attributes of the destination which influence the business event 

destinations’ selection. A popular data method analyses the views of organizers as well as 

planners on a range of variables related to a business event destination. 

 

 Questionnaire method used in this study is also one of the most commonly used research 

methodology for a positivist theory, and the deductive approach is generally linked to survey 
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research. This research has followed a cross-sectional design that collects data from a sample of 

a given population and summarizes it statistically. 

 

3.2.1 Population and sample 

 

 There are 1200 event organizers and planners in the sample population in Malaysia. The 

gathered population was from the public accessible directories of SCB, MYCEB, and the 

convention organizers and suppliers in Malaysia (MACEOS). 

 

 The event organizers and planners organize activities and ensure the successful and 

effective organization of international business events. Those event organizers and planners 

received their contact information from their websites. 

 

 This population has also been expanded to supervisors as well as managers. The 

interviewees were included since many major companies have their in house event teams where 

they do not engage with external organizers or event managers. 

 

3.2.1.1 Sample 

 

 Because of time constraints and financial limitations, the whole population could not be 

surveyed or studied. To overcome this, the approach was to analyze a group of target participants 

representing the entire population of research to address this limitation. A quantitative analysis 

design for this study was then adopted. 

 

 In their report, Mendenhall, Beaver and Beaver (2012) identified a quantitative research 

sample to be used as a subset of measurements that is selected from the participants’ population. 

It was recommended that the largest sample for quantitative study design should be used. The 

sample, which comprises of event organizers as well as planners in Malaysia, has been selected 

based on a sample of probability, which will be addressed in the section that follows. 
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3.2.1.2 Sampling method 

 

 Two main sampling methods, chance and unlikely sampling exist. Each respondent of a 

target population has an equal chance to be included or chosen randomly in a study with 

probability sampling. A respondent will be chosen over another for non-probability sampling 

based on specified criteria. 

 

 A simple random probability sampling technique was used in this analysis. Since each 

respondent has the same change of being chosen randomly, the survey instrument was provided 

to all respondents who organized and scheduled an event over the past three years. Criteria for 

the respondents were applied because priority was expected to be accorded to destination 

attributes by any event organiser or planner in Malaysia. In this analysis, the parameters for 

selecting target respondents are: 

 

 The person is currently an employee of a corporation that has their own event 

management team. 

 The person is attached to an event management company or organization that is 

registered in Malaysia. 

 The person is willing to participate as a respondent in the present study. 

 

The use of the simple random probability sampling method has advantages. Firstly, it 

guarantees a high level of representation. Secondly, it calculates estimates easy; that is, the math 

is reasonably straightforward. Finally, the selection is unfair since everyone in the community 

has an equal opportunity to be chosen. 

 

 

 

 

 

 

 



  

44 
 

3.2.2 Sampling rationale 

 

 The sample of the study consists of event planners, business leaders involved in making 

decisions as well as corporate event teams who do not outsource event organization or 

preparation. This sample is based on part of a statistical group of 1200 event organizers as well 

as planners in Malaysia. The aim of this study is to provide insights into the industry of business 

events in Malaysia and how a destination is selected by companies. By defining the most 

significant characteristics of the destination, local convention offices may establish effective 

marketing and promotional strategies. In other words, they can market Malaysia based on 

important attributes. 

 

3.2.3 Sample size 

 

 The literature reveals that the size of the sample (which is, the total of event organizers as 

well as planners who have completed the survey) should meet the requirements for multiple 

regression analyses to establish the minimum sample size for the research methodology. When 

deciding sample size, five factors should be considered: the number of elements within the target 

population, the type of sample needed, time availability, financial budget and the necessary 

accuracy of estimates. Also, Roscoe (1975) noted that the perfect sample size should be a few 

times (preferably at least 10 times) greater for the multiple regression analysis than the number 

of variables in the report. In this report, Krejcie and Morgan (1970) adopted the formula for 

calculating the minimum necessary sample size for the general population of 1,200 event 

organizers in Malaysia. The following equation is shown: 
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The minimum sample size for a population of 1,200 is 291 respondents based on Krejcie and 

Morgan's (1970) formula. It should be noted that a sample size of 291 also fulfils the requirement 

for multiple regression analysis. 

 

3.3 Research Instrument 

 

 A survey questionnaire is the key research instrument used for this analysis. 

Questionnaires are considered to be more effective in data collection compared to other 

approaches like. The questionnaire tests the attitudes of event organizers as well as planners 

regarding the key attributes of the destination that affect the selection of business events. Six 

variables are measured which is related to attributes of the destination, they are accessibility, 

information on-site, facilities of the meeting, other conference opportunities as well as local 
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support. Additionally three variables related to motivations of the event, brand promotion, 

business networking and lobbying were also included. 

 

 The questionnaire was created after a comprehensive review of relevant literature that 

relates to attributes on destination selection for business events. It consists of 28 items which 

measure the seven theoretical structures discussed in Chapter two. These are 1) demographic 

characteristics; 2) accessibility; 3) information on site; 4) meeting facilities; 5) extra conference 

opportunities; 6)  site environment; and 7) local support. Also in the questionnaire consists of 

thirteen elements evaluating event motives. These are 1) brand marketing; 2) business 

networking; and 3) corporate lobbying  

 

 The measurement scales were taken from previously validated studies instruments. The 

number of questionnaire items varied between three and nine in each scale. In addition to 

demographics, all answers were registered using a five-point Likert rating scale with 1) not 

important; 2) slightly important; 3) moderately important; 4) very important; and 5) extremely 

important. In the following parts of this chapter, each of these theoretical structures is discussed 

in detail. The number of items measuring each build is shown in Table 3.1. 
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3.3.1 Background information 

 

 Nine elements within the tool was used to capture the profile of the respondents and 

demographic data. These items relate to the gender, age, company's job, number of employees, 

type of business, the largest organized/planned event, number of participants, the location of an 

event, and the type of venue used. 

 

 Four items test event characteristics of these nine items that belong to the independent 

variables evaluated in this analysis. The four things are the biggest organized and scheduled 

event, number of participants, location of the event, and venue type. 

 

 The first, the biggest event organized, or type of event analyses the various event type 

organized or scheduled by the respondents. Meetings, incentives, conventions, exhibitions and 

training are part of this. In addition, the scale of the event (the number of participants) takes into 

account the number of participants that the organized activities attracted to the destination. It 

includes activities below 100, from 101 to 500, to 501 to 1000, to 1001 to 1500 and more than 

1500 participants. Next is the site of the gathering, which will identify the venue type used for 

the events. The examples that are inclusive of business offices, hotels, exhibition centres as well 

as universities. Finally, the venue for the event considers the country in which the event was 

held. While the study focuses on Malaysia, some event organizations from Malaysia also 

organize events outside the region. Therefore, two choices, events organized in Malaysia and 

events organized outside Malaysia, have been considered for measuring this object. 

 

3.3.2 Accessibility 

 

 Inclusive in the survey tool are five destination attributes for measuring the views of 

event organizers on destination accessibility. The structure included four dimensions, travel 

costs, time, comfort and travel barriers. Two of the five characteristics assess the value of 

comfort in reaching a business event destination. One item measures travel costs, followed by 

one which measures time of travel needed and while the third measures travel barriers. 
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 In this analysis, travel costs make-up of the most in the budget an attendee has to spend 

for the period of visit which includes transportation as well as other expenditure. Travel time is 

in reference to the distance of the journey and time it takes. Convenience involves planning 

transport that is required to the destination as well as if any link or connecting transport is 

required. Travel restrictions are prohibitions of a traveler in accessing a place, such as visas 

limitations. 

 

 Respondents stated that the individual statements were accurate with a 5-point Likert 

scale (1 = not important, to 5 = extremely important).  

 

 

3.3.3 Information on site 

 

 Attributes of site measurement have been adapted and updated from earlier studies 

mentioned that these metrics are intended to determine how important the flow of information 

between the intended and the delegates. The information on the platform includes three 

dimensions: credibility, expertise and marketing. 

 

 Reputation explores the views of a destination by event organizers and meeting planners. 

On the other hand, experience considers the success of the destination during past events; was 

the previous experience of the respondent with its destination positive?. Marketing is the success 

of the marketing activities of a destination. How efficiently a destination promotes its benefit to 

companies, and international organizations may influence its choice as a destination for business 

events. 

 

 A 5-point Likert scale was used to show their views (1 = not important, to 5 = extremely 

important). Some of the items measured in example here are information if the previous 

corporate events and attractive marketing activities to promote the destination are successful 
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3.3.4 Meeting facilities 

 

 Seven attributes were assessed by meeting facilities across three dimensions, adapted 

from previous studies: capacity, costs and services. 

 

 The study included three characteristics that considered a destination's ability to provide 

suitable facilities for capacity: the availability of state-of-the-art ICT infrastructure, high-quality 

on-site accommodation (such as four stars and more), and the availability of appropriate facilities 

of the event.  

 

 One measured cost attribute and three measured services attributes. The respondents were 

asked to classify the cost of importance and the estimated sum for the industry. Services refer to 

the service level. A five-point Likert scale was used to show their impressions (1 = not 

important; to 5 = extremely important). For example, the availability of facilities which meet 

disabilities and special needs visitor, facilities that respond to the needs of women travelers and 

the price to hire facilities are examples for evaluating costs and services. 

 

 

3.3.5 Extra-conference opportunities 

 

 The opportunities for extra conferences have been calculated with the use of three 

dimensions: fun, sightseeing as well as professional opportunities.  

 

 Entertainment events include visits to restaurants, pubs, theatres, nightclubs, etc. One 

attribute was significant. Sightseeing includes visits to museums, temples, landmarks, parks as 

well as historical sites. In the measurement of two attributes are the value of sightseeing. In the 

third dimension, career opportunities, applies to visiting local customers, negotiating, selling, 

contacts, etc. The value of the two attributes was calculated. 

 

 A five-point Likert scale was used to show their impressions (1 = not important; to 5 = 

extremely important). Non-conference opportunities include the availability of 
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professional/commercial opportunities (such as visiting local customers and negotiations) as well 

as a good reputation for promoting environmental sustainability. 

 

3.3.6 Site environment 

 

 The site environment is designed to incorporate the local community's hospitality, the 

appropriateness and quality of local facilities, and the desirability of the environment of a 

destination. 

 

 The site environment has been classified into three dimensions in this study: facilities, 

hospitality and climate. Measured by two attributes are the infrastructure quality, one attribute 

measured a destination's environment condition, and the two rest measured a destination's 

hospitality. Infrastructure is in reference to the adequacy and quality of municipal infrastructure, 

road, electricity as well as water supply. Weather is the suitability of the climate or weather 

conditions of the destination for business guests, and hospitality relates to the degree to which 

the host and community welcome tourists.  

 

 The respondents stated that the specific statements are accurate with a 5-point Likert 

scale (1 = not important and 5 = extremely important). For example, if the destination is safe 

from military strikes, disasters as well as other adverse events.  

 

3.3.7 Local support 

 

 Two dimensions assessed the availability of local resources in the last three years for 

event organizers and planners. The local chapter and convention centre measurements were 

adopted and calculated using one attribute each from previous literature. 

 

 The local chapter shall refer to the level of support provided by the chapter of the local 

organization or convention office. In contrast, the convention centre refers to the level of 

preparation, logistics and promotional support offered. The respondents stated that the specific 

statements are accurate with a 5-point Likert scale (1 = not important and 5 = extremely 
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important). Both strengths are the local office of administrative support and preparation 

availability and logistical and promotional support from the conference office of the destination. 

 

3.3.8 Brand marketing 

 

 Five attributes calculate the incentive of brand marketing in Malaysia to choose a 

destination. Two areas of branding, marketing and branding, were addressed. These were 

adapted to the Malaysian context from a previous applicable study. This measurement aims to 

collect insights into the branding or marketing view of respondents adopted by delegates during 

business events. For example, the event reinforces the company's image, increase brand 

awareness of its companies, and the event is favoured locally / internationally. 

 

3.3.9 Business networking 

 

 Five motivational attributes for measuring business networking as an event incentive 

were included in the survey tool. These attributes have been taken from current 2014 (UNWTO) 

literature with a Malaysian perspective analysis. The construction protected sales and visibility in 

two dimensions, measured with five products. The purpose of these metrics is to understand the 

degree to which corporate networking attracts attendees to an event. Further to that, it also help 

to gain insights into respondents' understanding of business networking as an incentive for 

business events. For example, the event introduces delegates to new experiences, information 

and ideas; the event leads to new business partnerships, and the event encourages networking 

opportunities. 

 

3.3.10 Corporate lobbying 

 

 Three qualities are the inspiration for corporate lobbying. The products address two areas 

of corporate lobbying, namely awareness building and industrial support. These have been 

adapted to the Malaysian context from applicable previous research. These measures aim to gain 

insights into respondents' views of corporate lobbying as a key incentive for a business case. The 
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event increases awareness of industry-specific concerns among the public and offers 

opportunities for the government to look in to the concerning issues. 

 

3.4 Data Collection Procedures 

 

 The questionnaire has been sent via e-mail to respondents. In addition, an e-mail were 

sent to event organizers’ as well as planners and organizing teams of significant companies 

operating in Malaysia, including a letter of approval, a consent statement and a survey 

questionnaire (prospective respondent). 

 

 The informed consent of participants to participate in this study was indicated by the 

completion and return of the survey questionnaire. The consent statement was used to ensure the 

intent of the study, their right to privacy, desires, advantages, participatory consent and the right 

to cancel. Each participant had to complete the questionnaire in a given time, after which the 

emails were sent reminding them for a completed copy of the questionnaires. 

 

 The supplemented the e-mail survey with face-to-face data collection to maximize the 

overall response rate. Some survey questionnaires have been distributed individually to 

respondents at selected event organizers’ as well as planners' offices that are in Malaysia also by 

participating in business events. Through this personal approach, it has provided an opportunity 

to illustrate the value of the survey and inspire participants. The respondents returned the 

questionnaire when it was completed. At the end of the distribution cycle, out of the 1200 

questionnaires completed, a total of 293 were collected. 

 

3.5 Overview of Statistical Analysis Techniques 

 

 Three phases for data processing were prescribed in the research plan. The first phase in 

this method was data screening. Next, the normality evaluation of the distribution of the data was 

performed. In the following order, the data have then been analyzed: firstly, through descriptive 

statistics, the demographic characteristics of the respondents have been evaluated; secondly, a 
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reliability test was carried out to assess the fitness measurements. Finally, a multiple regression 

approach was implemented to analyze the hypothesized connections between the structures. 

 

3.5.1 Data screening 

 

 This step verifies the completeness of the questionnaires returned. In total, 293 

questionnaires have been returned, but 21 sets have been incomplete and then discarded. 

 

 Datasets for univariate and multivariate outliers have been screened. Outliers are 

extremely high or low cases which distinguish the cases from other cases. By calculating the 

standardized values (i.e. Z scores) for all cases simultaneously and then analyzing each variable 

for individual cases with extreme values, a univariate outlier can be detected. Each univariate 

outlier was handled with a single unit increasing or decreasing its case value. 

 

 Multivariate outliers refer to situations in which the value of more than two variables is 

an odd combination. The outliers have been defined with a p<0.01 criterion in all cases by 

calculating the Mahalanobis gap. Furthermore, with the number of independent variables as 

freedom degrees, the critical Chi-square value at alpha level 0.001 was achieved. Cases with a 

distance greater than the critical value of chi-square Mahalanobis have been considered 

multivariate outliers and have been removed. A total of 11 cases were dropped, leaving 261 

available data sets. 

 

3.5.2 Normality assessment 

 

 The normality of each independent variable's distribution was determined numerically by 

calculating the skewness (symmetry) and kurtosis (peakedness) values. The skewness and 

kurtosis values are both zero. Both skewness and kurtosis do not surpass the absolute value of 

one. Additionally, the normality of the distribution was determined visually by examining the 

normal likelihood map, which compares the standardized residuals to the normal distribution. 

The skewness values for the independent variables were all less than one. Visual examination of 
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the probability plots revealed that the data distributions for and independent variable were also 

regular. 

 

3.5.3 Descriptive analysis 

 

 The descriptive statistics, including mean and percentages, were used to present the 

respondents' information. These statistics are a way to organize and describe essential data 

features. 

 

3.5.4 Analysis of variance and multiple regression analysis 

 

 Analysis Variance analysis (ANOVA) has been applied to assess if major variations exist 

between the collections of destination attributes of respondents in terms of main event 

characteristics and motivations. Where there were major differences, the post-hoc test using the 

correction by Bonferroni identified the differences. In this process, it was analyzed the 

interpretation of the target attributes by respondents based on features of four events: event type, 

number of participants, type of site used and destination option. 

 

 The reliability check was calculated using the alpha values of Cronbach. A value of at 

least 0.7 in Cronbach's alpha shows a scale reliability. Factors which didn’t meet the benchmark 

value have been dropped from the review. In addition, further research was conducted to 

evaluate the relationship between the variables. 

 

 In this study, multiple regression analyses were used to evaluate the hypothesis 

connections: to decide if there exists an association between characteristics of events, event 

motivations and destination attributes. This technique concurrently tests the influence of two or 

more separate variables on the same variable. 

 

 Three regression models established the event motives influencing accessibility, local 

support, event facilities, extra conference opportunities, target information and the target 

environment. The six types of attributes were checked for four event characteristics. 
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3.6 Summary 

 

 The methodology of the current research and the data collection and analysis procedures 

were presented in this chapter. The sample size, sampling process, survey instrument design, 

data collection procedures, and data analysis techniques used in the study were discussed. This 

chapter also covered the methods that were used to confirm the hypotheses. 
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CHAPTER 4 

FINDINGS 

 

4.0 Introduction  

 

 This chapter of the research provides a comprehensive interpretation of the data, which 

has been collected through the application of the appropriate research methodology. The use of 

the survey questionnaire is done to obtain the required data from the information shared in the 

research work. This chapter includes the general characteristics of the respondents, which have 

been considered as samples in the study, followed by the presentation of the statistical analysis of 

the hypothetical relations among the variables, based on the Regression and ANOVA 

evaluations. The presentation of the data, from the research work finds out the differences 

between the event characteristics, event motivations and destination attributes, along with the 

gentry of the samples, associated with it. The chapter finds that the majority of the events include 

the meetings, conventions and incentive programs.  

 

4.1 General characteristics of the respondents  

 

4.1.1 Response rate  

 

 The below table shows the ultimate response rate to the set questions pertaining to  the 

selection of the business events destinations in Malaysia, based on multiple factors. A total of 

261 respondents are taken into consideration, based on the key variances, highlighting their 

respective association with each of the questions. The entire sets of questionnaires were sent to 

the event managers, organizers and planners, who are associated with the events planning in 

Malaysia and frequently seek venues for conducting business events. The respondents taken into 

consideration belong to mostly the senior positions, which include the managers, senior 

managers, executives, directors, CEOs and presidents of companies, who belong to the MICE 

(Meetings, Incentives, Conference and Exhibition Industry) and non-MICE industry.  
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 The justification behind sending the large questionnaire to the respondents relate to the 

need for an adequate amount of responses, as large numbers of business events are held in 

Malaysia, every year. The table below shows that the numbers of valid responses have been 261 

in total, with no missing information on any of the variables. The variables included in the 

responses are the gender ration, the age range, the role played by the respondents within the 

organizations, the number of full-time employees, the type of the industry and the largest event 

that was planned or organized in the last 3 years. There is an exception of 2 missing responses 

out of the 261 responses, in regards to the largest event that had been held in the last 3 years, as 

informed by the respondents. 

Table 4.1: Total number of respondents to the shared variables in the study 

(Source: Original Research File) 

 

 

 

 Number of attendees Location Type of venue used 

N Valid 260 260 260 

Missing 1 1 1 

 

Table 4.2: Total number of respondents to type of venue 

(Source: Original Research File) 

 

 

 

 

 

 

 

 

 

 

 

 

 Gender 

Age 

range 

Your 

role 

Number of 

full-time 

employees 

Type of 

Industry 

What was the 

largest event 

that you have 

organized or 

planned in the 

last 3 years? 

N Valid 261 261 261 261 261 259 

Missing 0 0 0 0 0 2 
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4.1.2 Respondent profile 

 

 Selecting the right respondent profile plays an important role in authenticating the realism 

of the research. The respondent profile in the current research is presented in the upcoming table, 

which includes the age range, the profile of work and the years of association with the events. 

From the responses, it is evident that the valid percentage for male respondents stands at 57.9% , 

while for the female respondents stands at 42.1%, which is considered to be valid. The total 

cumulative percentage for the gender information stands at 100%. 

 

 Similarly, in regards to the age range, it is obvious that the maximum valid percentage 

stands at 41.4% , with an age range of 31 to 40 years, with the immediate next percentage to be 

21.1% , which is valid, belonging to the age range below 30 years. The lowest percentage stands 

at 61 years an above, with a valid percentage of 6.5%. Hence, it is obvious that the highest 

validity in regards to the age range relates to the age group of 31 to 40 years, with the valid 

percentage of 41.4%. The entire percentage ratio stands at a cumulative percentage of 100%. 

 

Gender 

 

Frequen

cy 

Percen

t 

Valid 

Percent 

Cumulative 

Percent 

Val

id 

Male 151 57.9 57.9 57.9 

Femal

e 
110 42.1 42.1 100.0 

Total 261 100.0 100.0  

Table 4.3: Total number of respondents according to gender 

(Source: Original Research File) 
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Age range 

 

Frequen

cy 

Percen

t 

Valid 

Percent 

Cumulative 

Percent 

Val

id 

30 and 

Below 
55 21.1 21.1 21.1 

31-40 108 41.4 41.4 62.5 

41-50 33 12.6 12.6 75.1 

51-60 48 18.4 18.4 93.5 

61 and 

Above 
17 6.5 6.5 100.0 

Total 261 100.0 100.0  

Table 4.4: Total number of respondents according to age range  

(Source: Original Research File) 

 

 In regards to the determination of the roles of the respondents, associated with the 

organizations and events, it needs to be stated that the highest valid percentage stands with the 

designation of the CEO, with a valid percentage of 30.7%, followed by the Director designation, 

with a valid percentage of 24.5%. The lowest valid percentage stands with 1.9% for the position 

of the President and a frequency of 5. Hence, it is evident that the highest frequency of responses 

and association is obtained from the CEO, and the Director, with a frequency rate of 80 and 64, 

respectively. 

 

                              Your role 

 

Frequ

ency Percent 

Valid 

Percent 

Cumulative 

Percent 

55 21.1 21.1 21.1 

29 11.1 11.1 32.2 

28 10.7 10.7 42.9 

64 24.5 24.5 67.4 

80 30.7 30.7 98.1 

5 1.9 1.9 100.0 

261 100.0 100.0  

Table 4.5: Total number of respondents according to role  

  (Source: Original Research File) 
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Number of full-time employees 

 

Frequen

cy 

Percen

t 

Valid 

Percent 

Cumulative 

Percent 

Val

id 

Below 68 26.1 26.1 26.1 

51-100 56 21.5 21.5 47.5 

101-500 79 30.3 30.3 77.8 

501-1000 33 12.6 12.6 90.4 

More than 

1001 
25 9.6 9.6 100.0 

Total 261 100.0 100.0  

Table 4.6: Total number of respondents full-time employees 

(Source: Original Research File) 

 

 

 In the above table, the valid percentage of the numbers of full-time employees are 

calculated, which shows that the highest frequency is of 79, with a valid percentage of 30.3% 

followed by frequency of 56, with a valid percentage of 21.5%. 

 

Type of Industry 

 

Frequen

cy 

Percen

t 

Valid 

Percent 

Cumulative 

Percent 

Val

id 

Non-Mice Industry 97 37.2 37.2 37.2 

(MICE) Meetings, 

Incentives, 

Conference and 

Exhibition Industry 

164 62.8 62.8 100.0 

Total 261 100.0 100.0  

Table 4.7: Total number of respondents type of industry  

(Source: Original Research File) 

 

 The types of industry show the highest frequency of 164, with a valid percentage of 

62.8%, followed by the non-MICE sector, with a frequency of 97 and valid percentage of 37.2%. 

Hence, it is evident that out of the total respondents of 261, the greatest association is from the 

MICE sector, compared to non-MICE sector. 
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What was the largest event that you have organized or planned in 

the last 3 years? 

 

Frequen

cy 

Percen

t 

Valid 

Percent 

Cumulative 

Percent 

Valid Meeting 65 24.9 25.1 25.1 

Conventi

on 
29 11.1 11.2 36.3 

Incentive 59 22.6 22.8 59.1 

Exhibitio

n 
46 17.6 17.8 76.8 

Training 60 23.0 23.2 100.0 

Total 259 99.2 100.0  

Missi

ng 

System 
2 .8   

Total 261 100.0   

Table 4.8: Total number of respondents organized planning  

(Source: Original Research File) 

 

 In the above table, it needs to be stated that the valid percentage on finding the largest 

event organized in the last three years have been recognized. From the above table, it is obvious 

that the highest frequency is with the MICE sector, wherein the destinations are selected based 

on the kind of events, which specifically include the meetings. The valid percentage includes the 

24.9% for the meeting, followed by incentive programs with a valid percentage of 22.6% and 

trainings with a valid percentage of 23.2%. This data interprets that the events that happen in 

Malaysia, in the selected destinations mostly include the meetings, trainings and incentive 

programs. The valid percentages are likely associated with the relevant factors and aspects, while 

selecting the destinations places for the events in the country. 
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4.2 Destination selection criteria  

 

 In the next table, the selection of the destinations is done, wherein the focus is laid on the 

kind of location and the type of venues, which are opted for. 

 

Location 

 

Frequen

cy 

Percen

t 

Valid 

Percent 

Cumulative 

Percent 

Valid Malay

sia 
258 98.9 99.2 99.2 

Shenze

n 
1 .4 .4 99.6 

Japan 1 .4 .4 100.0 

Total 260 99.6 100.0  

Missi

ng 

Syste

m 
1 .4   

Total 261 100.0   

Table 4.9: Total number of respondent’s location 

(Source: Original Research File) 

 

 In the above table, it evident that the highest frequency lies with the Malaysia, with a 

valid percentage of 98.9%, which shows that the responses, obtained by the researcher accounts 

to the indigenous Malaysian business professionals. The Malaysian locations are preferred by the 

people of the country for conducting the events, in business and non-business, followed by other 

locations like, Japan and Shenzen, with a minimal valid percentage of .4 and the validity ratio of 

1 

Type of venue used 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid University 36 13.8 13.8 13.8 

Hotels 62 23.8 23.8 37.7 

Conference or 

Exhibition Center 
95 36.4 36.5 74.2 

Corporate Office 67 25.7 25.8 100.0 

Total 260 99.6 100.0  

Missing System 1 .4   

Total 261 100.0   

Table 4.10: Total number of respondents type of venue used 

(Source: Original Research File) 
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 This above table provides information about the types of venues used, which 

characterizes the selection of the destination, based on the purpose. The highest frequency 

stands, with the Conference or Exhibition Centers, as the most preferred destination for 

conducting the events. The highest frequency is estimated as 95, with a valid percentage of 

36.4%, followed by the Corporate Offices, with a frequency of 67 and valid percentage of 

25.8%. Hence, it is evident that the valid percentage for the Conference or Exhibition Center is at 

the highest and the most preferred location for the events in Malaysia. Therefore, the 

characteristics behind the selection of the destinations for the events in Malaysia are 

characterized mostly by the official events, mainly meetings, trainings and other corporate 

programs.  

 

4.3 Destination selection variables and event motivations 

 

 The dimensions of selection variables, revolving round the event motivations in Malaysia 

are conducted by 5 primary variances. These variances mainly cater to the selection of the event 

destinations, based on the availability of the destinations, followed by the support from the local 

authorities, the kind of events, the size of the events and the characteristics of the events. Judging 

the variables, it needs to be stated that the aspects of availability of the event destinations are 

further supported by the prospects of local assistance, followed by kind and types of events that 

are mostly conducted in the country, in the specific locations.  

 

 

4.4 Descriptive analysis  

 

 In order to conduct the descriptive analysis, the researcher has applied the Pearson 

product-moment correlation test, which has allowed the researcher to evaluate the statistical 

phenomenon in the presence of the multi-collinearity. 
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Descriptive Statistics 

 Mean 

Std. 

Deviation N 

Attractive marketing 

activities to promote 

the destination 

3.216 1.4652 259 

The company makes 

financial profits from 

the event 

3.205 1.5454 259 

The event strengthens 

the company's profile 
3.120 1.4881 259 

The event improves 

awareness of the 

company's brand 

2.772 1.4515 259 

The event reaches an 

identified target 

market 

3.100 1.3256 259 

The event receives 

favourable local / 

international media 

coverage 

3.147 1.3330 259 

The event increases 

domestic / export 

sales 

3.378 1.4045 259 

The event results in 

the creation of new 

business relationships 

3.228 1.3346 259 

The event facilitates 

networking 

opportunities for the 

delegates 

3.467 1.3360 259 

The event provides 

opportunities to lobby 

the government on 

issues of concern 

2.799 1.4858 259 

 

Table 4.11: Total number of organized 

(Source: Original Research File) 

 

From the above table, the correlation level is significant at 0.05 levels (1-tailed).  
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4.5 Hypothesis test 

 

4.5.1 Important levels of destination attributes on event characteristics 

 

 This section of the analysis includes the evaluation of the variance of perceived 

significant differences between the characteristics, types, size, and attributes are shared.  

 

4.5.1.1 Differences between important destination attributes and event type 

 

 In the given analysis, it needs to be stated that the hypothetical interpretation pertaining 

to the destination attributes and event type, the most popular types of events that are conducted 

in the selected destinations includes the meetings, incentives and trainings. 
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Correlations 

 

Attractive 

marketing 

activities 

to 

promote 

the 

destinatio

n 

The 

company 

makes 

financial 

profits 

from the 

event 

The 

event 

strength

ens the 

compan

y's 

profile 

The event 

improves 

awareness 

of the 

company's 

brand 

The 

event 

reaches 

an 

identified 

target 

market 

The event 

receives 

favourabl

e local / 

internatio

nal media 

coverage 

The 

event 

increase

s 

domesti

c / 

export 

sales 

The 

event 

results in 

the 

creation 

of new 

business 

relations

hips 

The 

event 

facilitat

es 

networ

king 

opportu

nities 

for the 

delegat

es 

The 

event 

provide

s 

opportu

nities to 

lobby 

the 

govern

ment on 

issues 

of 

concern 

Pears

on 

Corr

elati

on 

Attractive 

marketing 

activities to 

promote the 

destination 

1.000 .193 .134 .222 .047 .271 .094 .090 .115 .068 

The company 

makes 

financial 

profits from 

the event 

.193 1.000 .225 .226 .130 .115 .177 .062 .241 .106 

The event 

strengthens 

the company's 

profile 

.134 .225 1.000 .163 .120 .147 .101 .285 .290 .134 

The event 

improves 

awareness of 

the company's 

brand 

.222 .226 .163 1.000 .278 .254 .039 .241 .099 .182 

The event 

reaches an 

identified 

target market 

.047 .130 .120 .278 1.000 .187 .104 .046 .197 .274 

The event 

receives 
.271 .115 .147 .254 .187 1.000 .121 .236 .159 .113 
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favourable 

local / 

international 

media 

coverage 

The event 

increases 

domestic / 

export sales 

.094 .177 .101 .039 .104 .121 1.000 .072 .203 .018 

The event 

results in the 

creation of 

new business 

relationships 

.090 .062 .285 .241 .046 .236 .072 1.000 .090 .140 

The event 

facilitates 

networking 

opportunities 

for the 

delegates 

.115 .241 .290 .099 .197 .159 .203 .090 1.000 -.019 

The event 

provides 

opportunities 

to lobby the 

government 

on issues of 

concern 

.068 .106 .134 .182 .274 .113 .018 .140 -.019 1.000 

Table 4.12: Correlations 

(Source: Original Research File) 
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4.5.1.2 Differences between important destination attributes and event size 

 

 

 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

Durbin-

Watson 

1 .585
a
 .343 -.132 .6815 1.645 

 

Table 4.13: Important destination attributes and event size 

(Source: Original Research File) 

 

 In the above given table, in needs to be stated that the proportion of variance for the 

dependent variable stands at .343 , which indicates, a moderate variance score, with a standard 

error of estimate, indicating towards a value of .6815 and an adjusted R square estimation of -

.132.  

 

4.5.1.3 Differences between important destination attributes and event venue 

 

 Destination selection criteria for any conventions, meetings and trade shows and different 

events have been explored by a variety of researchers. Most research in this specific segment 

connects with the different evaluations of planners of the different events, rate the destination 

selection and related variables. This particular association also connects with the major idea 

about Malaysian event and its engagement with the supportive processes so that determining 

values and possible approaches can be maintained and followed. The specific significance has 

been placed on the destination attributes and considers the proper regression models so that 

building related approaches and values can be considered supportively. The major understanding 

in this context also connects with event size, venue and the event types so that constructive 

networking prospects can be maintained and followed. Rating of the support services and 

considering supportive directions and related representation of ideas construct and verify the idea 

about destination market aspects by proposing standard pathways and related assistance of the 

marketplace. 
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Descriptive Statistics 

 Mean 

Std. 

Deviation N 

Attractive marketing activities to promote the destination 3.216 1.4652 259 

The company makes financial profits from the event 3.205 1.5454 259 

The event strengthens the company's profile 3.120 1.4881 259 

The event improves awareness of the company's brand 2.772 1.4515 259 

The event reaches an identified target market 3.100 1.3256 259 

The event receives favourable local / international media 

coverage 
3.147 1.3330 259 

The event increases domestic / export sales 3.378 1.4045 259 

The event results in the creation of new business relationships 3.228 1.3346 259 

The event facilitates networking opportunities for the delegates 3.467 1.3360 259 

The event provides opportunities to lobby the government on 

issues of concern 
2.799 1.4858 259 

Table 4.14: Descriptive statistics 

(Source: Original Research File) 

 

4.5.1.4 Difference between important destination attributes and event destination 

 

 The specific concentration has been placed on the organizer’s perception about the 

destination type and managing the supportive professional availability of trade opportunities 

along with customer requirements. The overall concentration has been placed on the proper 

statistical indications and considered focused approaches so that major ideas about exhibition 

and different events and destination-related planning can be maintained and followed. The major 

opportunity to concentrate on the related opportunities and coordinate with the structured 

information approaches further connects with the perceived information specifications and 

represents the ideas about concentrated action follow up along with necessary supportiveness. 

From the result of the analysis it can be stated that the major concentration has been placed on 

the convenience of flight connectivity and state the proposed directions so that applicable action 

specifications can be maintained and followed. The event destination further connects with the 

strong reputation of the place and appropriate convenience where reasonable travel-related 

approaches can be maintained and specified.  
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4.5.2 Regression analysis 

 

 The major consideration has been managed and proposed by directing the supportive 

ideas about statistical processes where the engagement with dependable and independent 

variables can be managed and proposed by considering the major ideas about focused 

approaches and related directions. Indeed the supportive specifications management and 

concentrate on the data-driven decision making aspects possibly follow and direct the ideas 

about concentrated work planning and support the major understanding about data availability 

aspects. The considerable engagement here also connects with the corrective action processes 

and helps to understand the analysis effectively so that interpretation of related segments can be 

maintained and followed. The constructive approaches here further connect with the easy data 

driven approaches and structure the major ideas about data quality programs specifications. The 

data quality programs and related approaches further concentrate on the supportive pathway 

which follows and necessarily concentrate on the data quality program so that understanding of 

the specific action approaches can be maintained. The major advice will follow and concentrate 

on the improved model and proper assistance of the factors where the possible engagement can 

be built and followed. Some of the normal ways to deal with necessary practices and consider the 

ideas about several factors which can be maintained with the systematic integration approaches. 

 

 

 

 

 

 

 

 

 

 



  

73 
 

Correlations 

 

Attractiv

e 

marketin

g 

activities 

to 

promote 

the 

destinati

on 

The 

compa

ny 

makes 

financ

ial 

profits 

from 

the 

event 

The 

event 

strengt

hens 

the 

compa

ny's 

profile 

The 

event 

improv

es 

awaren

ess of 

the 

compa

ny's 

brand 

The 

event 

reache

s an 

identif

ied 

target 

marke

t 

The 

event 

receive

s 

favoura

ble 

local / 

internat

ional 

media 

covera

ge 

The 

event 

increa

ses 

domes

tic / 

export 

sales 

The 

event 

result

s in 

the 

creati

on of 

new 

busin

ess 

relati

onshi

ps 

The 

event 

facilit

ates 

netwo

rking 

opport

unities 

for the 

delega

tes 

The 

event 

provide

s 

opport

unities 

to 

lobby 

the 

govern

ment 

on 

issues 

of 

concer

n 

Pearson 

Correla

tion 

Attractive 

marketing 

activities 

to promote 

the 

destination 

1.000 .193 .134 .222 .047 .271 .094 .090 .115 .068 

 The 

company 

makes 

financial 

profits 

from the 

event 

.193 1.000 .225 .226 .130 .115 .177 .062 .241 .106 

 The event 

strengthens 

the 

.134 .225 1.000 .163 .120 .147 .101 .285 .290 .134 
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company's 

profile 

 The event 

improves 

awareness 

of the 

company's 

brand 

.222 .226 .163 1.000 .278 .254 .039 .241 .099 .182 

 The event 

reaches an 

identified 

target 

market 

.047 .130 .120 .278 1.000 .187 .104 .046 .197 .274 

 The event 

receives 

favourable 

local / 

internation

al media 

coverage 

.271 .115 .147 .254 .187 1.000 .121 .236 .159 .113 

 The event 

increases 

domestic / 

export 

sales 

.094 .177 .101 .039 .104 .121 1.000 .072 .203 .018 

 The event 

results in 

the 

creation of 

new 

business 

relationshi

ps 

.090 .062 .285 .241 .046 .236 .072 1.000 .090 .140 
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 The event 

facilitates 

networking 

opportuniti

es for the 

delegates 

.115 .241 .290 .099 .197 .159 .203 .090 1.000 -.019 

 The event 

provides 

opportuniti

es to lobby 

the 

governmen

t on issues 

of concern 

.068 .106 .134 .182 .274 .113 .018 .140 -.019 1.000 

Sig. (1-

tailed) 

Attractive 

marketing 

activities 

to promote 

the 

destination 

. .001 .016 .000 .227 .000 .066 .075 .033 .137 

 The 

company 

makes 

financial 

profits 

from the 

event 

.001 . .000 .000 .018 .032 .002 .161 .000 .045 

 The event 

strengthens 

the 

company's 

profile 

.016 .000 . .004 .027 .009 .053 .000 .000 .016 

 The event .000 .000 .004 . .000 .000 .268 .000 .056 .002 
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improves 

awareness 

of the 

company's 

brand 

 The event 

reaches an 

identified 

target 

market 

.227 .018 .027 .000 . .001 .047 .230 .001 .000 

 The event 

receives 

favourable 

local / 

internation

al media 

coverage 

.000 .032 .009 .000 .001 . .026 .000 .005 .035 

 The event 

increases 

domestic / 

export 

sales 

.066 .002 .053 .268 .047 .026 . .125 .001 .387 

 The event 

results in 

the 

creation of 

new 

business 

relationshi

ps 

.075 .161 .000 .000 .230 .000 .125 . .074 .012 

 The event 

facilitates 

networking 

.033 .000 .000 .056 .001 .005 .001 .074 . .381 
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opportuniti

es for the 

delegates 

 The event 

provides 

opportuniti

es to lobby 

the 

governmen

t on issues 

of concern 

.137 .045 .016 .002 .000 .035 .387 .012 .381 . 

N Attractive 

marketing 

activities 

to promote 

the 

destination 

259 259 259 259 259 259 259 259 259 259 

 The 

company 

makes 

financial 

profits 

from the 

event 

259 259 259 259 259 259 259 259 259 259 

 The event 

strengthens 

the 

company's 

profile 

259 259 259 259 259 259 259 259 259 259 

 The event 

improves 

awareness 

of the 

259 259 259 259 259 259 259 259 259 259 
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company's 

brand 

 The event 

reaches an 

identified 

target 

market 

259 259 259 259 259 259 259 259 259 259 

 The event 

receives 

favourable 

local / 

internation

al media 

coverage 

259 259 259 259 259 259 259 259 259 259 

 The event 

increases 

domestic / 

export 

sales 

259 259 259 259 259 259 259 259 259 259 

 The event 

results in 

the 

creation of 

new 

business 

relationshi

ps 

259 259 259 259 259 259 259 259 259 259 

 The event 

facilitates 

networking 

opportuniti

es for the 

delegates 

259 259 259 259 259 259 259 259 259 259 
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 The event 

provides 

opportuniti

es to lobby 

the 

governmen

t on issues 

of concern 

259 259 259 259 259 259 259 259 259 259 

 

Table 4.15: Correlations 

(Source: Original Research File) 
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4.5.2.1 Accessibility of destinations 

 

 The destination accessibility concentrates on the idea regarding convenient travel 

assistance and properly engaging with the several proposed assistance and supportive pathways 

so that concentrated directions can be formed and integrated. The supportive ways in accessing 

and managing the focused aspects here support the major ideas about structured directions and 

building better values so that necessary concentration on the current event-related prospects can 

be maintained. The statistical prospect here shows that (p=.0.28) presents the corrective 

understanding of the necessary information directions and process with the holding of necessary 

segments so that building supportive engagement can be managed. The focused approaches and 

the particular rate of these criteria build and follows the understanding about current destination 

follow-up and directs the different center-specific context so that possible engagement can be 

maintained. The availability also connects with the different facilities present at the place and 

constructs the necessary ideas about considerable approaches and supportive information 

directions so that possible engagement can be built and followed. The particular results and 

related analysis also help to present and structure the ideas about followed information and 

related processing. 

 

 

Variables Entered/Removed
a
 

Model Variables Entered 

Variables 

Removed Method 

1 The event provides opportunities to lobby the government on 

issues of concern, The event increases domestic / export sales, 

The event results in the creation of new business relationships, 

The company makes financial profits from the event, The 

event receives favourable local / international media coverage, 

The event facilitates networking opportunities for the 

delegates, The event reaches an identified target market, The 

event strengthens the company's profile, The event improves 

awareness of the company's brand
b
 

. Enter 

 

Table 4.16: Variables entered 

(Source: Original Research File) 
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4.5.2.2 Event motivations with local support 

 

 The event's motivation connects with some of the direct and indirect influence on 

communities and this segment concentrates on the appropriate skill development, volunteering 

related prospects and social and cultural aspects that follow and consider environmental 

assessment. Community events and different festivals help to attract tourists and visitors so that 

proposed directions are related to criteria so that possible indications can be maintained and 

followed. The key consideration has been placed on the ideas about better opportunity related 

specifications and engagement with the strong motivational assessment so that proper 

supportiveness in creating and managing the structured approaches is generated properly. The 

appropriate engagement and related specifications connect with the involved approaches and 

prepare the supportive approaches so that possible action directions can be maintained. Measure 

and initiate applicable economic directions and follow the diverse cultural indications, considers 

and states the ideas about standardized information processing. Significant information 

specifications and direct the major ideas about a wide range of standard planning and 

associations help to consider and state the proposed directions and integration approaches. The 

supportive information assistance and building better understanding of the event-related 

motivations and related approaches can be maintained and followed. 

 

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

 B 

Std. 

Erro

r Beta   

1 (Constant) 
2.384 .300  7.942 

.00

0 

 The event strengthens the company's 

profile 
.037 .044 .055 .833 

.40

5 

 The event improves awareness of the 

company's brand 
-.021 .045 -.030 -.456 

.64

9 

 The event reaches an identified target 

market 
.003 .050 .003 .052 

.95

9 

 The event receives favourable local / 

international media coverage 
.114 .048 .153 2.359 

.01

9 
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 The event increases domestic / export 

sales 
.120 .045 .170 2.653 

.00

8 

 The event results in the creation of new 

business relationships 
-.108 .049 -.145 

-

2.197 

.02

9 

 The event facilitates networking 

opportunities for the delegates 
-.109 .050 -.147 

-

2.189 

.03

0 

 The event exposes delegates to new 

insights, knowledge, and ideas 
-.042 .047 -.058 -.893 

.37

3 

 The event raises both public and 

government awareness of industry-

specific issues 

.009 .049 .012 .190 
.84

9 

 The event provides opportunities to 

lobby the government on issues of 

concern 

-.044 .045 -.066 -.992 
.32

2 

 The event results in expressions of 

support for the industry / company from 

government and / or the private sector 

.145 .051 .186 2.877 
.00

4 

Table 4.17: Coefficients 

(Source: Original Research File) 

 

 

4.5.2.3 Event motivations and event facilities 

 

 The appropriate facilities and related understanding also helps to build and access the 

ideas about constructive directions so that necessary approaches in dealing with the possible 

action-based criteria can be managed. The proposed ways in developing and managing a 

comprehensive action pathway also helps to build structured directions so that a concentrated 

pathway can be maintained and followed. Provide cultural and educational opportunities with the 

supportive engagement and related directions help to build the ideas about social and cultural 

relationship management and contribute in the segment of different event facilities. The 

structured ways in directing the ideas about festivals and event related approaches also connect 

with proper evaluation of various action processes and revitalize local economics so that 

proposed action directions can be managed. The weather patterns and technological aspects tend 

to advance and process with the ideas about community related approaches and contribute to the 

supportive pathway where engagement with the necessary action criteria can be maintained and 

followed. The value related indications and specifications connect with the supportive directions 

so that related understanding can be presented and managed so that probable event facilities can 
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be followed. Significant directions and related specifications of planning connected with the 

focused boosting local economics, rural destination promotion and continuing employment 

criteria can be standardized. The different focused approaches also present the ideas about 

directive and supportive pathways so that applicable coordination of ideas can be built and 

proposed.  

 

4.5.2.4 Event motivations and extra-conference opportunities 

 

 The constructive approaches and consider the positive relationship states the ideas about 

considerable action directions and build supportive directions so that possible engagement can be 

managed and followed. The overall segment indicates and specifies directive approaches so that 

building values and connective opportunities about the market related systems can be 

maintained. The standard extra-conference (β = .219; ρ <.001) segment also states the major 

ideas about the applicable directions so that constructive decision making approaches can be 

supported. Inclusive of the venue and related aspects the concentration majorly placed on the 

understanding about the constructive pathway in future. The considerable information follow up 

and related processes also determines the strategic specifications and constructive engagement 

can be supported by taking care of the proposed event associations and related directions. The 

appropriate framework related to the categorization of events also processes through useful 

approaches and considers the proactive strategic information assessment so that possible 

pathways in dealing with the supportive directions can be maintained. The proper timing and the 

economic performance criteria get followed and supported so that better indications of planning 

and related directions can be maintained. 
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Coefficients
a
 

Model 

95.0% Confidence 

Interval for B Correlations 

 

Lower 

Bound 

Upper 

Bound 

Zero-

order 

Partia

l Part 

1 (Constant) 1.793 2.975    

 The event strengthens the company's 

profile 
-.050 .124 .020 .053 .050 

 The event improves awareness of the 

company's brand 
-.110 .069 -.015 -.029 

-

.027 

 The event reaches an identified target 

market 
-.095 .100 .007 .003 .003 

 The event receives favourable local / 

international media coverage 
.019 .210 .101 .148 .141 

 The event increases domestic / export 

sales 
.031 .210 .180 .166 .159 

 The event results in the creation of new 

business relationships 
-.205 -.011 -.090 -.138 

-

.132 

 The event facilitates networking 

opportunities for the delegates 
-.207 -.011 -.061 -.138 

-

.131 

 The event exposes delegates to new 

insights, knowledge, and ideas 
-.135 .051 -.038 -.057 

-

.054 

 The event raises both public and 

government awareness of industry-

specific issues 

-.087 .105 .020 .012 .011 

 The event provides opportunities to lobby 

the government on issues of concern 
-.132 .044 -.078 -.063 

-

.059 

 The event results in expressions of 

support for the industry / company from 

government and / or the private sector 

.046 .245 .174 .180 .172 

Table 4.18: Coefficients 

(Source: Original Research File) 

 

 The proposed directions here connect with the supportive planning and state the 

distribution of planning so that possible engagement with the business based ideas can be 

followed and maintained by taking care of the successful event based aspects. Community 

specifications and present the applicable associations so that proposed directions can be 

standardized so that possible dimensions can be placed with considerable indications. The 

proposed approaches and related pathways help to follow and consider the directive approaches 

as this prospect ranges from the proper result management and states the ideas about focused 

pathways.  
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4.5.2.5 Event motivations and destination information 

 

 The effective decision follow-up and concentrated support related approaches state the 

projected planning where the directive associations can be maintained so that possible 

destination information can be followed. Community specifications and related approaches 

connect with the event related associations so that possible indications about the service based 

pathway can be formed. The strongly indicated approaches by directing concentrated 

engagement helps to create and state the ideas about social positives and consider the better 

quality and associations so that constructive governmental indications can be maintained. The 

long-term planning in the event related motivational assessment and access constructive strategy 

planning builds and proposes applicable pathways where the recreational activity management is 

also quite supportive. Some of the psychological aspects along with the specified criteria can be 

managed and proposed so that possible event planning aspects can be maintained. The proposed 

discovery of different current action evaluations and build the supportive engagement helps to 

form and access the key ideas about better decision making support and engage with the different 

mega events and related approaches so that possible action specifications can be maintained.  

 

4.5.2.6 Event motivations and destination environment 

 

 Event motivation and strong participation in different events helps to build and support 

constructive indications that can be maintained and supported. Discovery of the related segments 

and processes with proposed approaches so that possible approaches can be maintained. 

Destination environment with the possible engagement and specifications can be maintained so 

that probable directions can be proposed. Social and cultural impact and evaluations state and 

present the indications can be maintained and followed so that possible opportunities for the 

future business related approaches can be maintained. The moderate approaches and related 

value processing connect with the variance assessment and consider the proposed values so that 

constructive indications and specifications can be proposed. The specified and concentrated 

indications of planning and related approaches state the high quality associations and build 

focused criteria can be standardized. Conduct and specify the proposed action segments and 

develop the understanding about positive impacts and specifications so that destination 
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environmental approaches can be built and proposed. Micro-destination handling and access is 

proposed with the structured pathway and this segment helps to formulate the ideas about 

significant criteria by building supportive pathways. Realization of the different values and 

considering the proposed engagement context deals with the constructive associations so that 

focused market contexts can be standardized. Some of the religious and cultural prospects state 

the proposed directions so that possible understanding of the constructive directions can be 

maintained. Encourage and specify the standard support with the community related aspects, 

maintain and access the value based indications get formed and accessed.  

 

 The sector has considered and stated by developing the ideas about focused target 

specific directions so that possible directions can be maintained. Stimulate and process with the 

structured engagement states with the confirmed action processes so that valued approaches with 

specific involvement of actions can be maintained. Consistency and applicable action processes 

connect with the proposed decision making and this segment enhances the supportive insights so 

that better experiences can be maintained. 

 

 

Coefficients
a
 

Model Collinearity Statistics 

 Tolerance VIF 

1 (Constant)   

 The event strengthens the company's profile .823 1.216 

 The event improves awareness of the company's 

brand 
.818 1.222 

 The event reaches an identified target market .818 1.223 

 The event receives favourable local / international 

media coverage 
.850 1.177 

 The event increases domestic / export sales .872 1.146 

 The event results in the creation of new business 

relationships 
.826 1.211 

 The event facilitates networking opportunities for 

the delegates 
.800 1.251 

 The event exposes delegates to new insights, 

knowledge, and ideas 
.841 1.189 

 The event raises both public and government 

awareness of industry-specific issues 
.852 1.174 

 The event provides opportunities to lobby the .811 1.233 
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government on issues of concern 

 The event results in expressions of support for the 

industry / company from government and / or the 

private sector 

.862 1.160 

 

Table 4.19: Coefficients 

(Source: Original Research File) 

 

 

4.6 Conceptual framework 

 

 Conceptual framework with the supportive connectivity aspects can be developed and 

proposed so that corrective decision making aspects can be built. Strong stakeholder associations 

and collaborations help to state and present the directive decision assessment can be maintained. 

Connectivity approaches with the possible engagement helps to state the better aspects so that 

constructive pathways can be maintained by initiating strategic marketing criteria. The 

infrastructure related facilitations and standardized aspects can be built and proposed so that 

concentrated indications and specifications can be built. The proposed aspects along with the 

tourism related criteria can be directed where the promotion related aspects and the focused 

marketing criteria get defined. Competitiveness and proposed directions can be maintained and 

followed so that capacity related directions get maintained so that better service directions get 

managed. Keep the proper business related aspects and industry competitive directions connected 

with the supportive aspects with different necessary categorization of prospects that can be 

developed and structured. Corporate goals, social and psychological criteria can be defined so 

that it helps to find and process the different engagement and specifications so that supportive 

assessment can be maintained. The specific choices and involvement with the ideas can be 

standardized by proposing the applicable action directions so that possible event management 

segments can be built. The planning based aspects and situational indications state and maintain 

follow-up directions so that standard pathways can be maintained.  
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4.7 Findings of the hypothesis 

 

 Proper engagement and appropriate service specifications connected with structured 

developmental follow up build the better ideas about event related ideas and measuring different 

plans consider supportive criteria. Extent of assistance and proposed action pathway assists to 

create standard approaches so that possible indications get followed and structured. Cost related 

aspects and suitable accommodation structure and standardize the ideas about better abilities in 

accessing the current requirements so that environment assistance can be followed. Performance 

specific directions and the supportive approaches connect with marketing activities planning and 

create the structured pathway so that possible aspects can be built. The combination of 

physiography and strong action processes present the structured contexts with supportive 

prospects so that possible understanding and related criteria can be maintained. Significant and 

proposed follow-up further connects and defines which exhibition of planning follows indicated 

future pathway. Quality standard and applicable aspects connect with various specifications and 

support constructive directions and specifications of ideas.  

 

4.8 Summary 

 

 This particular discussion has stated the major ideas about different event management 

and destination engagement so that possible approaches in dealing with the better facilities and 

supportiveness help to construct better selection of different prospects. Relevant action 

management and propose the improved engagement criteria can be structured by taking care of 

the proposed concentration of the different action processes so that constructive tourism criteria 

can be defined and accessed. The variables hereby propose the ideas about practical overview 

and planning and this segment can be maintained by following the ideas about responsive action 

pathway. 
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CHAPTER 5 

DISCUSSION OF THE FINDING 

 

 

5.0  Introduction 

 

 This chapter in the research is vital, as it provides an overview of the research questions 

and the associated findings, which allowed the researcher to address the objectives. Additionally, 

the chapter provides the research findings, together with the justification.  

 

5.1  Background  

 

 The background of the study is based on the context of determining the preferences of 

Malaysian event organizers, while selecting the event destinations, based on a number of 

characteristics. The essentials behind the selection of these destinations include the destination 

attributes, the event motivations and the personal views and preferences, which enable the event 

organizers to address the objectives of the research study. The objectives of the research are 

stated below, which allowed the researcher to find the respective responses.  

 

1. To identify the value of destination characteristics , recognized by the Malaysian event 

organizers  

2. To explore the gaps between the views of the Malaysian event organizers in finalizing the 

event destinations  

3. To measure the significance of event motivations, destination attributes and relative 

characteristics as acknowledged by the Malaysian event organizers  

 

5.2  Discussion of the findings  

 

 Research Objective 1: To understand the value of recognizing the characteristics of 

destinations preferred by the Malaysian Event Organizers 
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 The current research tried to find out the preferences and valuation of the destinations by 

the Malaysian event organizers, with a standard analysis of the descriptive statistics of the 

respective places. 

 

 

 Mean 

Std. 

Deviation N 

Attractive marketing 

activities to promote the 

destination 

3.216 1.4652 259 

The company makes 

financial profits from 

the event 

3.205 1.5454 259 

The event strengthens 

the company's profile 
3.120 1.4881 259 

The event improves 

awareness of the 

company's brand 

2.772 1.4515 259 

The event reaches an 

identified target market 
3.100 1.3256 259 

The event receives 

favourable local / 

international media 

coverage 

3.147 1.3330 259 

The event increases 

domestic / export sales 
3.378 1.4045 259 

The event results in the 

creation of new 

business relationships 

3.228 1.3346 259 

The event facilitates 

networking 

opportunities for the 

delegates 

3.467 1.3360 259 

The event provides 

opportunities to lobby 

the government on 

issues of concern 

2.799 1.4858 259 
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 Additionally, the study also measured the respective perceptions, which is created among 

the Malaysian event organizers, to find out the correlational attributes and the motivating factors, 

behind the selection of the destinations. 

 

 

Mean 

Std. 

Deviation N 

Attractive marketing activities to promote the destination 3.216 1.4652 259 

The company makes financial profits from the event 3.205 1.5454 259 

The event strengthens the company's profile 3.120 1.4881 259 

The event improves awareness of the company's brand 2.772 1.4515 259 

The event reaches an identified target market 3.100 1.3256 259 

The event receives favourable local / international media coverage 3.147 1.3330 259 

The event increases domestic / export sales 3.378 1.4045 259 

The event results in the creation of new business relationships 3.228 1.3346 259 

The event facilitates networking opportunities for the delegates 3.467 1.3360 259 

The event provides opportunities to lobby the government on 

issues of concern 
2.799 1.4858 259 

 

 From the above finding of the table, it needs to be stated that the samples, selected as 

responses for the current research determines the importance of destinations, based on multiple 

factors and attributes. The highest standard deviation stands at the view that the determination of 

the destinations are done based on the Attractive marketing activities, which promotes the 

destination and motivates the inspiration of the event organizers.  

 

 With a total of valid responses standing at 259, it is evident that the highest mean 

deviation, differentiating between the values of the variables is the factor, wherein it is stated that 

the events are organized to facilitate networking opportunities for the delegates, who are 

associated with the events.  
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Finding 1 

Ease of access based on the factors, which includes recognition of company brand, financial 

profits and boost in sales. From the results, it is evident that the ease of access provided by the 

destinations for the Malaysian event organizers are significantly connected to both the tangible 

and intangible benefits. The event managers primarily look for the consistency in the economic 

returns, followed by the opportunities of networking and the enhancement in the brand 

recognition and image.  

 

Finding 2 

The responses seem to shower the least significance on the increase in the export sales, followed 

by narrowing the periphery of operational attributes of the destinations. The respondents seem to 

be pretty neutral on the aspects of defining the destinations, which have the minimum 

contribution towards the identification of the destinations, wherein the narrowing of the 

operational periphery is recognized, followed by enhancement in the export sales.  

 

Finding 3 

The destination attributes and selections are mostly categorized into different sets, based on the 

aspects of defining the motivation, attributes, availability of the local support, and the associated 

opportunities. Hence, it needs to be stated that the opportunities and facilities provided by the 

destinations are determined by the availability of the activities and chances, related to the 

services and operations.  

 

Finding 4 

Another finding from the responses show that the preferences of the destinations are done based 

on multiple factors, which includes its ability to create and retain brand awareness, which 

enables the event organizers to ensure that the preferred location shall come into the limelight, 

giving importance to the brand. The responses reflect that the branding and marketing of the 

place would enable the event organizers to get exposure from the relative audience, and ensure 

that the attributes of having the most important event characteristics are marked by the mean 

score of the responses. The Mean score identifies the difference between the responses and the 

associated valuation of the variables in the study.  
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Finding 5 

The event destinations selected by the Malaysian event organizers, create an identified target 

market, which shows that the highest ratings belong to the respective target market, associated 

with the events. Additional focus is laid on including the issues, pertaining to the lobby of the 

government. The lowest perceptions towards the targeted destinations are covered under the 

prerogatives of recognizing the destinations, which create a problem in its effective operations 

and growth in the networking opportunities , allowing the event managers of Malaysia to bank 

upon the appropriate places and destinations. 

 

 

Research objective 2: To measure the gaps between the views and preferences of the event 

organizers in their respective understanding of the attributes of the destinations  

 

 This part of the study identifies and measures the differences between the perceptions, 

views, and responses from the respondents, who are associated with the events and the selection 

of the destinations, based on the attributes and characteristics.  

 

Finding 7 

In response to this objective, it needs to be stated that there had not been much difference 

between the event organizers and only one difference could be recognized. The responses show 

that the event organizers are more interested towards locating the availability of the destinations, 

which can be used for both professional events and non-business operations and activities, 

making the destination, a useful resource.  

 

Finding 8 

In consideration to the responses, pertaining to the event size, it needs to be stated that there is a 

relative difference between the attributes of the event destinations, which is significant in the 

process of selection. This further created different opinions among the event organizers in regard 

to the selection of the event destinations and finding the motivation behind the selection of the 

same. The study observed that the small event organizers are outcompeted by the larger event 
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organizers, who perceive a reasonable time to travel and are more likely select destinations, 

which are available and provides more networking. 

  

Finding 9  

In regards to the responses, pertaining to the selection of the event destinations, based on the type 

of event venue, it needs to be stated that the study shows mainly a difference between the MICE 

(Meetings, Incentive Travel, Conventions and Exhibitions) and non-MICE meetings, while 

preferring for the destination venue. The event organizers look into the use of the venue for the 

program and ensure that the events that are conducted, are either for the official or non-official 

purposes. It has been found that most of the events are conducted for official purposes and are 

used to carry on meetings, which are much needed in the business sector.  

 

Finding 10 

In regards to the responses to the current research objective, it needs to be stated that there is a 

considerable difference between the opinions and views of the event managers in Malaysia, in 

regards to the selection of the event destinations. The event destinations are selected based on the 

perceptions developed through the identification of the reputation of the destination in promoting 

the cause of environmental sustainability. Environmental sustainability is important and it is 

observed by business organizations to ensure that the preferences for those destinations are done, 

which contributes towards an overall environmental sustainability. 

 

Research objective 3: To identify the significance of event motivation, need, characteristics 

and values of the destination features by the Malaysian event organizers  

 

 This part of the study tries to identify the composed variables in the study, which have 

been regressed as a dependent variable and includes information about the characteristics, 

motivations and attributes of the selected event destinations.  

 

Finding 11 

The first finding of the response shows that identifying the event characteristics are not solely the 

only predictor of perceived importance, from the respondents, in regards to the selection of the 
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event destinations. Rather, it needs to be stated that the relationship between the selection of the 

event destinations are done based on the characteristics and destination attributes, which are 

highly significant towards the selection process.  

 

Finding 12 

Further, it has been found from the observation of the responses that the characteristics of the 

events and the associated motivation behind the same have not been the significant predictors of 

the events. The destinations attributes are determined and evaluated on the perspectives of 

recognizing the importance of the destination and the need to use to fulfill the purpose. The 

responses further state that the high quality events and associated facilities cover up required 

information for the events and places , creating a desirable destination environment, engaging in 

an expanded association.  

 

Finding 13 

In congruence to the above response, it needs to be stated that the possibilities of corporate 

lobbying, governmental lobbying and the availability and accessibility of the extra-conferencing 

facilities, also determine the selection of the event destinations. The impact and significance of 

the local support is determined, to have a high level of importance, wherein the lobbying 

activities have a significant impact on the selection process. The prospects of having an extra-

conferencing facility, within the events have led to the identification of the variables, which mark 

the differences in the views and opinion development, leading to an identification of the 

importance of the local support.  

 

Finding 14 

The response to the current research objective have been diverse, wherein it was found that he 

significance of business networking , accessibility of the destinations, and the prospects and 

availability of the extra-conferencing facilities enhance the desirability of a particular event 

destination. These predictors lead to the identification of perceiving higher standards of opinions 

and views, which support the selection of the event destinations in the appropriate manner. The 

significance of high quality events have been recognized in the current finding, showing that the 
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key aspects of destination accessibility, availability of extra-conference opportunities and 

desirable destination environment have a strong impact on the selection of the destinations.  

 

Finding 15 

The significance of the destination accessibility, availability of extra-conference opportunities 

and desirable destination environment along with the size of the events turn out to be significant 

predicators behind the selection of the event destinations. Additionally, it needs to be stated that 

the size of the events, are either large scale, medium scale or small scale and is based on the 

purpose, the duration and the number of attendees, with all the arrangements , made. The large 

scale events have obviously different requirements compared to the medium and small scale 

events, wherein the selections of the destinations are also different, based on the requirements.  

 

 

5.3  Summary  

 

 The chapter successfully discussed the findings, based on the responses and research 

objectives. The fundamental observations procured from the findings state that the selection of 

the event destinations are based on multiple aspects and attributes, wherein the destination 

accessibility, availability of extra-conference opportunities and desirable destination 

environment, and the event size is taken into consideration.  

 

5.4 Recommendations  

 

 The Convention bureaus and private sectors independently need to process with the 

appropriate government support and initiative so that better business promotions with marketed 

directions can be presented well. The reasons range from wide economic benefits, 

commercialization, destination, knowledge sharing, networking, gaining new insights and ideas, 

brand awareness, business diversification to targeting new customer base.  

 

 Malaysia Convention and Exhibition Bureau (MyCEB) and Sarawak Convention Bureaus 

(SCB) are the notable government organizations that should consider strategic action support and 
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manage the individual associations so that managing integrated supportiveness by understanding 

resources and policy based approaches can be followed well. Here, it is highly appropriate to 

consider better strategic innovative planning so that considerable engagement with the services 

can be proposed well. By supporting destinations and setting up policies, it is highly significant 

to consider appropriate developmental indications by accessing local government related 

planning and engaging with business event related directions.  

 

 Sequel to this event, it is highly appropriate to consider constructive action agreement so 

that possible approaches in dealing with the business specific projections can be followed. 

Involve with the local communities and manage supportive action synergies connected with 

necessary practices so that better engagement and related specifications get proposed and 

supported effectively. Policies and related procedures will help to develop better understanding 

about networking, communication and integration with the different parties so that constructive 

approaches can be directed well. Different private sectors also need to consider the strong 

partnership where the specific directions and applicable resource planning get followed by 

ensuring sustainable development for the industry. To build relationships and consider 

standardized associations help to specify and direct concentrated approaches so that possible 

local community specific contexts can be presented effectively.  

 

 It is highly crucial for the convention bureaus to understand collaborative working so that 

future associations by coordinating with the supportive action practices can be built. Ensuring 

destination and managing the competitive approaches helps to build future approaches so that 

corresponding engagement gets followed well. This aspect also specifies availability of planning, 

logistics and promotion along with marketing support from the convention bureau which has an 

impact on the size, type and venue of business events. The strong collaboration and applicable 

work specific segment connects with the understanding of business related approaches and 

considers proper vision so that necessary directions can be placed well with focused attention to 

the strategic planning. The investment planning and related associations need to check well by 

defining the ideas about concentrated approaches and present structured values so that 

coordinated supportiveness can be followed well. The supportive ways in directing and 

presenting business specific approaches further define the engagement of strategic associations 
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and build better integration support. The businesses require understanding current market related 

directions so that constructive decision making pathways can be followed by associating with 

necessary approaches.  

 

 The policy makers need to focus on the necessary information based approaches where 

the engagement with new insights and presenting knowledge based indications can be followed. 

The specific improvement in awareness building and initiating promotional directions help to 

form and build standardized approaches so that better engagement can be followed. Strong 

reputation building, manage networking and communication, initiate motivation by creating a 

positive environment and facilitate appropriate costing plans with better approaches which can 

present and support reasonable cost based indications so that defined action processes can be 

followed for the events. Now the convention bureau emphasizes accessibility, safety, 

affordability/costing as the primary aspects so that marketing communication with the supportive 

action practices by dealing with different campaigns can be followed so that target specific 

market initiations can be built well. The event organizers need to learn well about the current 

trends so that better logistics and promotional support can be followed well with the support 

specific approaches by initiating reasonable time travel aspects. Among others, it is highly 

appropriate to consider on-site accommodation planning and clearly initiate focused pathways 

which can bring diverse positive impacts on the event planning segment. Safe environmental 

planning, consider supportive information engagement and build effective associations initiates 

concentrated pathways so that focused business specific engagement can be standardized within 

a specified time limit. The significant role in accessing the current strategic planning also helps 

to consider constructive work specifications and present major ideas about considerable work 

based directions.  

 

 First and foremost, it is highly appropriate to ensure destination specific facilities for the 

conferences so that events and related activities can be maintained like the hotel rooms and 

accommodations. Standard facilities are highly significant so that customers can get back to the 

services. The amenities vary from country to country but initiating the basic needs and 

presenting the key amenities help to follow and consider constructive decision making prospects 

by arranging the necessary support specific directions so that making final approaches while 
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building better action evaluations can be possible. the information checklist with the phone 

signal checking, WI-FI connects and prepares the different action directions correlate with the 

ideas about standardized action related engagement. Uniqueness and appeal also need to be 

selected properly by coordinating with supportive work based approaches, incorporating local 

culture, cuisine and sightseeing need to be appropriate.  

 

 The overall approaches boost and present the standardized technique by building the 

supportive directions so that better service based approaches can be followed with systematic 

implementation aspects. The destination environment needs to be checked properly so that 

constructive understanding about the probable action supported by building meeting space, 

accommodation planning and reasonable pricing management can be followed. To keep with the 

current specified action arrangement and organize better action evaluations deal with quality 

facilities and this context understand customer related requirements effectively. Excellent service 

planning, consider proposed information pathways and this context derive considerable 

associations to build and propose standardized ways in accessing cost-effective options. The 

destination guide with standardized action assessment here connects with better information 

resource management and creates a modern pathway so that appropriate meeting planning and 

quickly accessed area attractions can possibly engage with the standardized destination specified 

contexts. The quick online information presentation and considered preferred approaches help to 

follow and initiate better evaluation of services which can seasoned and manage appropriate and 

quickly accessed service coordination. Curate innovative event management planning and 

accurately processes with the on-time information management consider the idea regarding 

better responses and build coordinated approaches. Investigate alternative suppliers and cater 

service on-time in this prospect direct the ideas about better supply specified directions and 

initiate convenient support for them. The preferred supply specific directions and engage with 

the budget planning aspects with the different vendors can initiate constructive engagement and 

specifications for the overall planning.  

 

 Here, it is quite appropriate to investigate alternative supplies and catering services which 

are quite significant in managing overall service related proposals. While convenient, the 

preferred suppliers often engage with premium rates and this prospect can be followed by 
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associating with the proper vendor selection approaches and directing the constructive directions 

so that applicable action based specifications can be constructed well by proposing better 

practices. 

 

 Better pricing can be managed by making it flexible and communication requires to be 

transparent in this prospect so that constructive directions in presenting and accessing proper 

availability of support get followed in this prospect. The possible ways in dealing with the 

negotiable action approaches and find the alternative service presentation here build and process 

with event specific approaches. The multi-year deals presentation and initiate seasonal service 

management context directs the idea about better rates and concessions can be integrated so that 

defined value processing and accurate record assessment can be followed well. Historical 

attrition rates, functional space to manage necessary information aspects and evaluate supportive 

approaches connected with the better directions by following numerous action approaches with 

better contract terms. The quick report presentation and access to the reasonable information 

processes construct a supportive framework and this prospect connects with unique venue 

management by typically initiating substantial pricing points. The event planners and other 

business persons need to consider proper social event specific directions with the focused 

approaches which initiates potential action building approaches and different clearly possible 

engagement is adequately managed. 
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