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Abstract—Medan City is one of the government-appointed
MICE-destination. Harsh and strict competition amongst
tourist destinations demands support, participation, and
investment from stakeholders. This study is focused more on the
perceptions of stakeholders towards the destination attributes of
Medan City and the benefit of MICE activities on decision
making. The population used in this study is MICE stakeholders
in Medan City, consisting of planners who have experience as
EOs (Event Organizers), travel agencies, hotels, venues, and the
government tourism office. Using the Lameshow formula, a
sample of 96 people was determined. The sampling technique
used in this study was the purposive sampling technique. PLS
(Partial Least Square) structural equation modelling was used
for the analysis. The results showed that destination attributes
had a positive but not significant effect on decision making.
Destination attributes have a positive and significant effect on
benefits. Benefits have a positive and significant effect on
decision-making. Destination attributes through benefits have a
positive and significant effect on decision-making.

Keywords—Benefits,  Decision Destination
Attributes, MICE Stakeholders
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I.  INTRODUCTION

The MICE (Meetings, Incentives, Conventions, and
Exhibitions) sector is one of the fastest-growing tourism
market segments and was greatly affected during the Covid-
19 pandemic. The potential loss during 2020 is estimated to
be around Rp. 2.69 trillion - Rp. 6.94 trillion. This is because
around 96.43 percent of events in 17 provinces in Indonesia
had to be postponed during the pandemic. Data from ICCA
(International Congress and Convention Association) as of
February 27, 2020, recorded that 12 events were postponed,
and two were canceled [1]. In the New Normal era, this sector
must be able to rise by aligning strict health protocols in
organizing events and using information technology in their
activities.

Medan City is one of the government-appointed MICE-
destination. Medan City is strategically located on the Strait
of Malacca, which is the entrance to western Indonesia. This
has permitted Medan City to be the center for tourism and
trading on a domestic and international scale. The city of
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Medan is close to Kuala Lumpur and Singapore, which are the
world's MICE cities. The government's plan to increase
national and international MICE activities is faced with firm
competition between destinations. For this reason, it is
necessary to make decisions (decision making) by
stakeholders in the form of support, participation, and
investment in the MICE sector.

A lot of researches on stakeholder behavior have been
carried out including the behavior of MICE stakeholders,
consisting of hospitality workers and tour officers [2]. Zhiyi
& Hanyu examined the impact of the transformation of the
destination governance structure on stakeholder perceptions
[3]. The needs and expectations of MICE stakeholders for
tourism development in the Barents region were carried out by
Konovalenko [4]. The decision-making to organize a MICE
event is a difficult process for event organizers in a MICE
destination. Destination attributes play an important role in
this decision-making process. This variable is considered an
attracting factor that can inspire delegates and event planners
to a destination [5], [6].

MICE activities are recognized to have benefits in various
aspects which are referred to as the multiplier effect. Various
studies showed that the benefits resulting from holding MICE
activities are the basis for investing in this business [7]-[12].

Therefore, this research is more focused on stakeholder
perceptions of destination attributes and the benefits of MICE
activities on decision-making in supporting and investing in
the MICE sector. This is important considering the intense
competition between destinations to attract participants to
carry out MICE activities. So that in the post-Covid-19
pandemic, Medan City can be transformed as an icon of
destinations in Indonesia.

II.  MICE STAKEHOLDERS

Biset in Azheri stated that Stakeholders are those who
have an interest and are motivated by profit expectations [13].
The company is not an entity that only operates for its own
interests but must provide benefits to its stakeholders [14].

Stakeholder groups are categorized into three groups,
which are primary, secondary, and other groups. The primary

149



group consists of city officials, marketing organizations,
competitors, tourism attraction operations, service companies,
tourists, restaurants, and hotels. Meanwhile, the secondary
group consists of chambers of commerce, incentive planners,
and community groups. Other groups are made of property
owners, local businesses, coastal area managers, and
employees [15]. In the context of this study, the selected
stakeholder category is business owners consisting of hotels,
venues, EOs, and travel tours.

III. DESTINATION ATTRIBUTES

Destination attributes are deemed critical by event
planners, associations, attendees, and destination hosts.
Competition between destinations in helding MICE events has
increased, which led to the need for identifying key criteria to
satisfy clients and meet their needs and expectations. Push
factors are wants, needs, and perceptions that affect the clients,
while attracting factors are destination attributes [16].

Destination attributes are factors that attract tourists to a
destination [17]. The dimensions of the destination attributes
are Amenity, Accessibility, Accountability, Affordability,
Attractions, and Activity. Amenity is described as adequate
facilities for conventions and exhibitions, and meeting room
facilities and their ability to have certain basic services such
as fire, police, water, etc. Accessibility refers to the ease with
which participants can travel to and from the event location by
considering time and effort. Accountability refers to the ability
of the host destination to provide overall quality to MICE
tourism participants in terms of customs, telecommunications,
health care, and qualified employees. Affordability refers to
the overall price or cost of participating in an event.
Attractions refer to the ability of the host goal to provide
attractions and points of interest to meeting participants.
Activity refers to recreational activities before, during, and
after meeting events [5].

IV. MICE BENEFITS

MICE benefits can be described as acknowledgment of the
benefits and contribution of MICE activities in the form of
investment incentives that encourage investment. In a
behavioral study, attitudes toward recognizing the
socioeconomic impact of MICE business and the contribution
of MICE were found to significantly influence the behavior of
respondents [7].

MICE benefits to various aspects will foster curiosity
about how potential investors make decisions to invest in this
sector. The literature shows that the benefits resulting from
holding MICE are valuable. This is the basis for doing
business in this sector.

Dimensions of these benefits include facilitating access to
new technologies, attracting high-spending visitors, providing
high yields and returns per capita, improving international
economic relations, creating more economic multiplier effects
and competitiveness, and can occur outside of peak season

[7].

MICE delegates stay longer with large expenses [18].
Furthermore, MICE contributes to community development,
urban renewal, and the growth of national identity [19]. Kay
emphasizes the profit criteria and motives behind the
establishment of convention and exhibition centers; These
include airport repairs, subway systems, highways, host city
renovations, parks, and other various urban renewal schemes
[20].
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V. DECISION MAKING

Investment in decision-making is considered a critical
factor for any business entity that affects its prosperity,
competitiveness, and long-term  performance [21].
Theoretically, the investment decision process goes through
four main things, namely the initiation phase and initial
thinking, investigation, evaluation, and final decision[22]. For
Sykianakis & Bellas, there are five stages: introduction,
diagnosis, screening, development and design, and
negotiation stages [23]. More comprehensively, Niskanen &
Niskanen describe seven phases of the investment process:
recognition, search, information search, selection, funding,
and implementation and monitoring of investment projects
[24].

The stages of the decision-making process will differ
sequentially according to the nature of the project. For
tourism, including MICE, recognition, search, information
retrieval, diagnosis, investigation, evaluation, and screening
will be the necessary stages before the final decision. These
phases can be combined into fewer ones. However, there has
been no research to examine the effect of these phases on
investment decision-making in tourism, especially MICE.

For this reason, the phase that precedes decision-making
is represented by stakeholder perceptions of destination
attributes and recognition of the benefits of MICE. The
availability of information about destination attributes allows
investors to choose alternatives to maximize profits.
Meanwhile, the lack of information affects the benefits and
increases the risk that can lead to bankruptcy. Therefore,
decision-making ultimately refers to the dimensions of action
taken after analyzing the destination attributes and benefits of
MICE in the form of decisions to support, participate and
invest in MICE activities [15].

VI. RELATIONSHIP BETWEEN VARIABLES

A. The Effect of Destination Attributes on MICE Benefits.

Getz & Page stated that MICE tourism, an event-based
business, requires facilities that are part of MICE destination
attributes [25]. The completeness of these facilities will shape
the image of the destination and will further provide benefits
for tourist visits to carry out MICE activities at the destination.
Thus destination attributes play a crucial role in winning the
competition to seize MICE activities and provide multiplier
effect benefits to various sectors in a MICE-destination.

H1: Destination attributes affect the MICE benefits.

B. The Effect of MICE Benefits on Decision Making

Leong defines MICE as a type of tourism in which
participants are gathered to achieve certain goals. It is known
as the event business in Australia, the MICE industry in
Europe, and MICE tourism in Asia and North America [8].
The benefits derived from organizing MICE activities are
recognized as affecting decision-making. On the other hand,
benefits are the initial stage of the investment decision process
which is described as a driving factor because it includes some
form of incentives. Decision-making depends on investment
return rate, risks, and expected costs [26].

H2: MICE Benefits has a positive and significant effect on
Decision-Making.
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C. The Effect of Destination Attributes on Stakeholders’
Decision Making

Before making a decision, stakeholders need to conduct an
analysis and feasibility study of the project to be implemented.
This is done so that the success of the implemented project can
be predicted. For this reason, stakeholders of MICE activities
can conduct analysis and feasibility studies through
information about destinations such as the destination
attribute.

Decision-making in investment in the MICE sector should
be made after analyzing a detailed feasibility study of the
project in question. The availability of information about
destinations along with destination attributes allows investors
to choose alternatives to maximize profits. Investors need to
base their investment decisions on complete and accurate data,
while a lack of information will affect the investment benefits
and increase the risk of loss. These risks are related to
uncertainty and insufficient information that can even waste
company resources and lead to bankruptcy [27].

H3: Destination attributes have a positive and significant
impact on investment decision-making in the MICE
sector.

D. The Effect of Destination Attributes on Decision Making
through the MICE Benefits.

Good destination attributes will bring benefits to the MICE
implementation so that it will affect stakeholders in making
decisions to invest in this sector. The benefits of MICE
activities are providing access to new technologies, attracting
high-spending visitors, providing high yields and returns per
capita, increasing international economic contacts. Moreover,
the benefits of MICE activities also are creating more
economic multiplier effects and competitiveness, bringing
more visits outside of peak seasons, causing visitors to stay
longer and to have higher expenses than ordinary tourists
(Huo, 2014). Furthermore, MICE contributes to community
building, urban renewal, and the growth of national identity.
Through MICE contribution benefits, it will affect decision-
making [19], [20].

H4: Destination attributes have a positive and significant
impact on stakeholder decision-making through the
MICE benefits.

VII. RESEARCH METHODS

A survey with a quantitative approach was conducted in
this study. The independent variable is the destination
attributes and the moderating variable is benefits. Moreover,
The dependent variable is decision-making. The research
population used in this study were stakeholders represented by
both government and privately owned travel agencies, tour
operators, investors, restaurant owners, event organizers,
hoteliers, and other parties who have held MICE activities in
Medan City. The number of samples, determined using the
Lemeshow formula, was 96 people. Furthermore, the data
were analyzed using the PLS path model.

VIII. DATA ANALYSIS AND RESULTS

A. Descriptive Analyisis

Descriptive analysis was conducted to determine
respondents' perceptions of each variable. The average
respondent's response to the destination attributes is in the
category of 3.78 or is at a good level or has met 75.6% of the
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specified criteria. Respondents' perceptions of the benefits of
organizing MICE in Medan City are in the category of 3.90 or
are at the good category or reaching 78% of the specified
criteria. Respondents' perceptions of Decision Making on the
implementation of MICE in the city of Medan are in the
category of 4.20 or are at the good category or have reached
84% of the specified criteria.

B. Analysis of the Measurement Model.
1) Validity and Reliability Test

Analysis of the measurement model is carried out by
conducting validity and reliability tests (outer model),
consisting of Convergent validity, average variance extracted
(AVE), to see composite reliability, discriminant validity.
Convergent validity can be seen in the outer loading. The
results of the outer loadings for measuring the convergent
validity of the measurement model (instruments) show a score
above 0.50-0.70, except for indicators Y1.1, Y1.8, and Y1.9.
Therefore, the three indicators were removed and the
measurement of the model was carried out again. Composite
reliability is above 0.6 with an alpha above 0.5. Thus, the
measurement model is valid and reliable. Convergent validity
and AVE can be seen in Table II.

Discriminant validity can be assessed from the correlation
value of the variable with itself and with other variables. If the
correlation value against the variable itself is higher than the
correlation value with other variables, then the discriminant
variable validity is satisfied.

TABLE L. CORRELATION VALUE
Destination Benefits Decision
Attributes Making
Destination | (.726
Attributes
Benefits 0.604 0.784
Decision 0.469 0.619 0.857
Making

From the Table I, it can be seen that all variables have the
highest correlation on themselves compared to the
correlations on other variables. Thus, the discriminant validity
requirements in this study are met.

TABLE II. CONVERGENT VALIDITY AND AVE
Loa Comp
N | Varia | Indic | ding | Alp | Res osite Alp | Res
o. ble ator Fact ha ults Relia ha ults
or bility
X1 0,77 0,0 | Vali
: 5 00 d
. 0,61 0,0 | Vali
pown |2 Lol |a
. 0,77 0,0 | Vali
X) Xi4 0,71 0,0 Vali
) 8 00 d
0,74 | 0,0 | Vali 0,5 | Reli
Xis 1 00 |d |9 127 | able
Y 0,77 0,0 | Vali
“ 3 00 d
2 Benefi % 0,74 0,0 Vali
ts (Y) '3 0 00 |d
Yy 0,79 0,0 | Vali
’ 5 00 d
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v 0,69 |00 [ Vali
'3 3 00 |d
v 0,83 [ 00 [ vali
16 4 00 |d
v 0,89 [ 00 | vali
7 1 00 |d
0,74 | 0,0 | vali 0,6 | Reli
Yio | 0 |d |27 |15 | able
, 0,84 |00 | vali
Decisi I 6 00 d
3 on 7z 0,92 0,0 | Vali
Makin 12 7 00 |d
2(2) 0,79 | 0,0 | vali 9,7 | Reli
Zis |, 0 |d | %% |34 | able
0.150
Decis_'lun 0.845 Z11

0528

Benefits
0.365

Fig. 1. PLS Research Model
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2) Multicollinearity Test

Multicollinearity occurs when the VIF (Variance
Influence Factor) value is > 10. It can be seen from Table IIT
that there is no multicollinearity, because all VIF values are
<10.

TABLE IIL VIF VALUE
Indicator VIF Indicator VIF Indicator VIF
X1 1,682 Yiz 1,934 Yi7 2,196
Xi2 1,237 Yis 3,034 Yi.10 2,653
X13 3,034 Yia 2,053 Zia 1,856
X14 2,053 Yis 3,360 VAR 2.458
Xis 1,643 Yie 3,655 VAR 1,733

IX. STRUCTURAL MODEL

Measurement of the structural model or the measurement
of the inner model was carried out to see the relationship
between the construct, significance value and R-square of the
research model. The results of the research model can be seen
as shown in Fig.1.

The destination attributes have a positive and significant
direct effect on benefits (0.604; P-value <0.05). The
hypothesis is accepted. The destination attribute has a positive
but not significant direct effect on decision-making (0.150; P-
value>0.05). The hypothesis is rejected. Benefit has a positive
and significant direct effect on decision-making (0.528; p-
value <0.05). The hypothesis is accepted. Destination
attributes have a positive and significant influence through
benefits on decision making (0.319; p-value <0.05). The
hypothesis is accepted. Furthermore, in the figure above, it can
also be seen that the coefficient of determination (R?) of the
endogenous benefit and decision-making variables is 0.365
and 0.397. This indicates that the model is categorized as
moderate in explaining the variation of the proposed model.
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X.  DISCUSSION AND CONCLUSIONS

The results of the study reveal that stakeholder decision-
making to support, participate and invest in Medan City as one
of the tourist destinations in Indonesia is influenced by
destination attributes thorough knowledge of the benefits of
MICE activities. Therefore, to increase the desire to invest in
the MICE sector, it is necessary to disseminate information to
stakeholders regarding the benefits of MICE events to create
a multiplier effect for the regional economy. In addition, the
government also needs to complete and improve the attributes
of destinations in Medan City in an effort to increase the desire
of stakeholders to invest in the MICE sector. The positive
attitude of respondents in making decisions to support,
participate and invest in the MICE sector gives hope that
businesses in the MICE sector will continue to receive support
during and after the COVID-19 pandemic.

The insignificant relationship between destination
attributes and decision-making could be due to the Covid-19
problem that has an influence on decision-making in the
MICE business. Therefore, strict rules are needed for the
CHSE (Clean, Heathy, Safety, Environment sustainability)
program in the new normal period.

Stakeholders' positive perception of the destination
attributes of Medan City is the growth of stakeholder
confidence in the attributes of the Medan City destination so
that the government needs to strengthen destination attributes
such as facilities for venues, quality of human resources,
competitive prices, ease of transportation, and the ability to
provide quality service for MICE participants in customs,
telecommunications, health care, and eligible employees.
Both the government and private sectors need to encourage
the growth of professionals in the MICE field with the
availability of PCO (professional Conference Organizer),
PEO (Professional Exhibition Organizer), CVB (Conference
Visitor Berau) so that they are able to promote destinations,
build databases and information about MICE services and
organizations in Indonesia. Medan city.

ACKNOWLEDGEMENTS

The authors wish to thank State Polytechnique of Medan
who have funded this study. The authors would also like to
express special gratitude towards the Director and the Unit of
Reseach Development and Outreach Program (P3M) of State
Polytechnique of Medan.

REFERENCES

[1] K. Safitri, “Industri MICE Diprediksi Rugi hingga Rp 7 Triliun
Akibat Covid-19,” 2020.
https://money.kompas.com/read/2020/06/03/095847926/industri-
mice-diprediksi-rugi-hingga-rp-7-triliun-akibat-covid-19. (accessed
Mar. 22, 2021).

[2] R.Chavanand S. S. Bhola, “Gap Analysis of stakeholders’ perception
in tourism industry,” MERC Glob. Int. J. Manag., vol. 1, no. 1, 2013.

[31 W. Zhiyi and Z. Hanyu, “The impacts of transformation of the
destination governance structure on the perceptions of stakeholders-the
case study in Simian Mountain,” 2011.

[4] E. Konovalenko, “Assessing stakeholder needs and expectations for
tourism development in the Barents Region: An analysis,” Lapl. Inst.
Tour. Res. Educ., 2012.

[5] L. K. Chiu and O. A. Ananzeh, “The role of MICE destination
attributes on forming Jordan touristic image,” Acad. Res. Int., vol. 3,
no. 1, p. 267, 2012.

[6] L.K. Chiuand O. A. Ananzeh, “Evaluating the Relationship between
the Role of Promotional Tools in MICE Tourism and the Formation of
the Touristic Image of Jordan,” Acad. Tur. Innov. J., vol. 5, no. 1, pp.
59-73, 2012.Y. Huo, “Meeting planners’ perception on convention

152



(71

(8]

(9]

[10]

(1]

[12]

[13]

[14]

[15]

destination attributes: Empirical evidence from six major Asian
convention cities,” J. Bus. Inq., vol. 13, no. 2, pp. 74-84, 2014.

A. M. W. Leong, “Macau MICE tourism with a closer review of the
Las Vegas and Atlantic City experiences,” J. Macau Univ. Sci.
Technol., vol. 1, no. 2, pp. 55-70, 2007.

C. K. H. Lau, S. Milne, and C. S. Johnston, “MICE, ICT and local
economic development: The case of Te Kahurangi, New Zealand,” in
Journal of Convention & Event Tourism, 2005, vol. 7, no. 1, pp. 61—
75.

C. M. Rogerson, “Unpacking tourism SMMEs in South Africa:
structure, support needs and policy response,” Dev. South. Aft., vol.
22, no. 5, pp. 623-642, 2005.

Y. Yoon, D. Gursoy, and J. S. Chen, “Validating a tourism
development theory with structural equation modeling,” Tour. Manag.,
vol. 22, no. 4, pp. 363-372, 2001.

M. Lawrence and V. McCabe, “Managing conferences in regional
areas: a practical evaluation in conference management,” Int. J.
Contemp. Hosp. Manag., 2001.

B. Azheri, Corporate social responsibility: Dari voluntary menjadi
mandatory. RajaGrafindo Persada, 2011.

A. Nicolaides, “Tourism Stakeholder Theory in practice: instrumental
business grounds, fundamental normative demands or a descriptive
application?,” 2015.

0. Alananzeh, M. Al-Badarneh, A. Al-Mkhadmeh, and O. Jawabreh,
“Factors influencing MICE tourism stakeholders’ decision making:

The case of Agaba in Jordan,” J. Conv. Event Tour., vol. 20, no. 1, Jan.
2019, doi: 10.1080/15470148.2018.1526152.

C. Jonsson and D. Devonish, “Does nationality, gender, and age affect
travel motivation? A case of visitors to the Caribbean island of
Barbados,” J. Travel Tour. Mark., vol. 25, no. 3—4, pp. 398-408, 2008.

E-ISSN : 2798 — 4664

153

[16]

[17]

[18]
[19]

[20]

(21]

[22]

(23]

[24]
[25]

[26]

N. Fitri, “Penerapan Konsep Quadruple Helix untuk mengembangkan
Kreatifitas dan Inovasi Industri MICE,” 2020.

M. J. Lee and K.-J. Back, “Effects of destination image on meeting
participation intentions: Empirical findings from a professional
association and its annual convention,” Serv. Ind. J., vol. 27, no. 1, pp.
59-73,2007.

D. Getz, “Event tourism: Definition, evolution, and research,” Tour.
Manag., vol. 29, no. 3, pp. 403428, 2008.

A. L. K. Kay, “China’s convention and exhibition center boom,” in
Journal of Convention & Event Tourism, 2005, vol. 7, no. 1, pp. 5-22.
M. Merkova, J. Drabek, and D. Jelaci¢, “Application of Risk Analysis
in Business Investment Decision-Making,” Drv. Ind., vol. 64, no. 4,
2013, doi: 10.5552/drind.2013.1317.

H. Wei and C. Christodoulou, “An examination of strategic foreign
direct investment decision processes: the case of Taiwanese
manufacturing SMEs,” Manag. Decis., 1997.

N. Sykianakis and A. Bellas, “The foreign direct investment decision-
making process,” Manag. Audit. J., 2005.

M. Niskanen and J. Niskanen, “The determinants of firm growth in
small and micro firms-Evidence on relationship lending effects,”
Available SSRN 874927, 2007.

D. Getz and S. J. Page, “Progress and prospects for event tourism
research,” Tour. Manag., vol. 52, pp. 593-631, 2016.

A. Virlics, “Investment decision making and risk,” Procedia Econ.
Financ., vol. 6, pp. 169-177, 2013.

I. KOLENKA and 1. HAJDIJCHOVA, Financovanie podniku II., 3rd
ed. Zvolen: Technicka univerzita vo Zvolene, 2008.



