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ANALYSIS OF THE IMPACT OF KEY FACTORS
DEVELOPMENT OF MICE TOURISM ON THE FREQUENCY OF EVENTS

In this research the author conducted a survey and examined the impact of the effectiveness of interaction
between the authorized government body and private organizations in the field of tourism, the level of development
of destination marketing on the frequency of international-level MICE tourism events in the capital.

This study used the method of one-phase analysis of variance (ANOVA analysis), as well as the method of
analyzing contingency tables (2 test of independence (Pearson's chi-squared test) using the SPSS program. The study
sample includes 50 respondents directly related to the development of tourism in Astana. The results of this analysis
indicate that the number of experienced specialists in the field of MICE tourism development does not affect the
frequency of MICE tourism events with p-value 0.961> 0.05 The second result of the analysis showed that the level of
development of destination marketing affects the frequency of MICE tourism events, with p-value 0.046 < 0.05. And
finally, the last result of the analysis indicates that the effectiveness of interaction between the authorized government
body and private organizations in the field of tourism also does not affect the frequency of MICE tourism events, with
a p-value 0.209 > 0.05.

Keywords: MICE tourism, tourist, destination marketing, public-private partnership, event tourism, urban
environment, destination, urban tourism, tourism business, digital environment.

Kinm co30ep: MICE mypusm, mypucm, maxcammul MapKemuHe, MemieKemmik-dicexeuenix apinmecmix, event-
Mypu3sM, Kaaia Opmacsel, 0eCmunHayus, Kaiaiblk mypusm, mypucmix Gusnec, cCanovlk opmad.

Knwouesvie cnoea: MICE-mypusm, mypucm, MapkemuHe HANPAGNEeHUs, 20CYO0APCMBEEHHO-YACMHOe
napmuepcmeo, event-mypusm, 20po0cKas cpedd, 0ecmuHayust, 20pOOCKOU Mypusm, mypucmckuil Ousnec, yugposas
cpeoa.

JEL classification: L 83

Introduction. The purpose of this study is to research the influence of key factors in the development
of MICE tourism in the capital of Kazakhstan.

The MICE industry, based on meetings, incentive trips, conventions and exhibitions [1, 2, 3, 4, 5], has
grown rapidly over the past few years decades. The MICE industry is known not only as a service industry,
but also as one of the fastest growing sectors of the tourism industry [1]. The MICE industry brings together
various sectors such as trade, transport, travel, leisure, accommodation, food and beverage, venues,
information technology and finance, which are described as multi-faceted industries that are mainly focused
on the development of the Getz events industry [6].

Today Astana is at the beginning of the development of events and festivals. Most events are related
to MICE, are governmental or political; and leisure events are mainly aimed at local residents. There are
no statistics on the number of all business and leisure events held in the city. In this regard, the most reliable
method of investigating this issue is the processing of expert survey data using the IBM SPSS Statistics
program.

Being predominantly a MICE destination, Astana has good quality MICE facilities. The city has 113
MICE halls in hotel establishments, which can accommodate 12,287 participants. Additionally, Astana has
20 other facilities for MICE, exhibitions and events, which can accommodate 83,307 participants, of which
20% are pure MICE.

For example, in 2016 About 20 major MICE events and 19 leisure events were held. Most MICE
events are organized in March-May and September-November. MICE sites actually host many more events,
but there are no official statistics regarding events, organizers and number of participants. 3 ICCA events
were held in Astana in 2016, 6 confirmed ICCA events for 2017 and 1 for 2018. At the Palace of Peace and
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Reconciliation in 2016 160 events were held (70% private/corporate and 30% public), and the
Independence Palace hosted 80 events (mostly political and government) in the same year.

Literature review. Key factors for the development of MICE tourism are of great importance, which
need to be studied both separately and in dependence on each other. MICE means meetings, incentives,
conferences or congresses, as well as conventions and exhibitions. Business tourism includes all aspects of
the experience of travelers staying at least one night away from their permanent residence [7]. MICE as a
business travel can have the characteristics of any other type of travel. The World Tourism Organization
(UNWTO) official definition of tourism suggests that people who travel for business or professional reasons
are also considered tourists [8].

The International Congress and Convention Association (ICCA) definition is “relatively more
comprehensive and defines business tourism as “a series of activities aimed at providing accommodation
and services to millions of delegates at meetings, congresses, exhibitions, business events and incentive
trips.” Accepting With all this taken into account, one comprehensive and complete definition of business
tourism can be given, in which there are business reasons and participation in meetings, congresses,
conventions, exhibitions, conferences and incentive trips, where business travelers enjoy the full range of
tourism services and major tourism products within tourist destinations [8].

Getz and Page describe MICE tourism as business events [3].

The MICE sector requires conference centers and exhibition halls, including numerous small private
parties and events held in restaurants, hotels or resorts. Sports also require special facilities, including sports
parks, arenas and stadiums. Festivals and other cultural events are less dependent on infrastructure and can
be held in parks, streets, theaters, concert halls and all other public or private venues. Entertainment events
such as concerts are typically produced by the private sector and use many types of venues.

The main part. The research hypothesis is central to all research endeavors, “whether qualitative or
quantitative, exploratory or explanatory. At its core, a research hypothesis defines what the researcher
expects to find - it is a preliminary answer to the research question that guides the entire study.” However,
developing testable research hypotheses requires skill along with careful attention to how the proposed
research method is to develop and test hypotheses [9].

The research model proposed by the author includes the influence of the main factors of MICE tourism
development on each other, as well as on the frequency of international MICE tourism events in the capital.
Based on the formulation of the problem, goals and in accordance with the model created in this study, the
following hypotheses can be formulated (Figure 1).
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Figure —1. Research model
*Compiled by authors

172



BECTHMUK Ka3axckoro yHMBepcHTEeTa 3IKOHOMHKH, (PUHAHCOB M MEKIYHAPOAHOI TOpros.iu, 2024 — Ned (57)

H1 - It is assumed that the number of experienced specialists in the field of MICE tourism development
influences the frequency of MICE tourism events.

H2 - It is assumed that the level of marketing development of a destination influences the frequency
of MICE tourism events.

H3 - It is assumed that the effectiveness of interaction between the authorized government body and
private organizations in the field of tourism affects the frequency of MICE tourism events.

The empirical data of this study was collected through a paper-based survey in Astana. Specifically, a
questionnaire was used to collect data to test the hypotheses. Tourism stakeholders representing travel
agents, tour operators, restaurant owners, event organizers, hoteliers, government officials, and academics
were interviewed as the study population. A total of 50 responses were collected from the survey and coded
for analysis.

The largest share fell on representatives of private organizations in the field of tourism 25 people -
50% (25), followed by persons representing bodies of state and quasi-state structures - (15 people, 30.0%),
and persons representing the scientific field (5 doctoral students and 5 university teachers, 20%).

In order to explore the connections between the key factors in the development of MICE tourism in
the capital of Kazakhstan, special attention is paid to the effectiveness of interaction between the authorized
government body and private organizations in the field of tourism, the level of development of destination
marketing, and the frequency of international level MICE tourism events in the capital. This study used the
method of one-phase analysis of variance (ANOVA analysis), as well as the method of analyzing
contingency tables (y2 test of independence (Pearson's chi-squared test) using the SPSS program (Table 1).
The normality of the data can be checked as one of the assumptions when using the Levene’s test. For test
x2, the author checked that the sample size is sufficient, and no more than 20% of the expected frequencies
are less than 5, as this may affect the validity of the test.

Table —1
General coded data obtained through questionnaires

Ne X1 Y2 Ne X1 Y2 Ne X1 Y2 No X1 Y2
1 2 1 14 15 2 27 28 2 40 16 1
2 9 1 15 9 2 28 14 3 41 15 2
3 6 2 16 8 1 29 16 2 42 22 2
4 11 2 17 9 3 30 17 1 43 13 2
5 9 1 18 6 3 31 18 2 44 15 2
6 9 1 19 8 3 32 14 2 45 17 2
7 5 3 20 17 3 33 19 2 46 17 3
8 7 1 21 18 1 34 14 1 47 18 2
9 7 2 22 9 3 35 15 2 48 19 2
10 14 3 23 11 1 36 24 2 49 14 2
11 4 2 24 15 1 37 14 1 50 15 2
12 6 1 25 16 3 38 13 3

13 7 1 26 10 3 39 10 2

* Compiled by authors

To test the first hypothesis (H1), the one-way analysis of variance (ANOVA) method was used.

H1 — It is assumed that the number of experienced specialists in the field of MICE tourism development
(X1) influences the frequency of MICE tourism events (Y2).

Anova test data suggests that the null hypothesis cannot be rejected since the value is 0.961, which is
greater than the value of 0.05, that is, the null hypothesis is true and should not be rejected (Table 2).
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Table —2
ANOVA regarding number of experienced specialists
Sum of squares St.sv. Middle square F Significance
Between groups 5,570 18 0,309 0,451 0,961
\Within groups 21,250 31 0,685
Total 26,820 49

* Compiled by the authors

Therefore, we can conclude that there is no connection between the number of experienced specialists
in the field of MICE tourism development and the frequency of MICE tourism events, this can also be seen
in the graph.

Based on the results of the study, we can conclude that the number of experienced specialists in the
field of MICE tourism development does not affect the frequency of MICE tourism events.

To test the second hypothesis (H2), the method of analyzing contingency tables was used (2 test of
independence (Pearson’s Chi-square).

H2- It is assumed that the level of development of destination marketing (Y1) (low -1, medium -2,
high - 3) affects the frequency of international MICE tourism events in the capital of Kazakhstan (Y2) (up
to 10 times a year -1, from 10 to 50 times a year - 2, more than 50 times a year - 3). General coded data
obtained through questionnaires are given in Table 3.

Table -3
General coded data obtained through questionnaires

Ne Y1 Y2 Ne Y1 Y2 Ne Y1 Y2 Ne Y1 Y2
1 1 1 14 2 2 27 3 2 40 2 1
2 2 1 15 2 2 28 1 3 41 2 2
3 1 2 16 1 1 29 1 2 42 3 2
4 2 2 17 1 3 30 2 1 43 2 2
5 1 1 18 3 3 31 1 2 44 2 2
6 2 1 19 1 3 32 2 2 45 2 2
7 1 3 20 2 3 33 1 2 46 2 3
8 1 1 21 2 1 34 1 1 47 2 2
9 2 2 22 1 3 35 2 2 48 2 2
10 2 3 23 1 1 36 3 2 49 2 2
11 3 2 24 2 1 37 1 1 50 2 2
12 1 1 25 2 3 38 2 3

13 1 1 26 1 3 39 3 2

* Compiled by the authors

The Pearson Chi-square indicator has a not insignificant value of 9.698, and the significance does not
exceed 0.05 (0.046), which also confirms the presence of a relationship between our variables (Table 4).
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Table — 4
Chi-square tests
Meaning St.St. Asymptotic significance (2-sided)
Pearson chi-square 9.698a - 4 0,046
Likelihood ratios 11,482 4 0,022
Line-to-linear connection 0,876 1 0,349
Number of valid observations 0,50

a. For a number of cells of 4 (44.4%), a value less than 5 is assumed. The minimum expe is 1.44.cted number
* Compiled by the authors

Thus, based on the analysis, we can conclude that the level of development of destination marketing
influences the frequency of MICE tourism events.

To test the fourth hypothesis (H3), the method of analysis of contingency tables was applied (2 test
of independence (Pearson’s Chi-square).

H3- It is assumed that the effectiveness of interaction between authorized government bodies and
private organizations in the field of tourism (X2) (on a scale from 1 to 10) affects the frequency of MICE
tourism events (Y2) (up to 10 times a year -1, from 10 to 50 times a year -2, more than 50 times a year - 3).
General coded data obtained through questionnaires are given in Table 5.

Table—5
General coded data obtained through questionnaires

Ne X2 Y2 Ne X2 Y2 Ne X2 Y2 Ne X2 Y2
1 1 14 9 2 27 9 3 40 1 2
2 8 2 15 2 2 28 4 1 41 2 2
3 10 1 16 8 1 29 1 1 42 9 3
4 1 2 17 2 1 30 4 2 43 2 2
5 5 1 18 1 3 31 2 1 44 3 2
6 2 2 19 4 1 32 8 2 45 10 2
7 9 1 20 3 2 33 3 1 46 2 2
8 4 1 21 6 2 34 3 1 47 3 2
9 3 2 22 2 1 35 2 2 48 3 2
10 9 2 23 8 1 36 3 3 49 10 2
11 10 3 24 1 2 37 1 1 50 2 2
12 3 1 25 4 2 38 4 2

13 8 1 26 10 1 39 4 3

* Compiled by the authors

The Pearson’s Chi-square indicator has a value of 20.244, and the significance significantly exceeds
0.05 (0.209), which also confirms the absence of a relationship between the variables.

Based on the results of the analysis, we can conclude that the effectiveness of interaction between the
authorized government body and private organizations in the field of tourism does not affect the frequency
of MICE tourism events.

The results of this analysis indicate that the number of experienced specialists in the field of MICE
tourism development does not affect the frequency of MICE tourism events, while Levene's test for
homogeneity of variances with a significance of 0.231, and p-value 0.961> 0.05.

The second result of the analysis showed that the level of development of destination marketing affects
the frequency of MICE tourism events, with the independence criterion %2 equal to 9.698, degree of freedom
4, and p-value 0.046 < 0.05.

And finally, the last result of the analysis indicates that the effectiveness of interaction between the
authorized government body and private organizations in the field of tourism also does not affect the
frequency of MICE tourism events, while the Pearson’s Chi-square is 20.244, the degree of freedom is 16,
with a p-value 0.209 > 0.05 (Figure 2).
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Figure — 2. Research model
* Compiled by the authors

Conclusions. It is expected that stakeholders in the development of MICE tourism need increase the
number of experienced specialists in the field of MICE tourism development through trainings ( including
the following sections: introduction to the international MICE market, funds and trends; specifics of
international association markets and how to sell a city/association property; specifics of international
corporate markets and how to sell destinations / corporate property; market research and lead generation;
bidding methods; how to organize an inspection site and FAM trip; customer relationship management;
sales and presentation skills; negotiation methods; participation fairs; working with intermediaries), and it
is also necessary for specialists to undergo international CMP certification: Certified Meetings Professional,
CSEP : Certified Special Events Professional, CMM Certification in Meeting Management , DMCP :
Destination Management Certified Professional .

The MICE industry, especially international branded hotels, can join forces and contacts with
government agencies in order to create faster outreach to corporate clients. This means that through already
established networks, international hotels have connections around the world and it is possible to attract
customers in key markets and grow business potential for Astana.

It is necessary to introduce an “Ambassador” program in the MICE industry, which is associated with
a person - a citizen of Kazakhstan, who is an internationally recognized person, has a certain status in an
international association or international corporation and is willing to work with various government bodies
and local stakeholders, both local and foreign to attract congresses and meetings in Astana. An
“ambassador” can lead local associations and societies (president, general secretary), can be in certain
positions in international associations (president, board members, committee members) or director of a
local office (CEO, CFO) and actively work and contribute to attracting international congresses and
meetings in the capital. Representatives of government agencies need to gather individual people: tourism
professionals, diplomats, politicians, businessmen, teachers, doctors (representatives of the academic and
business environment), since they are on the list of the most important candidates for the role of
representative of Astana. It is important to understand that the role of the ambassador is based more on an
informal basis (lobbying, opinion and decision leaders, etc.), while the government agency and the meeting
industry takes care of all tender and logistics issues.

In the absence of the influence of experienced specialists on the frequency of MICE events, the
development of this area of tourism in the capital will experience stagnation and regression, which will
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lead to a direct decrease not only in the economic indicators of tourism, but also to a decrease in the
image and rating of the destination of Astana in the world as a whole.

It is expected that a future researcher can study the factors influencing the development of MICE in
the capital, so that he can expand and detail other indicators.
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Taiinakosa b.M., Mycuna K.II.

IC-IIIAPAJIAP KULTITTHIH MICE-TYPU3MHIH JIAMYBIHA HETT3I'T ®AKTOPJIAPIBLIH OCEPIH
TAJIJIAY

AHgarna

By mMakanama aBTOp cayaiiHama JKYPTri3y apKbUIBI, YOKIIETTI MEMIIEKETTIK OpraH MEH TypHU3M CaachIHIAFBI
KEeKe YUBIMIApIBIH 63apa iC-KUMBUIBI THIMIUTITIHIH, JECTHHAIMIIBIK MAapKeTHHITIH JaMy OEHIeHiHIH elopaana
XaIBIKapalbIK AeHreiaeri ypuctik MICE-ic-mapanapasl eTKi3y KUiTiriHe ocepiH Tanmaasl. Atayisl 3eprreyne SPSS
OarnapyiaMachlH KoJiiaHa OTBIpBIN, Oip ¢azanel aucnepcusuiblk Tanpay opici (ANOVA-rtanpay), conpaii-ax
KOHBIOTaLlUsl KecTeciH Tanpay oaici (¥2 - toyenciznik kpurepuidi (ITupcoH Xu-xBagpar KpuUTepHidi) KONIaHBIIIBI.
3eprrey yaepiciHe AcraHana TypU3MHIH JaMyblHa Tikesiel Karhichl 0ap S0 pecnoHAeHT KaThiCThl. OChI TalAayIbIH
notmkenepi MICE-Typu3Mii 1aMbITy cajlachIHIAFbl TOXIpHOeni MaMaHIapasiH caHbl p-MoHi 0,961>0,05 GonaTeix
MICE-TypucTiK ic-l1apajapiasl ©TKi3y JKUUIIriHe ocep eTneiTiHiH kepcereni. TammayJplH eKIHIII HOTHXKeC
JECTUHAIMSIIBIK MapKeTHHITIH namy neHreidi MICE-typucTik ic-mapanapabl ©TKi3y JKUIITiHE acep eTeTIHIIriH
KepcerTi, Oy perre p Moui 0,046 < 0,05. CoHBIMEH Karap, TalgaylblH COHFBI HOTH)KECI TYpPH3M CANAaCHIHIAFBI
YOKUIETTI MEMJICKETTIK OpraH MeH eKe YHBIMIapAbIH e3apa ic-KUMBUIBIHEIH THiMaimiri p 0,209 > 0,05 moningeri
MICE TypHCTIK ic-mapanxapblHBIH KUUIITIHE ocep STIEHTIHIITT Typaslbl MATIMET Oepei.

Taiinakoa b.M., Mycuna K.II.

AHAJIN3 BJIUSHUSA KJIIOYEBBIX PAKTOPOB
PA3BBUTHSA MICE-TYPU3MA OT YACTOTHI MEPOIIPUATHUI

AHHOTaUUsA

B naHHON cTarbe aBTOp MpPOBEN ONPOC W HCCIEAOBAN BIMAHHE 3S(PQPEKTUBHOCTH B3aUMOICHUCTBHS
YIOJHOMOYEHHOTO TOCYAapCTBEHHOTO OpraHa M YacTHBIX OpraHu3anuidi B cdepe TypusMa, YPOBHS Pa3BUTHS
MapKeTHHTa JICCTHHALMK Ha 4acToTy npoBeneHus Typuctnieckux MICE-MeponpuaTiii MexxayHapoIHOTO ypOBHS B
cronuie. B maHHOM HCCIENOBAaHMM HCIONB30BANICS METOX ofHO(a3zHOro aucrepcnoHHoro aHamm3a (ANOVA-
aHaM3), a TaKKe METOJ aHain3a TaOJUIl CONMPSDKEHHOCTH (KpUTEpHi y2 HEe3aBUCHUMOCTH (KpUTEpHH XH-KBaJipaT
IMupcona) ¢ wucnomp3oBaHueM mporpammbel SPSS. B BeIOOpPKY HccieoBaHHS BOIIIM HEMOCpeACTBEHHO 50
PECIOHAEHTOB CBA3aHHBIX C Pa3BUTHEM Typu3Ma B AcTaHe. Pe3ynbTaTel JaHHOTO aHAIN3a CBUAETEIBCTBYIOT O TOM,
YTO KOJMYECTBO OMNBITHBIX CIenuanucToB B ctepe pazsutusi MICE-Typusma He BIMsAeT Ha 4acTOTy HPOBEICHHSA
MICE-typuctckux Meponpustuii ¢ p-3HadeHueM 0,961>0,05. Bropoii pe3ynsrar aHaigm3a Mokasal, YTO YPOBEHb
Pa3BUTHSI MapKeTHHTa JECTHHAIMH BIUAET HA yacToTy npoBeaeHuss MICE-TypucTHYECKUX MEPOIIPUATHHA, TIPH STOM
snauenue p 0,046 < 0,05.U, HakoHEI, TOCICIHII PE3yIbTaT aHAIN3a CBHICTEIBCTBYET O TOM, 4TO 3(peKTuBHOCTH
B3aUMOJICHCTBHSI YITIOTHOMOYEHHOTO TOCYAapPCTBEHHOTO OpraHa M YaCTHBIX OPTaHH3aIliid B cepa TypusMa Takke He
BIIMSIET HA 4acTOTy NpoBeaeHus Typuctuueckux meponpusatuid MICE co 3nauenuem p 0,209 > 0,05.
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