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Chapter 1
Strategic Management for Entrepreneurial Competitive Potentials:
A Case Study of Design Ngam Creation

1.1 Introduction

Design Ngam Creation is a limited company that operates in the advertising and
organizing business. The Company was incorporated on July 5", 2013, with the
registered capital of 1,000,000.00 Baht. It is a fairly small company that grows rapidly
in a highly competitive market of Khon Kaen Province. The Company has extensive
experience from working as an event organizer for over 15 years. The Company also
has a full and complete set of complementary equipment for organizing any types of
events that it rents to customers, including tables, chairs, tents, etc. The Company
provides organizing services for events, exhibitions, promotional campaigns,
announcements, etc. The Company’s manager, Mr. Prapat (Pai) Kiatweerawattana,
recognizes that the business of his company, the advertising and organizing service,
largely depends on the seasons, and that his company doesn’t have any regular
customers. Moreover, as a result of the Coronavirus 2019 Pandemic (COVID-19), every
advertising business, and the country’s event industry as a whole, has unavoidably
suffered the pandemic. Therefore, Mr. Prapat deems it is necessary for his company to
change its business activity and adapt to the current situation. This becomes the
starting point of the New Normal for this Company. Therefore, in order for the
Company to survive, it must adapt quickly and work closely with partners from other
business sectors, in order to deliver a unique experience of the advertising service. The
Company must therefore face several challenges and obstacles in its marketing.

The Company also looks for a different business opportunity that is vastly
different from its usual business, with an emphasis on making the best use of
information technologies, utilizing such technologies to promote future growth, and
trying to market and deliver a wider — unique variety of products, in comparison to
other businesses.

Mr. Prapat Kiatweerawattana, 40 years old, manager of Design Ngam Creation
Co., Ltd., admits that he was quite surprised with the current situation of his business.
Before COVID-19, the Company received an abundant amount of contracts, all year
long, with an average of 10 contracts of various sizes of advertising and organizing jobs
for any given month. The Company used to earn around 3-4 million Baht per month.
But during the last March, many contracts were canceled and many customers

requested the indefinite postponing of their contracts. The Company’s schedule just



cleared up for more than 40 percent in a month. Then April came and all contracts
were 100 percent canceled, as a result of COVID-19. While there was no new revenue,
the Company still had to put up with its fixed expenses, including the salary of over
20 employees, for a total amount of approximately 6-7 hundred thousand Baht per
month. Not to mention the public utility expenses and other miscellaneous expenses,
all of which still had to be paid continuously. At first, Mr. Prapat didn’t know what to
do until someone recommended that he should just shut down the Company
temporary so his employees may submit the petition for the unemployment remedy
from the Social Security Fund, which reimbursed these employees at 62 percent of
their salary for a period of 3 months. Once he let his employees ¢o, his company
didn’t have to bear the burden of salary payment any longer but still, it was in the
red. But every crisis is an opportunity and Mr. Prapat came up with an idea to sell the
Instant Vietnamese Noodle Soup through online stores. Kuai Jub Yuan Muang Ubon
or the Vietnamese Noodle Soup is the local dish of Northeasterners that Mr. Prapat is
quite familiar with and it quite easy to eat. He came up with the brand name of ‘Por
Yai Pai’, or his own nickname. After Mr. Prapat decided that he was going to go into
the market with this product, he called the famous Vietnamese Noodle Soup factory
of Ubon Ratchathani Province and engaged them as the supplier of this product, as
the factory is already an SME in this industry. The brand name ‘Por Yai Pay’ is placed
on the packaging and the new instant, ready-to-eat Viethamese Noodle Soup was
launched into the market, with a retail price of 29 Baht. The Instant Vietnamese Noodle
Soup is quite similar to most instant noodles in the market, and as easy to cook. The
uniqueness of the Instant Vietnamese Noodle Soup is that it contains the package of

dried Mooyor (pork sausages), fried onion, and seasoning.

At present, the Company has 20 employees that are divided into 3
departments, namely, the Marketing Department, the Production Department, and the
Management Department. Each department has different responsibilities and duties,

pertaining to their line of work.



Figure 1 Frontal picture of Design Ngam Creation.
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Figure 2 Inside picture of Design Ngam Creation.



Figure 3 Another office location of Design Ngam Creation.

Figure 4 Inside picture of Design Ngam Creation.



Figure 5 Mr. Prapat Kiatweerawattana, (Owner and Manager)

1.2 Organization Structure

The organization emphasizes and encourages brainstorming and suggestions
from employees of every level as well as complaints and feedbacks from customers.
To ensure employee’ s part in administration, profit, personnel issue, and satisfaction,
the manager will participate in every activity and every voice will be heard as well as
problems in working sphere. The manager expects that all employees should work

hands in hands with all their might to assure the best quality of the service and time

management.
Manager
v ' v
: Production and
Marketing Inctallation Management
|

¥ v v v v v
Marketing|| Sales Design Account|| Finance || HR

Figure 6 Organization Chart



1.3 General Market Information
Khon Kaen Province is a very popular MICE city where many exhibitions were

regularly held here. As a result, many organizers emerged in Khon Kaen. Though there
were quite numerous competitors in the market, the total volume of the job was quite
large enough for them to split the contracts thoroughly. And because of its
geographical location, Khon Kaen Province is also an important - strategic
transportation hub and the home of various educational institutes. Therefore, the
Company saw incoming jobs continuously before COVID-19.
1.3.1 types of customers

1. Government organization

2. Private organization

3. Educational institution

1.4 Competitive Strategies

Design Ngam Creation is a small company that grows rapidly in a highly
competitive market in Khon Kaen Province. The Company has extensive experience
from working as an event organizer for over 15 years. The Company also has a full and
complete set of complementary equipment for organizing any types of events that it
rents to customers, including tables, chairs, tents, etc. The Company provides
organizing services for events, exhibitions, promotional campaigns, announcements,
etc. Moreover, the Company deems that direct competition against competitors is
extremely challenging as they are so many competitors, which possess extensive
experience and knowledge about the domestic market. Also, Design Ngam Creation
deems that its core business — the advertising and organizing services — largely depends
on the economy and season; and that it didn’t have any regular customers. Moreover,
as a result of COVID-19, every advertising business, and the country’s event industry
as a whole, has unavoidably suffered the pandemic. Therefore, the Company deems
that it is necessary to change its business activity and adapt to the current situation,

as follows.

1. Technology-wise strategy

The Company integrates various technologies into its business activities, in
order to create a competitive edge, to reduce the limitation of human resources, and
differentiate itself from other competitors in the market. The Company believes that

the technology-wise strategy will play an important role as it helps transform the



characteristics of the Company’s products or services, as well as its business activities
and performance. As a result, technology is an important tool that connects the
Company to its customers. This is because nowadays most communications are done
on the internet, a virtual place that directly involves technology. Customers get to
know the Company by searching the Company’s information on the internet. For the
technology-wise strategy, the Company creates a website that provides information of
its previous works to customers, in order to strengthen the customers’ confidence,
namely, at ‘D-ngamevent.com.” Moreover, customers may contact the Company via
telephone, at phone no. 081 717 4987, as well as many other contact channels
provided for customers’ convenience, including the Facebook Fanpage and Line. The
Company also provides different methods of payment, such as using credit cards and
bank transfers. The technology-wise strategy facilitates customers from other regions
and, most importantly, reduces the overall cost and reduces the wait-time for service.

2. Service Strategy

The company has provided many services that the rivals rarely emphasized
such as The Company also has a full and complete set of complementary equipment
for organizing any types of events that it rents to customers, including tables, chairs,
tents, etc., These services are deemed to make the company a One Stop Service in
travel and tourism. Also, the company has provided several payment channels:
website, telephone, or even contact in person at the company. The company has an
excellent after-sales service with a service mind personnel who is competent in the
foreign languages.

3. Co-operation Strategy

The company has connections with many companies in support and
consultation which helps develop services to be more customer- oriented in an
appropriate way. In addition, Which the company itself does not view other companies
as competitors looking more like a partner because some companies still have to
borrow equipment that the company. Which is a tremendous benefit in having
alliances throughout Khon Kaen Province and also contact partners in each region as

well.

1.5 Competitiveness Condition In Khon Kaen Market And Domestic Market.

In the highly competitive atmosphere, the event Company in Khon Kaen has
its core service in selling air ticket but this has little effect to the company as it employs
technology strategy to make it different from others and accentuates One Stop Service

strategy. Compared to the local rivals, the company has still surpassed its rivals by



means of service variety. Also, the company has laid its short-term and long-term
strategies.

Short-term plan

During the peak of COVID-19, the company owner came up with an idea to
market the Instant Vietnamese Noodle Soup as an additional source of income for
the Company, which saw merely 1-2 contracts per month. The company owner also
re-adjusted the Company’s operation to an online-based operation, in order to adapt
to the current situation.

Long-term plan

The Company plans to recruit more allies in the future and to improve the
reputation of its operation by adhering to the standard of efficiency and integrity, the
core quality that allows the Company to existing this long. After COVID-19 has passed,
the Company intends to create a comprehensive risk management plan, in order to

minimize the impact.

1.6 Problems

Design Ngam Creation Co., Ltd. was already suffering from business competition
on both the local market and national market. Moreover, the Company suffered the
effects of COVID-19 that started from February 2020, which was initially expected to
conclude in October 2020. The effects of COVID-19 were, including, the slowdown of
incoming tourists, whether domestic or international, the suspension of traveling and
exhibition, in accordance with the government’s policy for an emergency situation, as
well as ‘the nation-wide lockdown’, where all international routes were blocked,
foreigners were forbidden from traveling into the country, and the local people were
encouraged to refrain from inter-province traveling. As a result, the Company suffered
greatly, with a 100 percent loss of its revenue. Moreover, the country was facing the
problem of insecurity, as a result of economic and social issues, since mid of 2020.
Thailand effectively coped with COVID-19 and issued several policies to stimulate the
country’s event industry and to restore the revenue stream. Some of the promotional
programs issued are, for example, Kon-la-krueng, Rao-tiaw-duai-kan, etc. As a result,
the Company was able to restore its business and generate income. However, in
January of 2021, the pandemic of Coronavirus 2019 returned for the second time in
the country and the event industry, as well as the advertising and organizing business,
suffered the effects once again. Though the second wave was not as hard on the
country as the first wave, since there was no curfew or lockdown, all provinces are

ordered to refrain from arranging any events where people will be gathered into a large



group. It is expected that in January 2021 the situation will be under control again and

that the event industry and the advertising and organizing business will be restored.

1.7 Options

The Company has to lay down the long-term strategic plan, in order to improve
its competitive ability in the advertising and organizing business, for example, focusing
on getting the contracts for organizing the domestic and foreign events and competing
against its competitors, preparing the Company for the restoration phase that will come
after the pandemic is over, finding the way to restore and improve the Company’s
profit or income, and creating the better competitive edge against competitors to

increase the overall income.

1.8 Conclusion

In 2019-2021, Design Ngam Creation Co., Ltd. faced with the number of tourists,
reduced incomes, lower incomes, and the covid-19 virus that the government does
not support to travel to companies that are planning long-distance travel. Distribute
tickets, scale customers to be smaller, create local guides to improve customer service
quality, company travel, and long-term planning more private sectors for event

services have lower administrative costs.



Chapter 2
Handout
Strategic Management for Entrepreneurial Competitive Potentials:

A Case Study of Design Ngam Creation

2.1 Introduction

Design Ngam Creation is a limited company that operates in the advertising and
organizing business. The Company was incorporated on July 5", 2013, with the
registered capital of 1,000,000.00 Baht. It is a fairly small company that grows rapidly
in a highly competitive market of Khon Kaen Province. The Company has extensive
experience from working as an event organizer for over 15 years. The Company also
has a full and complete set of complementary equipment for organizing any types of
events that it rents to customers, including tables, chairs, tents, etc. The Company
provides organizing services for events, exhibitions, promotional campaigns,
announcements, etc. The Company’s manager, Mr. Prapat (Pai) Kiatweerawattana,
recognizes that the business of his company, the advertising and organizing service,
largely depends on the seasons, and that his company doesn’t have any regular
customers. Moreover, as a result of the Coronavirus 2019 Pandemic (COVID-19), every
advertising business, and the country’s event industry as a whole, has unavoidably
suffered the pandemic. Therefore, Mr. Prapat deems it is necessary for his company to
change its business activity and adapt to the current situation. This becomes the
starting point of the New Normal for this Company. Therefore, in order for the
Company to survive, it must adapt quickly and work closely with partners from other
business sectors, in order to deliver a unique experience of the advertising service. The
Company must therefore face several challenges and obstacles in its marketing.

The Company also looks for a different business opportunity that is vastly
different from its usual business, with an emphasis on making the best use of
information technologies, utilizing such technologies to promote future growth, and
trying to market and deliver a wider — unique variety of products, in comparison to
other businesses.

Mr. Prapat Kiatweerawattana, 40 years old, manager of Design Ngam Creation
Co., Ltd., admits that he was quite surprised with the current situation of his business.
Before COVID-19, the Company received an abundant amount of contracts, all year
long, with an average of 10 contracts of various sizes of advertising and organizing jobs
for any given month. The Company used to earn around 3-4 million Baht per month.
But during the last March, many contracts were canceled and many customers
requested the indefinite postponing of their contracts. The Company’s schedule just

cleared up for more than 40 percent in a month. Then April came and all contracts



were 100 percent canceled, as a result of COVID-19. While there was no new revenue,
the Company still had to put up with its fixed expenses, including the salary of over
20 employees, for a total amount of approximately 6-7 hundred thousand Baht per
month. Not to mention the public utility expenses and other miscellaneous expenses,
all of which still had to be paid continuously. At first, Mr. Prapat didn’t know what to
do until someone recommended that he should just shut down the Company
temporary so his employees may submit the petition for the unemployment remedy
from the Social Security Fund, which reimbursed these employees at 62 percent of
their salary for a period of 3 months. Once he let his employees go, his company
didn’t have to bear the burden of salary payment any longer but still, it was in the
red. But every crisis is an opportunity and Mr. Prapat came up with an idea to sell the
Instant Vietnamese Noodle Soup through online stores. Kuai Jub Yuan Muang Ubon
or the Vietnamese Noodle Soup is the local dish of Northeasterners that Mr. Prapat is
quite familiar with and it quite easy to eat. He came up with the brand name of ‘Por
Yai Pai’, or his own nickname. After Mr. Prapat decided that he was going to go into
the market with this product, he called the famous Vietnamese Noodle Soup factory
of Ubon Ratchathani Province and engaged them as the supplier of this product, as
the factory is already an SME in this industry. The brand name ‘Por Yai Pay’ is placed
on the packaging and the new instant, ready-to-eat Vietnamese Noodle Soup was
launched into the market, with a retail price of 29 Baht. The Instant Vietnamese Noodle
Soup is quite similar to most instant noodles in the market, and as easy to cook. The
uniqueness of the Instant Vietnamese Noodle Soup is that it contains the package of
dried Mooyor (pork sausages), fried onion, and seasoning.

At present, the Company has 20 employees that are divided into 3
departments, namely, the Marketing Department, the Production Department, and the
Management Department. Each department has different responsibilities and duties,

pertaining to their line of work.

2.2 Objective
1. Student will be able to lay a strategic plan to develop organizational business.
2. Student will be equipped with analytical and strategic management to ensure
competitive potentials of a small-size event entrepreneur.
3. Students will familiarize themselves with the analytical method

- PEST Analysis 38 STEP Analysis

- External Factor Analysis Summary (EFAS)

- Five Forces Analysis



- Value Chain Analysis

- Internal Factor Analysis Summary (IFAT)
- Strategic Factor Analysis Summary (SFAS)
- SWOT Analysis / Tow Matrix

- BCG Growth — Share Matrix

- Benchmarking

2.3 Subjects for the decision making
Defining a long-term strategic plan to increase at least 30 percent of the
Company’s lost profit or income and to improve the Company’s competitive edge

against competitors, in terms of the revenue generation capability.

2.4 Relevant academic topic

1. Strategic Management Method
- PEST Analysis or STEP Analysis
- External Factor Analysis Summary (EFAS)
- Five Forces Analysis
- Value Chain Analysis
- Internal Factor Analysis Summary (IFAT)
- Strategic Factor Analysis Summary (SFAS)
- SWOT Analysis / Tow Matrix
- BCG Growth - Share Matrix

2. New paradigm in developing organization

- Benchmarking

2.5 Point to ponder

1. What should be the strategies to promote competitive potentials?

2. After arranged the long- term plan, should the company require
benchmarking analysis for next step improvement, what are possible strategies to

address the challenges and increase potentials?

2.6 Possible Answer

1. Analysis of the organization's environment in assessing the organization's
environment, it consists of evaluating the external environment and assessing the
internal environment the objective is to know Strength - S, Weakness- W, Opportunity-
O and Threat - T generally referred to as SWOT Analysis



Then write in the table. To assess the organization's environment, which is

called Summary table of the analysis of the organization's environment “ SWOT

Analysis” as in Table 1.

Table 1 Summarizing the organization’s environment using SWOT Analysis

Strength

Weakness

S1. The Company provides a wide range of

services and has a complete set of

complementary  equipment for  customers,
including tables, chairs, tents, etc. The Company
provides services  for

organizing events,

exhibitions, promotional campaigns,
announcements, etc.

S2. The Company has a team of highly- efficient,
full-time employees.

S3. The Company is able to promote its services
with quite a relatively low budget (Using Google /
Facebook)

S4. The Company has a higher standard of service,
in comparison to its competitors, that satisfies
customers and makes them repeat customers.
S5. The experience and reputation in the field of
management of the Company’s manager.

S6. Communication of its diversified range of
services, such as organizing the concert or
exhibition, billboard design, marketing plan, etc.
S7. The Company is able to support all types of

customers.

WT1. It is a rather small company.

W2. The cost of registration is quite high.

W3. The access road to the Company is not
quite convenient enough as visitors must travel
along narrow — deep streets.

W4, and the
communication channel are quite limited.

W5.

negotiation

The distribution channel

The Company doesn’ t have much

power against other service
providers, and cannot compete in this aspect
against larger or older companies that establish

a strong reputation before the Company.

Opportunities

Threats

O1. The government supports and promotes the
linking of traveling routes in ASEAN, whether
roads, rails, waterways, and airways. This initiative
in turn promotes tourism and event planning
business.

O2. The Company is located in Khon Kaen
in the

Northeastern Region of Thailand that allows

Province, which is a hub province

T1. The Company is suffering from the crisis of
the Coronavirus Pandemic of 2019 (COVID-19)
T2. There are competitors in this MICE city.

T3. Potential disasters, such as drought, flood,
etc.

T4. The number of competitors that operate in

a similar business.




Strength Weakness

customers from other provinces to conveniently
travel to the province.
03. The use of electronic media through the

Internet.

2. PEST Analysis and STEP analysis can be possible approaches to explain
external factors as these factors play important role in determining opportunities and
threats. Personnel in the company should be well-informed.

2.1 Political Component = P It is an analysis of governmental rules and regulations
affecting operations of the business negatively and positively.

- The government emphasizes and promotes the event industry of
Thailand through the country’s fundamental policies. The event industry is an integral
part of the Thailand 4.0 Policy, in which the government plans to manage the tourism
management and to provide the necessary infrastructure, in order to support various
aspects of the event industry. This initiative also directly promotes the event planning
business.

- The government launches various tourism promotion campaigns, in
order to stimulate domestic tourists, such as Kon-la-krueng, Rao-tiaw-duai-kan, etc.

- The government passes various laws, measures, and regulations, for
example, the Government Procurement and Supplies Management Act, B.E. 2560; the
Royal Decree for Establishing the Thailand Convention & Exhibition Bureau (Public
Organization), B.E. 2545, The 1°! Edition and the 2" Edition.

- Government security Bay State can manage or formulating a policy of
national unity or not?

- Political conflicts etc.

2.2 Economic Component = E It is an analysis of macro and micro economic
domestically and internationally to reflect the operation of the business.

- If the tourism and service industry entrepreneurs are confident that
the Thai event industry has a tendency to grow, the rate of economic growth at both
the internal and external levels will increase.

- The rate of economic growth if the economy has a high rate of growth
spending will increase.

- High interest rates will make people save more money fewer loans.

- Exchange rate the exchange rate has changed stable or in the

expected way make it possible to predict the capital inflow situation from abroad.




- Raving money, higher raving money shows the cost of living canals that
increase the value of money is reduced and can look at the interest rate that is about
to increase.

- International trade and balance of payments.

- Gross domestic product.

- Employment rate.

- Crude oil prices increase / decrease.

- Tax, Revenue, and Governmental Expenditure

- Finance, banking, etc.

2.3 Sociocultural Component = S It is an analysis that gives insights of sociocultural
issues as well as social structure affecting business operation.

- Population growth rate and the average age if the population has a high

growth rate - children-related goods and services have a high growth rate.

- Infrastructure public utility systems, including transportation and

communication.

- Customs, traditions, culture, beliefs, including various values.

- Population and population structure.

- Quality of life of people in society.

- Education level and literacy rate of the population.

- Conservation of natural resources and the environment.

- Population health and population migration society, way of life of urban

and rural society, average level of education and attitudes towards trade

contacts with various countries.

- Population using labor in the labor market work attitude love freedom.

- Attitude towards working with the company opinions or attitudes of social

citizens and various social taboos.

- Cultural traditions local life

- Social and cultural changes that are occurring in that locality etc.

2.4 Technological Component = T It is an analysis of technological advancement
that affects business operation negatively and positively.
- Enhancing the efficiency of production and service by using various
automation equipment internal and external organizations.
- Impact of the internet system and wired communication systems and

wirelessly and the distance from the headquarters.



- Use of technology for communication.

- Development of application and internet including the production of

various technological innovations.

- Businesses use online channels and social media as the main means of

communication.

- Exchange of knowledge between organizations through modern

technology communication

- Impact of new technology.

- Research and development activities.

- Impact of technology transfer, etc.

3. External Factor Analysis Summary (EFAS) for Strategies Preparation

3.1 Opportunities mean external factors that are beneficial for business

operation of the company such as economic circumstances, social condition, political

situation, and technology. The organization is required to have a periodical speculative

vision which would secure the opportunities to make use of the changes arisen.

3.2 Threats mean exterior factors that trouble the operation such as

governmental policy, natural disasters, war, or strength of the rivals etc.

After having analyzed, the result will be put in a table to summarize the significant

“External Factor Analysis Summary (EFAS)” as in table 2

Table 2 External Factor Analysis Summary (EFAS)

Weighted
External Factors Weight | Rating Comment
Score

Opportunities

1 | O1l. The government The allocation of budget to the
supports and local economy through various
promotes the linking projects also increases the
of traveling routes in people’ s buying power and
ASEAN, whether quality of life and stimulates the
roads, rails, 0.05 4 0.2 growth of revenue from tourism
waterways, and while balancing the industry and

airways. This initiative
in  turn  promotes
tourism and event

planning business.

achieving the goal of sustainable

tourism.




Weighted

External Factors Weight | Rating Comment
Score

2 | The Company is The Company is located in Khon
located in Khon Kaen Kaen Province, which is a
Province, which is a traveling  hub  that allows
hub province in the customers or visitors to access
Northeastern Region the Company’s services quickly
of  Thailand  that 0.2 4 0.8 and conveniently.
allows customers
from other provinces
to conveniently
travel to the
province.

3 | The use of electronic Facilitate the communication.
media through the | 0.15 5 0.75
Internet.

Threats

1| The Company is The effects of the Coronavirus
suffering the crisis of Pandemic of 2019 (COVID-19) are
the Coronavirus | 0.15 5 0.75 globally felt by everyone.
Pandemic of 2019
(COVID-19)

2 | There are More countries are getting
competitors in  this certified as the MICE city,
MICE city. including Udon Thani, Nakhon

0.15 3 0.45
Ratchasima, etc. Therefore, the
competition between MICE cities
is getting fiercer.

3 | Potential  disasters, The effects of climate change
such as  drought, cause various natural disasters
flood, etc. ( floods, drought, windstorms,

0.1 2 0.2
landslides, soil erosion, etc) that,
in turn, damage the economy
and environment.

4| The number  of The competition of companies in

0.15 3 0.45
competitors that the same industry is quite high as




Weighted
External Factors Weight | Rating Comment
Score

operate in a similar these companies must compete
business. for customers.

Total 1.00 26 3.60
Remark: 5 = Excellent
4 = Good
3 = Fair
2 = Poor
1 = Very poor

4. Five Forces Analysis is an industrial competitiveness analysis to clarify and
measure the competitive intensity via the following criteria.

Competition analysis of Design Ngam Creation Company with Five Forces Model
to identify opportunities and obstacles that business faces. In order to determine the
company's development guidelines in the event industry in which the important
factors to be analyzed are

4.1 Threat of new entrants. In this section, we’re going to analyze the business
of Design Ngam Creation. The event industry and the event planning industry are quite
large industries. Companies in these industries tend to further expand and generate a
higher level of income, both at the regional level and the national level, and will
provide the driving force for businesses in other industries. Tourism and event planning
is an interesting business for many companies as they try to attract more customers
to travel into their countries. Therefore, Design Ngam Creation, which operates in the
event industry and event planning industry, faces quite fierce competition.

4.2 Violence of competition among suppliers. Since the event industry and the
event planning industry in this local region, or in this country, or in other Asian
countries, are operating in the same environment, with similar cultures and natural
resources. Therefore, there are possibilities that competitors in the event industry and
the event planning industry may come from the local region, other provinces of
Thailand, or other Asian countries. For the competitors in the local region of Design
Ngam Creation in the event industry and the event planning industry, they are, for
example, TN Group Event and Organizer Co., Ltd. from Udon Thani Province. Therefore,

Design Ngam Creation must continuously increase the value of its humanized service,




to strengthen its service mind and to humbly provide its services in a manner that
conforms to the local cultures and cultures of the targeted customers.

4.3 Threaten from substitute products. In this section, we will analyze the
tourism and event planning business of Udon Thani Province, the sources of major
competitors in the tourism and event planning business, whose products may
substitute the services provided by tourism operators and event organizers in Khon
Kaen.

Udon Thani Province - the province has a relatively good competitive
capability. The products and services provided by the tourism and event planning
businesses of Udon Thani Province are quite diverse and safe. It is safe to assume that
Udon Thani Province is a competitor of the same positioning in the market. However,
the services of the tourism business and the business resource of Udon Thani are
somewhat inferior to Khon Kaen Province. Anyway, Udon Thani is the new MICE city
and a fearsome competitor of Khon Kaen Province.

4.4 Bargaining power of buyers. In this regard, buyers are domestic customers
from Khon Kaen Province and other provinces in the vicinity. The bargaining power of
these buyers tends to increase, especially customers with high purchasing power, such
as customers from the government organizations, entrepreneurs in Khon Kaen Province
and other provinces in the vicinity, corporate customers, etc. On the other hand, the
average expenditure per head of Design Ngam Creation is quite high and the majority
of the Company’s customers is a repeat customer. Therefore, these factors allow the
Company to accumulate experience and knowledge in the tourism and event planning
business which, in turn, makes the Company a strong - attractive option for customers
of high purchasing power.

4.5 Bargaining power of suppliers. In this regard, we analyze suppliers who
operate in the tourism and event planning business. Though Design Ngam Creation has
abundant support raw materials, for example, a variety of equipment used for event
planning, a strong marketing campaign, etc. However, there are several issues that the
Company must further improve in order to properly supply the demand of the tourism
and event planning business, for example, the language skills required for
communicating with foreign customers, transportation links between regions, a wider

selection of event planning services, etc.



5. Value Chain Analysis is an analysis that threads all activities together targeting
at the customer. It is an analysis aiming at a systematic strength and weakness analysis
result to ensure the possible opportunities and tackle threats from external factors.

The concept helps to understand the role of the department in the operation.
How can it help the company to operate and create value for customers? As well as
links to various activities Which creates added value for the company The value
created by the company can be measured by considering the customer groups, tourists
or consumers agree to pay to buy goods or services in the event industry of the
company, how much the activities within the organization are divided into 2 activities
are Primary Activities and Support Activities, all types of activities contribute to adding
value to the company's tourism products or services As the following details

5.1 Primary Activities involve manufacturing, direct service, marketing,
logistics, and after-sales service in 5 points.

- Inbound logistics is a traveling for customers, and tourists, resulting in
more revenue in the area such as event services, products, or services, etc.

- Operations: analyzing event service systems in various areas, such as
receiving cooperation from communities for conservation and development of tourist
attractions there is support for education and research to develop new products for
the community. There is a waste management system arising from the business of
providing services.

- Outbound Logistic has a business management system, service or
product including the products of the company and the distribution of businesses,
services, or products to nearby areas, both local, regional, as well as domestic and
international markets.

- Marketing and public relations for business by using 15 Ps marketing
mix to promote marketing and public relations for the business Known and increase
sales for the company.

- Service, the company's service with thorough service has created an
image and good service encourage more customers to use the service and make the
customers of tourists confident in the quality and standard of service and listening to
the opinions of tourists in order to improve the service business to be standardized
and accepted by tourists bring technology to contribute to better service and be able
to facilitate customers, tourists and other entrepreneurs as well.

5.2 Support Activity functions as supportive units to the main activities

of the company. There are 4 points in this respect.



- Firm infrastructure — firming up the infrastructures required for the
provision of tourism and event planning services of Design Ngam Creation in Khon Kaen
Province, namely, various software suites, including the equipment booking system,
accounting system, finance system, organization management system etc; availability
of the electricity system, water supply system, and other facilities required for
customers.

- Human Resource Management (HRM) — HRM should focus on the
performance-based assicnment and providing a clear job description, in order to put
the right man to the right job. For example, employees in marketing-related positions
should know all of the Company’s marketing plans, promotions and campaigns,
production plans, designing, etc.

- Technology development - the Company should invest in new
products and services, integrate the electronic media and the internet to support its
business operation and maximize the benefits, for example, providing an online
booking service for equipment rental.

- Procurement - the Company should organize its procurement process
and ensure that the procurement will support its core activities. The Company should

also seek supports from the government’s policies and business allies.

6. Internal Factor Analysis Summary (IFAT) is an internal-factor analysis for

strategy planning.

6.1 Strengths involve good performance operation of the company such
as service, finance, marketing, and manufacturing etc.

6.2 Weaknesses include poor performance operation of the company
such as lack of expertise in a particular business or incompetent personnel etc.
After analyzed, put the result in the table to clearly prioritize the factors and this table
is Internal Factor Analysis Summary (IFAT) in Table 3
Table 3 Internal Factor Analysis Summary (IFAT)

. . Weighted
Internal Factors Weight | Rating Comment
Score
Strengths
, The Company is able to provide a
Communicate the _ .
. . variety of services, such

variety you provide 0.1 5 0.5 o ,

. concerts, exhibitions, billboards,
with your own style .

marketing plans, etc.




Weighted

Internal Factors Weight | Rating Comment
Score
Possesses ion of The Company employs highly
strong and high- 0.1 3 0.3 efficient full-time employees.
quality employees
The Company has large, fully
Possession of fully 0.2 c . equipped workshops that are
equipped workshops capable of producing various types
of works.
The Company accumulates
material and equipment for over
Variety of 01 . 05 15 years. The possession of a
equipment variety of materials and equipment
provides a competitive edge
against other competitors.
The Company serves various
Support all customers equally and is able to
cuftimers equally 0:05 ‘ 02 answer all ?ustomers’ demands
without any limitation.
Executives’ 01 . 05 The executives accumulate their
reputation reputation for over 15 years.
Services of a better The Company provides services of
standard than those 0.05 . 0.0 a better standard that satisfies
provided by customers and makes them repeat
competitors. customers.
The Company attracts more
Ability to enter into customers to its services and, in
the main market or 0.05 3 0.15 turn, expands its customer base
create a high value and the size of its business
altogether.
Weakness
Being up- to- date The Company can’t keep up with
with the market. 0.1 a4 0.4 the current market, which rapidly

changes.




Weighted
Internal Factors Weight | Rating Comment
Score
Technology The Company slowly learns how to
use social media and it has quite a
2 0.1 q 0.4
limited amount of distribution
channels.
Political expression. Employees  possess  different
3 0.05 3 0.15 political views and comments. This
causes some internal conflicts.
Total 1.00 45 4.3
Remark: 5 = Excellent
4 = Good
3 = Fair
2 = Poor
1 = Very poor
7. Integration of both external and internal factor can be done by Strategic

Factor Analysis Summary (SFAS) by selecting the most significant issues in the strength

and weakness evaluation from the External Factor Analysis Summary (EFAS) and

Internal Factor Analysis Summary (IFAT). SFAS table is a comprehensive factor analysis

in a complete form of SWOT Analysis, see table 4.

Table 4 Strategic Factor Analysis Summary (SFAS)

Key Strategic Factor | Weight | Rating | Weighted SDura:tlonL Comment
Strengths
S1 | Communicate The Company is able to
the variety you provide a variety of
provide with 4 services, such as
your own style 0.05 ° 02> concerts, exhibitions,
billboards, marketing
plans, etc.
S3 | Possession of v The Company has large,
fully equipped 0.1 5 0.5 fully equipped
workshops workshops that are




Duration

Key Strategic Factor | Weight | Rating | Weighted RN Comment
capable of producing
various types of works.

S4 | Variety of The Company
equipment accumulates material

and equipment for over
15 years. The

4 possession of a variety

0.1 5 0.5

of materials and
equipment provides a
competitive edge
against other
competitors.

S6 | Executives’ The executives
reputation 4 accumulate their

0.08 5 0.4
reputation for over 15
years.

ST | Services of a The Company provides
better standard v services of a better
than those 0.05 4 0.2 standard that satisfies
provided by customers and makes
competitors. them repeat customers.

S8 | Ability to enter The Company attracts
into the main more customers to its
market or create v services and, in turn,

a high value 002 ° 006 expands its customer
base and the size of its
business altogether.

Weakness

W1 | Being up-to-date The Company can’t
with the market. 4 keep up with the

0.05 a4 0.2
current market, which
rapidly changes.

W2 | Technology 0.05 . 0.2 v The Company slowly

learns how to use




Duration

Key Strategic Factor | Weight | Rating | Weighted RN Comment
social media and it has
quite a limited amount
of distribution channels.

Opportunity

O1 | The government The allocation of
supports and budget to the local
promotes the economy through
linking of various projects also
traveling routes increases the people’s
in ASEAN, buying power and
whether roads, 4 quality of life and
rails, waterways, 01 ¢ 04 stimulates the growth
and airways. of revenue from
This initiative in tourism while balancing
turn promotes the industry and
tourism and achieving the goal of
event planning sustainable tourism.
business.

02 | The Company is The Company is
located in Khon located in Khon Kaen
Kaen Province, Province, which is a
which is a hub traveling hub that
province in the allows customers or
Northeastern visitors to access the
Region of 4 Company’s services
Thailand that 0.05 ¢ 0.2 quickly and
allows conveniently.
customers from
other provinces
to conveniently
travel to the
province.

O3 | The use of 4 Facilitate

0.05 5 0.25

electronic

communication.




Duration

Key Strategic Factor | Weight | Rating | Weighted RN Comment
media through
the Internet.

Threats (gUas3¢)

T1 | The Company is The effects of
suffering the Coronavirus Pandemic
crisis of . : 1 v' | of 2019 (COVID-19) are
Coronavirus globally felt by
Pandemic of everyone.

2019 (COVID-19)

T2 | There are More countries are
competitors in getting certified as the
this MICE city. MICE city, including

v Udon Thani, Nakhon
0.05 3 0.15 Ratchasima, etc.
Therefore, the
competition between
MICE cities is getting
fiercer.

T4 | The number of The competition of
competitors v companies in the same
that operate in 0.05 3 0.15 industry is quite high as
the similar these companies must
business. compete for customers.

Total Scores 1.00 4.46

Remark:

Duration

5 = Excellent, 4 = Good, 3 = Fair, 2 = Poor, 1 = Very poor

S = Short-term, M = Middle-term, L = Long-term

8. Tows Matrix analysis is an analysis for corporate development strategies

which will be done after strength and weakness analysis.

In this analysis, each factor will be paired and the strategy for that particular factor will

be planned. This method is commonly called SWOT Matrix coming in 4 forms.

8.1 SO Strategies are strategies based on existing strengths to take

advantages of the opportunities available.




8.2 WO Strategies are strategies trying to overcome threats in the

company by utilizing opportunities available.

8.3 ST Strategies are using of the strengths available to avoid or mitigate

negative effects from threats or external menace outside.

8.4 WT Strategies are Defensive tactics to maximally reduce internal

weaknesses in order to avoid threats and menace outside.

Table 5 TOW Matrix

WEAKNESSES

WO Strategies
Use the government’s policy to support
the tourism and event planning business,
as well as use the uniqueness of Khon
Kaen Province to elevate the Company’s

status into a regional event planner.

STRENGTHS
SO Strategies
» | Launching an online booking service
L
£ | that allows customers to book the
b , ,
O | company’s services and products, such
|_
% as tables, chairs, tents, and other
% equipment through the internet, in
order to answer the New Normal
lifestyle.
ST Strategies
n Use the variety of services, the
E reputation of the owner, and
% standardized services to attract
|_
customers from other competitors.

WT Strategies
The Company must put in place a
contingency plan and a risk management
plan, in order to cove with a further
outbreak of COVID-19.

9. BCG Growth — Share Matrix is a corporate position evaluation via dual-axis

matrices, an industrial growth and market share, yielding a quarter tableau containing

Star, Question mark, Cash cow, and Dos.

9.1 Star means a well-known brand which its demand rate dramatically

increases in terms of marketing strategies. This share of this group should be vigorously

secured.

9.2 Question mark is a newly-launched product. The marketing strategy

is that though marketing focus to promote continuous sales amount should be in

place, lack of potentials should promptly indicate otherwise.

9.3 Cash cow means a product that the market still finds its demand

but the growth of the sales amount is low. The strategy is that its sales amount should

not be dropped and its profit should be a supportive capital for other products.




9.4 Dog means a product that contributes only a limited profit or loss.
Its market remains static and a large number of rivals are in the market. The strategy
is that marketing on the product should be discouraged, cancelled, and the product

should be improved.

BCG Matrix

Business Growth Rate

Cash Cow

Market Share
Figure 7 BCG Matrix

For the explanation of BCG from the overview analysis, TOWS Matrix, and BCG
Table, it can be seen that Design Ngam Creation Co., Ltd. from Khon Kaen Province
exists in the group of companies with ‘question marks.” That is, though the Company
has a complete set of services and products, it is still in a growing phase in the tourism
and event planning industry. There are many competitors that can put the Company
in a position of ‘Dog’ at any given moment. In terms of the Company’s marketing
strategy, it must crease a network of collaboration with every sector, in order to
overhaul its organization or infrastructure, as well as to cope with any situations that
may influence the Company’s business operation, in order to appropriately answer
the customer’s demand in the future. Moreover, the Company should emphasize
more on online marketing and innovation in the tourism and event planning business,

in order to become the market leader and to continuously increase its revenue.



10. Benchmarking analysis is a comparison of product, service, and operation
between the less competent and more competent companies. This comparison will
be a base to better the company in question.

In the practice of the company or various business organizations in the event industry,
there are often differences. Which depends on different factors such as distribution
channels, service, or product quality therefore have adopted performance comparison
(Benchmarking) to help analyze the company according to the type or group according
to the basic strategy that each company uses which is analyzed from the total number
of business organizations in the industry to divide the industry into groups For ease of
analysis the performance comparison consists of competing business organizations
with similar competitions and market positions may be similar in one area, such as
having similar products or services the business has similar businesses covering
different areas or offering services, including after-sales services to similar customers.
Use electronic media via the internet or rely on the same technology selling at a similar

price and quality.

. CMO Group : Creative
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High : Management
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Figure 8 Benchmarking

The analysis of companies that operate in the event planning business, namely,
Design Ngam Creation Co., Ltd. from Khon Kaen Province, CMO Group (Creative
Management Organization) from Bangkok, and King of Events Co., Ltd. of Khon Kaen

Province, in term of the business operation in the event planning industry on the



regional and national scale, the author founds that, for its event planning business,
Design Ngam Creation has high-quality products and the potential to grow into one of
the leading companies in the event planning business of Khon Kaen Province.
According to the Company’s information on the event planning business, the Company
is located in Khon Kaen Province, which is a large provincial city that has tremendous
potential for growth in the future, as seen from various positive factors from the
government’s mega projects. The government plans to further improve the province,
whether in terms of the city planning, infrastructure, the transportation network that
covers both the land and air transport, in order to facilitate inter-province traveling.
The government also aims to expand Khon Kaen Airport into an international airport,
further improve the education system of this province, and transform Khon Kaen into
a hub of medical services. Therefore, the Company recognizes the potential customers
who would want to arrange their events at various locations in the province. Khon
Kaen is also known as a major tourist destination that provides a variety of tourism
activities, whether for the natural, historical, traditional, art, and cultural tourism. The
province also has several hotels, large convention halls, restaurants, and shopping
centers. All of these are the positive factors that instill customers’ confidence in the
Company to provide them the all-in-one event planning services, as well as the
material and equipment rental service for tables, chairs, tents, and equipment, in order
to arrange the events, exhibitions, or promotional campaigns for customers.

Comparing the Company’s management against the management of King of
Event Co., Ltd. from Khon Kaen Province, on the provincial scale, reveals that the two
companies possess similar physical characteristics. However, one of them provides
services and products of lower quality and price. That is, King of Event doesn’t provide
complete event planning services, nor does it has any solid digital marketing campaign.
The core value of any event planning business is to provide a complete — one-stop
service to customers that cover every aspect of any events, such as equipment, public-
relations, connection, etc. As a result, the price and quality of King of Event’s products
and services are somewhat lower.

Comparing to another company, the CMO Group - Creative Management
Organization — from Bangkok reveals the CMO Group is a large event planner that is
well-recognized in the industry. If we’re looking at major — national events, such as
the Miss Thailand Contest, BOI Fair, Motor Show, the launch of new iPhone in Thailand,
famous concerts, etc, all of these were the works of CMO Group. In terms of the quality

and price, CMO Groups provides products and services of higher quality at a higher



price. This is because CMO Groups is an event planner that operates on the national
and international (Asian) level.

The documentary research reveals that the majority of customers who used
the services of Design Ngam Creation were comprised of private businesses,
government organizations, private organizations, and education institutes. Therefore,
the cost of living of hotels and restaurants, which also operate in the tourism business,
will be higher as well. Customers that used the services of these 2 companies were of
the same group, therefore, the two companies should jointly create the promotional
package, in order to support each other in the tourism business, instead of trying to
compete for the same group of customers. CMO Group is an event planning business
that operates at the national level and mostly serves customers in the private sector.
Since CMO Group has experience of planning national and international (Asian) events,
the Company should learn from CMO Group and apply its management to the
operation of Design Ngam Creation, in order for the Company itself to become
successful as a major event planner on the regional level.

In summary, the author deems that since these companies, namely, Design
Ngam Creation and King of Event, operate in the same business, they should learn and
use the management method of CMO Group in their operation, in order to gain a better
insight and to further improve the quality of their system in the future. Design Neam
Creation is one of the leading event planners of Khon Kaen Province that possesses
various competitive edges, such as the complete set of equipment, fully-equipped
workshops, a wide range of materials, etc. However, the Company should implement
digital marketing, in order to expand its customer base, to promote the company, and
to widen its distribution channels.

Analysis of the internal and external environment of the study to formulate strategic
management strategies to increase the competitiveness of the business The case study
of Design Ngam Creation Company is the target. The case study found that from the
analysis of the competitiveness of the event service industry of Design Ngam Creation
Company, Khon Kaen Province By analyzing the external environment of the
organization using “ PEST Analysis” or “ STEP Analysis” evaluating the external
environment using “External Factor Analysis Summary (EFAS)” and evaluating the
internal environment using "Internal Factor Analysis Summary (IFAT) “Summary of
external and internal environment Strategic Factor Analysis Summary (SFAS)”, including
the Five Forces Model Situation analysis in the hospitality industry in the event industry
by analysis the SWOT Analysis to guide the strategic management in the event industry

by using the TOWS Matrix as well as the analysis of the internal environment “Value



Chain Analysis” as well as analysis. “Benchmarking” and the next step will be to use
the guidelines to formulate strategic management in order to increase the
competitiveness of the business case study of Design Ngam Creation by defining new
strategies and management (New Strategy and Management) Details are shown in the
following sections as follows

1. Corporate Strategy

Which from the analysis by analyzing the external environment of the
organization using “PEST Analysis” or “STEP Analysis” evaluating external environment
factors using “ External Factor Analysis Summary (EFAS)” and evaluating internal
environment factors using “Internal Factor Analysis Summary (IFAT)”. analysis of
external environment summary and within the “Strategic Factor Analysis Summary
(SFAS)”, including the Five Forces Model and situation analysis in the hospitality
industry in the event industry by SWOT Analysis leads to a strategic management
approach in the event industry using the TOWS Matrix. Since the factor of external
competitor plays no significant role to the event planning business of Design Ngam
Creation, as each company has its own unique identity. Therefore, the Company
should use the No Change Strategy, that is, continue to do things the way it is right
now without any change. The Company should also inspect its products and resources,
namely, the equipment used for the event planning, such as tables, chairs, tents, etc,
by implementing the electronic inspection system that can be remotely operated via
the internet.

Design Ngam Creation Company’s event service business should use a growth
strategy that focuses on expertise. (Concentration Growth Strategy) because | saw the
opportunity to do business from what is available, which is a horizontal growth strategy
(Horizontal Integration), doing similar businesses that choose to use this strategy
because the current situation of the company there are businesses that are medium
enough and suitable for their capabilities. (Capabilities) that are more likely to be
successful at both the regional and national levels.

2. Strategy Business Units

In accordance with the current situation of the event service business of Design
Ngam Creation, a strategy should be focused on product differentiation of products to
increase the value of the tourism service business by offering the event service
business that is like the LAND MARK of the company in order to publicize the tour
program service that attracts the interest of tourists in order to stimulate the use of
tourism business travel services throughout the year

3. Functional Strategy



3.1 Marketing : Design Ngam Creation Company’s event service business
has to try to penetrate the market, develop markets and develop products so that
various tourist groups gain experience and value from receiving domestic event services
and links from neighboring countries that have short distances but have better
infrastructure able to stimulate receiving shorter event services linked
to it

3.2 Financial Strategy : The Design Ngam Creation Company has
prepared financial statements systematically. Correctly and clearly this budget is
derived from individual funding sources. This should be aided by various agencies.
Which the financial management of the company It is wise to borrow from a national
bank to improve and improve the event service business.

3.3 Research and development strategy : Design Ngam Creation
Company has studied business research for further development of the company as
well as to be a leader in differences by being able to use technology to assist in
research and development by being a technology leader creating new innovations can
be achieved through the creation of short, medium and long term action plans.
cooperation with the regions in Thailand is another way to help research and
development of tourism service innovation more efficient.

3.4 Operation Strategy : Design Ngam Creation Company should define
their own event service business.

3.5 Purchasing strategy : Design Ngam Creation Should procure its
supplies directly from various distributors (Multiple Sourcing) and clearly separate the
type of purchasing it will make.

3.6 Logistics strategy : Design Ngam Creation should create a logistics
system that connect to the entire region or the country, by providing its event planning
service on the national scale, systemically separate the tool and equipment used for
the event planning business, becoming the leading organizer who provide a complete
— one-stop service for event planning.

3.7 HRM Strategy : the Company should arrange the management
knowledge exchanging program with other businesses or companies that are successful
in the industry. The Company should also arrange training courses to improve the
knowledge and efficiency of its employees, and emphasize more on delegation.

3.8 Information strategy : the Company should create an information
center that manages all of the Company’s information, whether regarding the event
planning business, information on traveling within the region and between regions of

Thailand, various channels for receiving the Company’s services, etc.



Moreover, the Company has both short-term and long-term business plans.
That is, in order to promote its event planning business, the Company creates the
“Online Management Plan using the Digital Marketing for 2021”, in order to prepare
the Company so it will be able to efficiently engage in the tourism business after
COVID-19 has passed. Moreover, the Company already restructures its infrastructure
for the event planning service since January 2021 and expects that the initial
restoration stage will be complete within May 2021.

- The Company’s short-term business plan focuses on increasing sales,
that is, by arranging both online and offline events, in order to adapt to COVID-19, with
an emphasis on the online service system so customers can be confident in the
Company’s services.

- The Company’s long-term business plan focuses on negotiating with
other players in the event industry, whether from the government sector or the private
sector, and improving the collaboration between these players and forming a
consortium, in order to reduce the cost of management. The Company plans to create
a sustainable business model that will decrease its cost and allows it to set reasonable

prices.

2.7 Summary and Recommendations

According to this case study - utilizing strategic management to improve the
business’s competitive capability, a case study of Design Ngam Creation Co., Ltd. - the
author summarizes that in order for Design Ngam Creation to increase its competitive
capability, the Company should create a focus group or team that works on the issues,
collaborate with other businesses and organizations that involve in the tourism and
event planning industry, in order to promote the tourism and event planning industry
and allow the Company to achieve its goals. The Company may do so by integrating
the knowledge in strategic management for tourism and event and event planning
together, in order to improve its competitive capability by using the strategic
management of its event planning business.

In 2019 - 2020, Design Ngam Creation saw a decrease in the number of tourists
and revenue, as well as the crisis brought by COVID-19, and the suspension of traveling
imposed by the government. Therefore, the Company had to create a short-term plan
that focuses on increasing its competitive capability, increase the online marketing
channels, scale-down the size of its customer base, provide event planning services

for both online and offline events. For the long-term plan, the Company intends to



negotiate with other key players in the industry, from both the government and private

sector, in order to reduce the management cost of the event planning business.
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