
 

 

Asia Pacific Institute of Advanced Research (APIAR) 

P
ag

e7
1

 

 

PROPOSED STRATEGY FOR PT DYANDRA PROMOSINDO  
TO CREATE SUSTAINABLE GROWTH : A STUDY ON INDONESIA 

INTERNATIONAL MOTOR SHOW EVENT 
 

Priscilla Maulina Juliani Siregar, Asnan Furinto 
School of Business and Management Institut Teknologi Bandung, Bandung, Indonesia 

Binus Business School, Bina Nusantara University, Jakarta, Indonesia 
Corresponding Email: priscilla.siregar@sbm-itb.ac.id 

_______________________________________________________________________________________________________ 
 

Abstract 

The tourism sector is predicted would be the biggest contributor to Indonesia’s foreign 
exchange in 2019. In Law No.10 of 2009 concerning in tourism, one of the tourism businesses 
is MICE. PT Dyandra Promosindo is one of the largest Event Organizer in Indonesia. Its 
biggest income comes from IIMS. In this technology era, Dyandra is concerned about the 
changing of consumers behavior who are currently switching to online stores. This study uses 
qualitative methodology by conducting interviews with 4 exhibitors and 2 employees of 
Dyandra to find out internal conditions and recommendations from the consumer, and 
quantitative by surveying 75 respondents with the aim of knowing consumer expectations. 
And secondary data is obtained from journals and annual reports. To make IIMS sustainable 
growth, organizers need to improve its strategy based on SWOT. According to IPA, the strategy 
of giving discounts and vacation packages will attract people to come and buy automotive 
products. Based on 4P, the digital marketing strategy must be emphasized so that people who 
are not present can feel the atmosphere of the event. There are 5 focus that recommend to 
company, which are consumer recommendation, product value, customer engagement, 
promotion, and innovation. The finding is to create a sustainable growth in Event Organizer 
industry, should contain more innovation to keep the visitors coming.  
 

Keywords: Strategy, Sustainable Growth, Event Organizer. 
____________________________________________________________________________________________________________________ 

1. Introduction 

Tourism sector has become a priority in Indonesia’s government to become the biggest source 
of income in 2019. Based on the data from Pusdatin Ministry of Tourism (2014), the graph of 
income for Indonesia, the tourism sector is leading compared to the other sector such as CPO 
(Crude Palm Oil), Mining, and agriculture. Tourism sector is projected to become the biggest 
source of income for Indonesia in 2019, which is targeted US $24 billion. MICE (Meeting, 
Incentive, Conference, and Exhibition) is a part of tourism industry in nowadays, and has 
contributed a diverse of tourism activity type that identic with the service business, this is 
written in UU No. 10 of 2009 on Tourism Business Chapter VI Article 14. PT Dyandra 
Promosindo is one of the biggest EO company in Indonesia that organize an event multi 
segments. It organizes music event, automotive event, education event, fashion event, and 
many others. This kind of company could contribute to the foreign exchange of Indonesia.  

Dyandra Promosindo is a business unit and member of the Kompas Gramedia group which is 
a leading media company in Indonesia. Dyandra Promosindo places itself as an integrated 
service company and a leading event organizer. Dyandra Promosindo has 80% of Indonesia's 
market share and became a leading professional exhibition organizer, that has established 
since 1994. PT Dyandra Promosindo has claimed their self as the biggest Event Organizer 
company in Indonesia. This statement could be consider by the amount of events that 
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organized by Dyandra. Dyandra has handled more than 20 events in a year plus the event that 
handled per tender, to increase their total revenue. The vision of PT Dyandra Promosindo is 
becoming the leader in Indonesia’s exhibition industry.  
 

Strategic goals and objectives are indicators of achieving PT Dyandra Promosindo vision. This 
year, 2018, the strategic goals and objectives for PT Dyandra is becoming the leading Event 
Organizer company in the Asia, by increasing number of visitors each year to their annual 
events such as IIMS (Indonesia International Motor Show). Based on the objective of the 
company, PT Dyandra Promosindo always doing a benchmark with its international 
competitor, such as Tokyo Motor Show, Bangkok Motor Show, and Frankfurt Motor Show for 
compare the IIMS with international event. Meanwhile one of the parameter to achieve the 
objective is the number of visitors in 1 event, that became the reason for PT Dyandra to set the 
target for number of visitors increase 5% each year. This create a concern whether this 
company could achieve this target or not.  

The aim of this final project is to analyze the attributes that make visitors of IIMS satisfied, 
analyzed the marketing components of IIMS to make tenants satisfied, analyze the attributes 
that make Dyandra could compete with the competitor, analyze and define the programs or 
activities that recommend to IIMS in order to achieve the target of visitors.  

2. Research Problem  

The event organizer business that include in one of business in tourism industry, start to 
realize that in the technology era, would people still want to come to an event in the future, 
because today there is a shifting in consumer behavior, from going directly to the store to buy 
goods, now only through online store, people could buy goods. This is one of the worried of PT 
Dyandra Promosindo Management, and make the management think the innovation to attract 
more people to still come to the event like IIMS. Emphasize on the target of IIMS that each 
year there should be an increasing number of visitors as much as 5% from the total attendees 
last year, Dyandra management has to understand that nowadays industry relay on the 
experience and a big deal of promotion.  

IIMS has a good reputation in Indonesia, because it is organized by one of the biggest and 
oldest EO company in Indonesia. However, to maintain the performance, it is important to 
create a new strategies to compete in technology era and to reach the vision of the company, 
which is not only competing in Indonesia but also internationally. As a result, Dyandra 
Promosindo has done an innovation to give an exhibition, experience, entertainment, and 
education in one place, and start to do a promotional thing through social media. Apparently, 
the strategy that had done, did not meet with customers expectations, based on the IPA 
frameworks. There is also a shifting of product image because of that strategy.  

The source of income PT Dyandra Promosindo only come from the ticketing, sponsors, and 
the booth of tenants. Every year, PT Dyandra Promosindo has targeted an increasing number 
of visitors 5%, but there is a worried by company as time goes by, would people still wants to 
visit to the events like IIMS or not. Because if there is no visitor, the existing of the company 
also threatened. IIMS for 2 years has contributed the largest revenue for company, this is the 
reason an improvement for IIMS become important for PT Dyandra Promosindo. Focus on 
the biggest contributor for Dyandra revenue, which is IIMS, looking from the total visitors in 
five years since IIMS has a competitor, GIIAS in 2015 to 2018 there are a lot of improvement, 
proven by the total number of visitors that always increased each year. However, if looking 
from the growth rate of IIMS from 2014 to 2018, the growth rate has decreased year by year, 
from 26% to 11% and the last one was 5%.  

PT Dyandra Promosindo has targeted each year there would an increasing number of visitors 
IIMS as much as 5% compared to before. This would reflect the sustainability of the existing 
PT Dyandra Promosindo, because the core business revenue come up from the selling ticket 
of visitors. One of the worried from Dyandra is because of there is a developing in technology 
that would changing the consumer behavior. Dyandra nowadays already give their 
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improvement by utilizing the technology in the business process. For instance the used of NFC 
technology in IIMS as the ticketing for the visitors. This is to simplify the visitors to get in and 
get out from the arena. Another breakthrough innovation should be implemented by IIMS, to 
still compete with its competitor and sustain the business. If there is no improvement, the 
number of visitors would be decreased and reflect to the total profit that Dyandra gain each 
year. 

 

Figure 1: Growth Rate Total Visitors of IIMS from 2014 to 2018 

3. Research Methodology 

This research is using both qualitative and quantitative methodology. The qualitative 
methodology consist of in-depth interview with the source from PT Dyandra Promosindo 
(Staff HR for Business Strategy Dyandra Promosindo) and the General Manager Human 
Resources of PT Dyandra Promosindo to know how far is the development of company to 
sustain its business. In addition, in-depth interview also done with 4 people as the 
representative tenants of Indonesia International Motor Show, which is Toyota, Daihatsu, and 
Mazda to know the recommendation from tenants for IIMS in the next year. The author used 
pareto principle, to pick the tenants that represent the majority perspective. Meanwhile the 
secondary data also gathered from journals, academic books, company website, event website, 
papers, and news in the media.  

According to David (2006), the SWOT Matrix is an important matching tool that can help a 
decision maker to develop four types of strategies, namely Strategy Strengths-Opportunities 
(SO), Strategy Weaknesses-Opportunities (WO), Strategy Strength-Threats (ST), and Strategy 
for Weaknesses-Threats (WT). The S-O strategy utilizes the company's internal strength to 
benefit from external opportunities. The W-O strategy aims to correct internal weaknesses by 
taking advantage of external opportunities. The S-T strategy uses company strength to avoid 
or reduce the impact of external threats. The W-T strategy is a defensive tactic directed at 
reducing internal weaknesses and avoiding external threats. SWOT analysis must not only 
produce identification of company-specific competencies (distinctive competencies 
corporation) but also identify opportunities where the company is unable to take advantage of 
the lack of appropriate resources. The objective of a SWOT analysis is to use the knowledge an 
organization has about its environments and to formulate its strategy accordingly. 

The quantitative methodology consist of questionnaire that spread out through online for the 
visitors of IIMS. This questionnaire is to measure the level of importance and performance of 
the company. In addition, the questionnaire also contained several data of background from 
respondents that could help this research to know the trend in nowadays. This research has 
75 respondents from the visitors of IIMS and the sample of data using convenience sampling.  
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In quantitative studies, one uses theory deductively and places it toward the beginning of the 
proposed study, with the objective of testing or verifying a theory rather than developing it, 
the researcher advances a theory, collects data to test it, and reflects on its confirmation or 
disconfirmation by the results. The theory become a framework for the entire study, an 
organizing model for the research questions and for the data collection procedure. The 
researcher verifies a theory by examining questions derived from it, and it contain variables 
that the researcher needs to define. After that, the researcher locates an instrument to use in 
measuring behaviors of participants in a study, and collects scores on the instruments to 
confirm or disconfirm the theory (Creswell, 2014).  

The importance that customers attach to various services and products is a vital part of 
customer satisfaction surveys, as much as the measure of the quality and the satisfaction. The 
objective is to identify and understand the dimensions with high importance but low perceived 
quality or satisfaction. These dimensions are primary candidates for focused improvement 
initiatives (Federica & Silvia, 2013). The IPA model (Importance Performance Analysis) was 
first introduced by Martilla and James. This model aims to measure the relationship between 
consumer perceptions and the priority of product / service quality improvement, also known 
as "quadrant analysis" (J. A. Martilla & J.C. James, 1977). Based on the results of the 
assessment of the level of importance and the results of performance appraisal, a calculation 
will be made regarding the degree of conformity between the interests and the level of 
implementation. This level of conformity will determine the order of priority for increasing 
factors that affect customer satisfaction. The level of conformity is calculated by the equation 
formula below :  

Notes :  

Tk = Suitability Level 

Xi = Perceived Value Consumer 

Yi = Importance Value Consumer 

 

4. Data Analysis 

4.1. Business Issue Exploration 

In this research, there are 3 generic frameworks that conducted to be used, which are VRIO, 
PESTEL, Competitor Analysis, and SWOT. Meanwhile the thematic frameworks, there are 4 
frameworks, which are IPA, Marketing Mix, Diamond Strategy. In SWOT Analysis, strong and 
weak aspects of an organization are identified by examining the elements in its environment 
while environmental opportunities and threats are determined by examining the elements 
outside its environment. It provides information that is helpful in matching the organization’s 
resources and capabilities to the competitive environment in which it operates.  

In this research, opportunities and threats are obtained through external analysis by using 
PESTEL analysis and Competitor analysis. For the strengths and weaknesses of the internal 
analysis obtained through using, VRIO analysis. Here is the result of PESTLE, VRIO, and 
SWOT analysis for The Indonesia International Motor Show (IIMS) that organize by PT 
Dyandra Promosindo 
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Table 1: PESTLE Analysis of IIMS 
 

 
 

 
Table 2: Competitor Analysis of IIMS 
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Table 3: VRIO Analysis of IIMS 
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Table 4: SWOT Analysis of IIMS 

 

In this final project, a survey method that used to measure the perception of IIMS’s visitors to 
the quality performance of IIMS as a whole. The fact that many of visitors are geographically 
dispersed, so an online survey was highly recommended. An invitation through email, 
broadcast to all of contacts and groups, and social media were sent to all of people to grab as 
much as possible the people who has ever visited IIMS 2018, to solicit their input about IIMS 
event experiences. In this case, author used a five point Likert scale to measure the importance 
(1= very unimportant to 5 = very important) and performance (1 = very unsatisfied to 5 = very 
satisfied) attributed to each items. In total there were 17 items identified from the IIMS event. 
This attributes are identified based on the interview from exhibitors and internal of Dyandra, 
what kind of importance attributes for visitors. In addition, by referral from several journal of 
IPA, finally 17 items were identified. 

The survey begins with questions about the background of the users, types of IIMS attraction 
that enjoyed by the users, followed by the IPA evaluation, open-ended questions and users’ 
demographic. According to the central limit theorem, if the mean of a sample of size more than 
30 is studentized using the variance, a normal distribution can be used for the probability 
distribution, and the assumptions about the population distribution are meaningless since the 
sampling distribution is considered normal (Kwak, S. G. & Kim, J. H., 2017). CLT is the basis 
for sampling in statistics, so it holds the foundation for sampling and statistical analysis in 
finance. An appropriate sample size depends on the data available, but generally, having a 
sample size of at least 50 observations is sufficient (Investopedia, 2018). Based on this theory, 
author decided to get the respondent with minimum number of sample is 30. According to the 
Central Limit Theorem, at least 50 respondents for survey. 
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Empirical data was collected electronically through Google Form and in total, 75 visitors filled 
in the survey and amongst those respondents, 43 are male and 32 are female, which means, 
the majority of visitors are male. A general rule of thumb according to the Central Limit 
Theorem of  is to have at least 30 respondents to vary a survey, and this research has achieved 
the minimum total amount of visitors.  

There are 17 questions that became the subjects to be plotted in the IPA quadrant. IPA 
questionnaire resulted the result which showed below. The calculation results are the results 
of the equation 

Table 5: Suitability of Services Attribut 
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Figure 2: Mapping of IPA for IIMS 

From the figure above, can be made a Cartesian diagram of IPA (Importance Performance 
Analysis) by making a boundary line from the average value of reality and expectation value, 
the accepted reality value is X and hope is the Y axis. Following is the mapping of the IPA 
questionnaire results (Importance Performance Analysis). Based on the figure of IPA diagram, 
resulted as followed :  

1. Quadrant 1 (Concentrate here) on service attribute number 8 (promotion availability) and 
17 (adequate park area) 

2. Quadrant 2 (Keep up the good work) on service attribute number 4 (humble and helpful 
officer), 5 (strategic location), 6 (vary of tenants), 7 (different attraction), 9 (complete 
facilities), 11 (quality of product), 12 (sign direction is well understand), and 16 (knowledge 
insight). 

3. Quadrant 3 (Low priority) on service attribute number 2 (speed and accuracy of the 
service), 3 (speed of response for information center), 13 (music attraction), 14 (lifestyle to 
update in social media), and 15 (affordable price). 

4. Quadrant 4 (Possible overkill) on service attribute number 1 (digital ticketing system) and 
10 (effective marketing and promotion event). 

 

Figure 3: Recommendation for IIMS from Survey 
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Author did a survey to 75 respondents of visitors IIMS, and the result, 57.3% respondents were 
male, and 41.3% of respondents has an income Rp5,000,000 to Rp10,000,000 per month and 
53.3% visitors are between 25-35 years old. It means that the visitors still in the early stage of 
career, who wants to know the latest product of a car brand. 61.3% visitors knew about IIMS 
from social media advertising, and 84% respondents answered that they often used instagram 
for the social media. 70.7% respondents recommend IIMS to have a big deal discount for every 
visitors who purchase an automotive product. With the same amount, 70.7% respondents 
came to IIMS to know the latest product of automotive. This would become the 
recommendation for making a strategy for IIMS.  

4.2. Root Cause Analysis 

To identify the root cause problem, the author used PESTEL, Competitor Analysis, VRIO 
Analysis, SWOT Analysis, IPA, Marketing Mix Analysis, and Diamond Strategy Analysis. 
There are several root cause, which are :  

- Price : IIMS could not increase the price without benchmark to the competitor, it is hard to 
increase the revenue from increasing the price 

- Product (Image) : the image of IIMS in exhibitors perspective has shifting from exhibition 
to a place only for selling the goods 

- Place : the facilities are not suitable anymore, but Dyandra has signed a contract 10 years 
to organized the event in the same place 

- Promotion : the content of social media still not and visitors want a big deals discount  
- Importance Performance Gap : between the performance and the customer expectation 

there is a gap that need a breakthrough to maintain the attendees to come  

  

Figure 4: Fish Bone of Root Problem IIMS 

Based on the analysis from fish bone, it could be concluded that actually PT Dyandra 
Promosindo as an automotive exhibition, that usually known as a place to show off the latest 
technology from each brand, now has shifting to be a place for selling a car, including to have 
an entertainment. This is the brand image of IIMS in tenants perspective. This could be 
negative or even positive. Negative because in the future, tenants do not want to rent a wide 
space for the exhibition. The positive thing is, it would attract more visitors who wants to buy 
a car. 

In addition, IIMS’s competitor, has more authority to get the tenants (brand of car) to join 
their exhibition as an obligatory. Not like IIMS is just a complement for them to sell the 
products. In increasing the price of product IIMS should compared to direct competitor, where 
the price could not be higher compare to the competitor. This to make IIMS more  
competitive rather than its competitor.  
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In other hand, PT Dyandra Promosindo to reach its vision, must increase number of visitors, 
this would lead to the total revenue of PT Dyandra Promosindo. As the time goes by, in this 
era of technology, a lot of breakthrough innovation should be implement by IIMS, if not, 
visitors do not want come the routine event like IIMS. To create a new innovation, need a good 
team player, that’s why the human resources of company should be high quality with a high 
loyalty. To maintain the loyalty of employee, company should give a comfort place for them, 
for instance the salary, insurance, the training, and the opportunity to have a good career in 
the future. Many of Dyandra’s people, moved to the competitor’s company, this would become 
a boomerang for Dyandra in the future. Keeping the employee as a good team become one of 
recommendation that Dyandra could do. Moreover, an innovation based on the survey of any 
customers, should be done to meet the customer’s expectation. In other hand, to reach 
Dyandra’s vision, to become the leading EO in Indonesia, Dyandra should do survey and 
benchmark to be a better EO company. Dyandra as a part of Kompas Gramedia Group should 
maximize the advantage as much as it could.  

The selection of place is already proper, but the facility of the building is not suitable. This 
could be communicate by Dyandra to the management building to renovate the building, so 
the exhibitors will feel more comfort, and feel more suitable to pay more. The facilities include 
the circulation when loading the products, Dyandra should ensure that the management 
building provide a standardize circulation for the exhibitors. 

Another root problem that PT Dyandra Promosindo now facing is about increasing of price for 
tenants, as stated above that there is a law of demand, where as the price increase, the quantity 
of product would decrease. This would affect the total revenue of company. Dyandra should 
make a proper strategy, based on the survey and fact to get the right strategy. In addition, in 
increasing the price, Dyandra should do benchmark to its direct competitor, because the brand 
see IIMS only a place for selling the product, not to show off their latest technology or even 
launch the product. In tenant’s perspective, IIMS is just a compliment for them, not like its 
direct competitor, which join the exhibition is an obligatory. 

 
Figure 5: Summary Strategy Framework 

The summary from business issue exploration as follows :  

- The Dyandra Promosindo a well established EO company in Indonesia that has the biggest 
revenue from IIMS that did an improvement very well since 2015. Based on PESTLE 
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Analysis, IIMS could invite the local automotive brand to display their latest technology, 
because this is in line with government vision, the event would be support by government 
and become center of attention in society. The increasing number of GDP (5.27% in July 
2018) means there would be an increasing of purchasing buyer in automotive industry. 
Number of social network users also increased means IIMS could maximize in utilizing the 
social media in promoting the event and do an engagement with customers. In the 
developing technology era, make the organizer could arrange the latest technology that 
customers could not get it outside the event, by making virtual reality showrooms, and a 
different experience such as test drive inside the building, or car show inside the building 
would become a breakthrough innovation and would attract the visitors. In the next event, 
in the technology showroom, organizer also could accentuate the issue of environmental 
friendly, to create an awareness for every attendees that automotive in todays are 
environmental friendly because has adhere the standardization of Euro 4.0. 
 

- Based on the interviewed of 3 tenants as IIMS’s customers, IIMS has 4 competitors that 
could become the benchmark of IIMS. With the 4th position of the largest amount of visitors 
in 2018, this could be the advantage and also the indicator for IIMS to improve the event 
to become the largest automotive event in Asia, or even in the world.  

 

- Internal analysis shows that a strategies needed to keep the human resource become loyal 
to the company. This could be happen if company could make a good corporate culture and 
has a clear career path, and the incentive for employee also meet with employee 
expectation. Moreover, give an awareness to each employee that Dyandra is a company that 
owned by each of employee also, so employee would work as happy as they could. For the 
place of event, because of PT Dyandra Promosindo has taken contract as long 10 year in 
JIExpo, the only thing that Dyandra could improve is giving a recommendation to JIExpo 
to renovate the building and standardize the circulation of loading goods, and also provide 
a transportation from outside to the gate of the building. It is recommended also to utilize 
the latest technology to make a different experience for each attendees.  

- Based on the IPA framework, IIMS should more concentrate in the promotion availability, 
means that the discount for the attendees. In this case, the organizer could have a 
partnership with Bank to give a sponsor to cut the price of the product automotive with the 
terms and conditions that apply. For instance, the promotion only available for the holders 
of credit card Platinum, and everyday limited only for 50 attendees to get a big deal 
discount. In addition, the majority of visitors were from young generation between 15 to 
40, usually would like to have a new experience such as traveling. For several brand that 
does not agree with the discount, could be have this kind of promotion. For instance, a 
visitor who has spend minimum spending of requirement, for example Rp1 billions, get a 
free voucher of stay 1 night in hotel or have a free flight tickets to go to somewhere, or even 
to have a free package of holiday with family. This kind of promotion should be partner up 
with any other tourism business.  
 

- An adequate parking area for visitors also should be well maintained, where the park area 
should be orderly and not far from the entrance gate. Another thing, organizer could 
provide a connecting transportation from the parking area to the main entrance, so 
attendees no need to walk far. 

 

- Based on the data from survey and also interviewed, IIMS could maintain its social media 
by rearrange the content, also make a strong engagement with customers from the social 
media and through directly on the spot, by having a games, a contest, or a live feedback.  

 

- Dyandra Promosindo could start to collect the data of consumer behavior for IIMS visitors, 
so the deal that offered could be right on target. The collection data could be get while the 
attendees are using the apps, website, or even the wi-fi. From the data, could be analyzed 
what kind improvement that Dyandra could be done. 
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- For setting the price, Dyandra should do a benchmark to the other competitors, and if 
Dyandra would like to become a price maker, make something different and increase the 
number of visitors in the next event, so price would not be a problem for exhibitors. 
However, in increasing price, Dyandra should consider about the law of demand, so 
Dyandra should know how much is the best price for consumers. To make customer more 
satisfied, Dyandra could offer to design the booth of exhibitors that would attract the 
visitors 

 

- From the interviewed, it is recommended for Dyandra to make another innovation without 
eliminate its true identity, which is an automotive exhibition. Creating a car show and test 
drive inside the building, could become a good idea for Dyandra. In addition, a talk show 
by inviting communities and a well-known speakers, to educate people who come there. 
Not stop until learning something new, Dyandra could make a contest as a place to aspire 
to the creative ideas of visitors. After that, Dyandra could give an entertainment such as 
concert that has a message for every attendees.  

 

- It is recommend for Dyandra to make a technology showroom, the mix up all brand 
automotive that could be seen through virtual reality.  

 

- Second largest respondents of survey was students, which are the future buyer of 
automotive brand, by giving a sight that coming to IIMS is the best decision, it would make 
number of visitors would increase year by year. Make an awareness to every people that 
IIMS is not a place for buying a car, but to get know the latest information about automotive 
and its promotion for the whole year.  
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Table 6: Aspects Conclusion 

 
5. Conclusion 

This research has answered all the research questions as written in the first chapter. Chapter 
2 has answered the question about the attributes that make visitors satisfied are promotion 
availability, adequate parking area, humble and helpful officer, strategic location, vary of 
tenants, different attraction, complete facilities, quality of product, sign direction is well 
understand, and knowledge insight.  

The marketing mix components that IIMS could improve to make tenants of IIMS satisfied 
has answered in chapter 2 and 3. The components are product (The product image of IIMS), 
Place (renovation of the building), Price (the increasing price should be done a benchmark 
and survey to the exhibitors), Promotion (Get an engagement promotion to customer through 
social media).  

The attributes that make Dyandra more competitive has answered in chapter 2 and 4, which 
are Place, Product (image), Price, Promotion, and Importance Performance Analysis Gap 
(from root cause analysis). 

The activities or programs that recommended by the author to achieve the increasing number 
of visitors each year has been written in the implementation plan. The finding is to create a 
sustainable growth in Event Organizer industry, should contain more innovation to keep the 
visitors coming. 
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