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ABSTRACT 

Jnana, I Komang Urip (2025). Green Marketing Mix Strategy in Supporting Sales 

Volume of Mice Venue at BICC The Westin Resort Nusa Dua Bali. Undergraduate 

Thesis: Tourism Business Management, Tourism Department, Politeknik Negeri 

Bali. 

 

This thesis has been supervised and approved by Supervisor I: Dra. Ni Nyoman 

Triyuni, MM. and Supervisor II: Ni Kadek Herna Lastari, M.Pd..  

Key words: SWOT Analysis, Strategy, Green Marketing Mix, Convention  

 
 

This study aims to identify the strengths, weaknesses, opportunities, and threats of 

the green marketing mix strategy to increase the sales volume of MICE venues at 

the Bali International Convention Centre (BICC). It is expected that this study can 

find the most appropriate green marketing mix strategy to be implemented by the 

Sales & Marketing Department to Supporting the sales volume of MICE venues at 

BICC. Data were collected through observation, documentation, and structured 

interviews. The analysis techniques used include Quantitative Descriptive Analysis, 

Qualitative Descriptive Analysis, Matrix Internal Factor Analysis Summary 

(IFAS), Matrix External Factor Analysis Summary (EFAS), Matrix Internal-

External (IE), SWOT Analysis, and Analysis Quantitative Strategic Planning 

Matrix (QSPM).  The results of the study indicate that there are internal and external 

factors that influence the green marketing mix strategy to increase the sales volume 

of MICE venues at BICC. Based on the IFAS matrix analysis with a total score of 

3,49, the Major Strength is the product does not use harmful animal component , 

while the main weakness is there’s special price given to guest who return to 

conduct an event From the EFAS matrix analysis, the total score is 3,37, the main 

opportunity is purchasing power of market share guest The main threat is many 

hotels and conventions in Bali sell the same products and prices tend to be cheaper 

The IE Matrix analysis places the company in the position growth strategy (Cell I) 

The SWOT analysis produces 6 alternative green marketing mix strategies, with 3 

main strategies as priorities based on the QSPM Matrix calculation, namely: 1) 

Value-Added Offers to compete competitor convention which sell product with 

price cheaper (TAS 217,3), 2) Using special price for returning guest who consider 

the budget for organizing an event (TAS 204,2), dan 3) Promotion through personal 

selling targeting various segments of market share guest (TAS 198,4). 
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ABSTRAK 

Jnana, I Komang Urip (2025). Green Marketing Mix Strategy in Supporting Sales 

Volume of Mice Venue at BICC The Westin Resort Nusa Dua Bali. Skripsi : 

Manajemen Bisnis Pariwisata, Jurusan Pariwisata, politeknik Negeri Bali.  

 

Skripsi ini telah disetujui dan diperiksa oleh Pembimbing I: Dra. Ni Nyoman 

Triyuni, MM. dan Pembimbing II: Ni Kadek Herna Lastari, M.Pd..  

 

Kata Kunci: Analisis SWOT, Strategi, Green Marketing Mix, Convention 

 

Penelitian ini bertujuan untuk mengidentifikasi kekuatan, kelemahan, peluang, dan 

ancaman dari strategi green marketing mix untuk mendukung volume penjualan 

venue MICE di Bali International Convention Centre (BICC). Diharapkan 

penelitian ini dapat menemukan strategi green marketing mix yang paling tepat 

untuk diterapkan oleh Sales & Marketing Department untuk mendukung volume 

penjualan venue MICE di BICC. Data dikumpulkan melalui observasi, 

dokumentasi, dan Kusioner. Teknik analisis yang digunakan meliputi Analisis 

Deskriptif Kuantitatif, Analisis Deskriptif Kualitatif, Matrix Internal Factor 

Analysis Summary (IFAS), Matrix Eksternal Factor Analysis Summary (EFAS), 

Matrix Internal-Eksternal (IE), Analisis SWOT, dan Analysis Quantitative Strategic 

Planning Matrix (QSPM). Hasil penelitian menunjukkan adanya faktor internal 

dan eksternal yang mempengaruhi strategi green marketing mix untuk mendukung 

volume penjualan venue MICE di BICC. Berdasarkan analisis matriks IFAS 

dengan total skor 3,49, kekuatan utama adalah the product does not use harmful 

animal component, sedangkan kelemahan utama adalah there’s special price given 

to guest who return to conduct an event. Dari analisis matriks EFAS total skor 

sebesar 3,37, peluang utama adalah purchasing power of market share guest. 

Ancaman utama adalah many hotels and conventions in Bali sell the same products 

and prices tend to be cheaper. Analisis Matriks IE menempatkan perusahaan pada 

posisi growth strategy (Cell I). Analisis SWOT menghasilkan 6 alternatif strategi 

green marketing mix, dengan 3 strategi utama yang menjadi prioritas berdasarkan 

perhitungan Matriks QSPM, yaitu: 1) Value-Added Offers to compete competitor 

convention which sell product with price cheaper (TAS 217,3), 2) Using special 

price for returning guest who consider the budget for organizing an event (TAS 

204,2), dan 3) Promotion through personal selling targeting various segments of 

market share guest (TAS 198,4). 
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CHAPTER I 

INTRODUCTION 

 CHAPTER I INTRODUCTION 

1.1   Research Background 

Bali is one of the places that is the Centre for organizing mice events at the 

global level. Based on data from Indonesia Corporate Counsel Association (ICCA), 

Bali is ranked 15th in Asia Pacific with a total of 40 meetings held (ICCA, 2018). 

The rapid growth of the Meeting, incentive, convention, and exhibition (MICE) 

sector in Bali, especially in the Nusa Dua area, has created new challenges in 

maintaining competitiveness and relevance, due to the rapid growth of the MICE 

sector in Nusa Dua area (Antara Bali, 2012), a new innovation is needed to be 

implemented in MICE venues, namely through the green marketing mix strategy to 

supporting the sales of MICE venues.  

Green marketing mix is a product and service marketing strategy that does 

not only pay attention to environmentally friendly factors, but also considers 

acceptance from various parties who have interests in society (Anjani & Perdhana, 

2021).  In its implementation, the green marketing mix involves various factors, 

such as product adjustments, production processes, packaging, distribution and 

promotion, all of which are carried out with high ethics (Deshmukh & Bhalerao, 

2015). Bali International Convention Centre (BICC), The Westin Resort Nusa Dua 

Bali is one of the largest MICE venues in Bali with more than 30 years of experience 

in organizing national and international events. Below is the following percentage 

of monthly sales revenue of the MICE Venue in BICC The Westin Resort Nusa 

Dua Bali that has been successfully achieved over the past 1 year:   
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                    Table 1.1 MICE Venue Monthly Sales Volume Percentage Over the Past 1 Year 

 

 

 

 

 

 

 

 

 

 

 

 

 

      

                          

 

 

 

                         Source: BICC (Data processed) 2025 

Based on Table 1.1, BICC in 2024, the percentage of total sales is 80.93%, it 

is also seen that sales in July, August and October managed to exceed the sales 

volume target, but the remaining months still did not reach the volume set for the 

target market of the government and associations. Overall, sales in 2024 increased 

from the previous year, but there is a sales volume target that has not been achieved 

in total and also in a certain month period. The failure to achieve this sales volume 

target certainly requires a strategy to be able to increase sales volume. 

Since its inauguration in 1991, BICC has promoted a green concept that has 

implemented one of the green marketing mix strategies to maintain sales such as 

green promotion, namely paperless planning, the distribution of physical brochures 

Years Month Target Current 

2024 

January 
96% 82,5% 

February 
96% 81,9% 

March 
96% 80% 

April 
60% 98,6% 

May 
60% 76,2% 

June 
69% 79,1% 

July 
79% 105,6% 

August 
70% 101% 

September 
79% 82% 

October 
89% 110,4% 

November 
89% 80% 

December 
89%  85% 

Total 
89% 80,93% 
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which has been replaced by sending e-brochures to customers as well as in 

implementation. 

However, there are several factors in implementing the green marketing mix 

that have not been implemented optimally, such as green prices in meeting package 

prices which are more expensive than local competitors, If the green price in 

meeting package pricing is too expensive compared to local competitors who have 

pricing meeting package more cheaper and is not addressed immediately, it can 

cause a decrease in demand because consumers look for more affordable 

alternatives (Liu et al., 2020), this can result in low sales volume, the competitors 

of BICC are Bali Nusa Dua Convention Centre (BNDCC), Intercontinental Bali 

Resort, Sofitel Nusa Dua Beach Resort, and Grand Hyatt Bali. 

It is expected that the result of this research to become a guidance for BICC 

and stakeholders to support the sales by integrating green marketing mix strategy. 

including BICC management, to supporting sales and operational volumes by 

integrating green marketing mix strategies, because the needs of the company to do 

research related to green marketing mix, then research with the title Green 

Marketing Mix Strategy in Supporting Sales Volume of Mice Venue at BICC The 

Westin Resort Nusa Dua Bali is conducted. 

1.2  Research Question  

Based on the background description above, the research questions that can be 

drawn as follows: 

1. How is the strategy of green marketing mix in supporting sales volume at Bali 

International Convention Centre (BICC) The Westin Resort Nusa Dua Bali? 
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2. Which of green marketing mix strategy is more appropriate to support the sales 

volume of the MICE venue at the Bali International Convention Centre (BICC) 

The Westin Resort Nusa Dua Bali? 

1.3  Research Objectives  

Based on the problem formulation above, the objectives of this research are 

as follows: 

1. To analyze how the strategy of green marketing mix in supporting sales volume 

at Bali International Convention Centre (BICC) The Westin Resort Nusa Dua 

Bali 

2. To determine which of green marketing mix strategy is more appropriate to 

implement to supporting the sales volume of the MICE venue at the Bali 

International Convention Centre (BICC) The Westin Resort Nusa Dua Bali. 

1.4  Research Significance  

Through the research that has created, it is hoped that it will provide benefits 

to parties who need research as a reference for further research. The benefits that 

can be taken from this research are as follows: 

1. Theoretical Significance 

It is hoped that this research can broaden insight and add references regarding 

green marketing mix strategy to increase sales volume of MICE venues, especially 

at BICC The Westin Resort Nusa Dua Bali, so that the results of this research can 

be used as a reference in further research. 

2. Practical Significance 

Practical benefits that can be reviewed from various parties include: 

a. For The Westin Resort Nusa Dua Bali 
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The results of this research can be used as input and a source of information 

that is useful for companies in making decisions regarding green marketing mix 

strategies to increase the sales volume of MICE venues in BICC The Westin Resort 

Nusa Dua Bali 

b. For Politeknik Negeri Bali 

This research can be an additional reference source for students who will 

conduct research related to topics green marketing mix strategy to increase sales 

volume of MICE venues and add to the library at the Politeknik Negeri Bali. 

c. For Writers 

Adding insight, knowledge and experience regarding the green marketing mix 

strategy to increase sales volume of MICE venues which later will apply in the 

industrial world. 

1.5   Limitation and Scope of Research 

The scope of this research is to test the green marketing mix strategy to 

increase the sales volume of MICE venues at BICC. This research focuses on 

factors of internal variable namely the green marketing mix strategy such as (green 

product, green price, green place, green promotion) and the external variable which 

affects the sales volume of mice venues such as (competitors, policy & legacy, 

technology, natural & cultural environment, economic environment) also how to 

improve factors of the green marketing mix and external variable that are not well 

implemented in supporting the marketing strategy of mice venue in BICC.   

The limitation of this research is able to access the information of SWOT 

factor in BICC, information about details facilities and product that sell in the BICC 

and not able to reach customer to get the data such as get customer satisfaction data 

from taking questionnaire to customer.
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CHAPTER V               

CONCLUSION AND SUGGESTION 

CHAPTER V CONCLUSION AND SUGGESTION 

5.1 Conclusion 

Based on the discussion of the research results, the conclusion can be 

concluded as follows: 

The green marketing mix strategy, namely green product, green price, green 

place, green promotion has 8 strengths and 2 weaknesses while from external 

factors it has 5 opportunities and 2 threats. IFAS score is 3.49 and EFAS score is 

3.37 indicate the position in matrix IE in cell I the growth strategy stage with a 

concentration through vertical integration the position in cell I indicate that BICC 

strategy is developing and has good growth potential in the future 

The QSPM analysis shown there’s six options namely: (SO1) 

Environmentally Friendly Mice Venue Using Technology. (SO2) Promotion 

through personal selling targeting various segments of guest market share. (SO3) 

Pricing considers product value to increase guest market share power. (ST1) Value-

Added Offers to compete competitor convention who sell product with cheaper 

price customer. (WO1) Using Technology to Website Promotion Effectiveness. 

(WT1) Using special price for returning guest who consider the budget for 

organizing an event. The results of the analysis of six alternative strategies show 

that the most appropriate alternative strategy is ST1, namely Value-Added Offers 

to compete competitor convention who sell product with cheaper price customer 

total score reaches 213,6. making it the main priority in BICC's marketing 
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development strategy. The results of this strategy change have an impact on 

increasing the sales volume of MICE venues in the July-August 2024 period. 

5.2 Suggestion 

Based on the position in matrix IE in cell I the growth strategy stage with a 

concentration through vertical integration, so it suggests BICC to combine and 

collaborate the three strategies with the highest value namely: (ST1) Value-Added 

Offers to compete competitor convention who sell product with cheaper price 

customer, (WT1) Using special price for returning guest who consider the budget 

for organizing an event, and (SO2) Promotion through personal selling targeting 

various segments of guest market share This strategy is designed to achieve growth, 

either in sales, assets, profits, or a combination of the three. This can be achieved 

by lowering prices, developing new products, increasing the quality of products or 

services, or increasing access to wider markets. 

Based on QSPM matrix it suggests to follow WO1 strategy through increase 

digital promotion through the web and social media, especially promotion through 

the Bali International Convention Centre website due to the lack of promotion 

regarding the existence of the website on social media or other promotional media, 

so it is recommended to increasing awareness of the official BICC website 

considering that digital promotion is a sustainable trend. By adopting this strategy, 

BICC can be more optimal in running the green marketing mix, as well as 

supporting the sales volume of MICE venues through sustainable digital 

promotions.  
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