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Abstract

In an attempt to promote Thailand as a destination for Incentive trip for Chinese
corporate markets, this study explored the current situation of Chinese Incentive market to
Thailand. The major purpose of the study was to propose major policies and measures of
how to promote incentive travels from Guangdong Province to Thailand. Eighteen in-depth
interviews were conducted from the perspectives of 7 related-stakeholder groups; including
Chinese and Thai tour operators, corporate companies, incentive suppliers, destination
management companies, land operators, and incentive policy planners in Thailand and
China. The study aimed at eliciting an understanding about destination selection, the
planning process and important issues taken into consideration when organizing an

incentive trip from China to Thailand.

The study found several impediments. [ssues, such as inadequate understanding and
knowledge about the characteristics of incentive travel among Thai and Chinese operators,
price cutting and cultural differences, were identified to be key barriers. From a competitive
position, Chinese viewed that Thailand was blessed with superior tourism resources.

However, more creative ideas when organizing incentive events should be enhanced.

The results of this study indicate necessary policies and marketing penetration
strategies to China, which could help Thailand manage this fast growing market more
effectively and efficiently. Some critical policies include enhancing the role of Thailand
Convention and Exhibition Bureau with relevant network, market segmentation by targeting
provinces, improvement of Chinese and Thai Tour operators, as well as understanding
Chinese mentality. Place branding and image enhancement should also be considered as an

urgent measure to build a better platform to grow this market with high quality yield.

Key words: Incentive Travel, Destination Selection, Chinese Market
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