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Executive Summary

The Tourism of Authority of Thailand (TAT) has a vision of being a centre of excellence for Thailand tourism
publicity. TAT has a mission to drive the Thai economy through tourism marketing. To accomplish such
mission, tourism products and services as well as effective marketing communication are required.

Hence, the current status of Thailand’s tourism products and services must be assessed to ensure that the
offerings are aligned with TAT’s direction. Therefore the research project to explore the current market

positioning of tourism products and services is initiated.

Objectives:
1. To assess current market status of Thailand’s tourism products and services.
2. To assess market position of Thailand’s tourism products and services

3. Tofind direction to promote Thailand’s tourism products and services

Research Design:

1. Desk research: From academic archives, reports and websites that are reliable and relevant to support
primary data analysis.

2. Qualitative research: 2 approaches are utilized;

2.1 In-depth interview (10 samples) among 5 high-level officers and 5 operational level officers. The

contacts are arranged by TAT.

2.2 Focus group among tour operators providing services to in-bound tourists. The arrangement is done

by the Nielsen Company, with TAT’s approval.

Survey period: December 2008-February 2009.

3. Quantitative research: Conducted with tourists classified into 3 groups as following;

3.1. 800 Thai tourists, aged 18 years up, living in Thailand, and have undertaken domestic or overseas
travel. Methodology is mixed methodology i.e. online and face to face interview with structured
guestionnaire. Survey period: January —February 2009

3.2. 100 expatriate tourists in Thailand, aged 18 years up, not Thai nationality, and have lived in Thailand
at least 6 months. Methodology: face-to-face interview during February — March 2009.

3.3. 4,500 foreign tourists from 23 countries, divided into 200 respondents per country, except China
which covers 500 respondents. The scope is as following;

1. Europe and Middle East i.e. United Kingdom, Nordic (Sweden, Denmark, Finland), Germany,
France, Italy, Russia and United Arab Emirates
East Asia i.e. Japan, China, Korea, Hong Kong and Taiwan

3. ASEAN, South Asia and Pacific i.e. Malaysia, Singapore, India, Vietnam, Philippine,
Indonesia and Australia
Americai.e. The US.

Africa i.e. South Africa
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Respondent Qualification:

For foreign tourists, samples in each country are divided into 2 groups (50:50) as following;
Group 1: Have traveled outside their countries (no specified time period) and consider travelling to
Thailand as a destination
Group 2: Have traveled outside their countries (without a definite time period and visiting countries),
consider travelling to Asia as a destination.
Both groups have common qualifications as following;
1. Adult aged 18 years up
2. Living in the country quota

Survey period: March - June 2009.
Global Tourism Outlook (from desk research)

The overall tourism outlook indicates a declining trend in 2009 and will be stable in 2010 due to the global
economic crisis. The number of outbound tourists in February 2009 declined from January 2009 by -2%, and
decreased from February 2008 by -6%. However, such level is comparable to the same period in 2007
(Source: Interim Report & UNWTO Barometer, April 2009). The contribution for the decline comes from
Europe, South Europe & Mediterranean, South Asia and Middle East. This is likely to impact TAT as South

Asia and Middle East are an area of focus for tourism market expansion.
The drop of outbound tourists reflects the decline in countries’ GDP from the tourism sector.

In addition to outbound tourist statistics, a decline of the global tourism sector is also confirmed by a decline in
air travel recorded by IATA (Source: Interim Report & UNWTO Barometer, April 2009). Furthermore, this
trend is supported by a by a -10% drop in hotel reservations in every region except Europe, Middle East and

America where the decline less than 10% (9% approximately).

UNWTO projects that the growth of outbound tourists lies between 0% to -2% for 2010, which is in line with
projected world GDP growth at -1.9%.

Across regions, the number of outbound tourists in January and February 2009 declined by-15% in South

Asia and -28% in Middle East, compared to the same period in 2008.

In 2010, negative or slow growth of the tourism industry is forecast, based on the following factors.
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Influences on the overall tourism sector (from secondary data research)

e Economic Indicators

The International Monetary Fund (IMF) forecasts that the global real GPD will have minimal growth at 1.9% in
2010 (Source; World Economic Outlook & IMF, 2009). Despite the governments’ attempt to stimulate
economies, GDP growth of developed countries (e.g. United State of America, Japan, European countries) is
at 0%.

Emerging countries in Asia such as South Asia, ASEAN-5, and newly-industrialized countries have a

tendency to gain only slightly positive GDP growth except China where 7.5% growth is expected.

Oil exporting countries in the Middle East can expect positive growth at 3.5%. Iran, in particular, can expect up
to 3% growth for 2010. Iran is considered a high priority for TAT as the country is in the plan for market

expansion. With high expected GPD growth, Iran has become a high potential country for the tourism industry.

The overall GDP of African countries is expected to grow at an average rate of 9% in 2010. However South
Africa’s GDP growth rate in 2010 is expected to be 1.9% - an increase vs -0.3% in 2009.

According to the Consumer Confidence Index (CCIl) among consumers in 51 countries (Source: Nielsen
Global Consumer Confidence Survey, March 2009), the global CCI declined to 77.1% from 84.2% in the
second half of 2008. At the same time, consumers cut down their spending in many items; including travel
expenses (from 34% in 2008 to 31% in 2009), entertainment and new technology products. Instead,

consumers indicated they would allocate available funds into savings and repaying debt.

Further, the CCI study highlights that consumers have many concerns relating to the economy and job
security, while global warming, terrorism and war are not so critical for them due to indirect impact on their

daily life. However, global warming, in tourists’ point of view, has some impact on their environmental concern.

e Currency Exchange Rate

Foreign exchange rate fluctuations have a direct impact on the cost of tour operators and expenses of
tourists. The long term impact of foreign exchange rate has become unpredictable. However, the direction is
clear that the country with stronger currency value will be disadvantage from the situation and vice versa for
the country with weaken currency value. Therefore currency exchange rates have direct impact on the

number of inbound tourists of each country.
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e Global crisis in infectious diseases
Pandemic has a direct effect on confidence level of tourists and their travel plans. SARS in 2003 and Bird Flu
in 2004 are examples of the impact on the tourism industry. Inbound tourists dropped sharply in only a short

period of time, including for Thailand.

Influenza A (HLN1) in 2009 is the latest outbreak. Currently, outbreak control measures cannot permanently
limit severity. The epidemic level now reaches level 6, the most sever level rated by the WHO. Level 6
represents the spread of disease from country to country. Such incidence brings concern to international

tourists.

Despite no travel prohibition by the WHO, the government in some countries have issued warning messages
to both tourists and tour operators to deter oversea travel to the countries where cases of HIN1 have been
identified.

Based on The Nielsen Company’s 2006 on travel destinations in Asia, it was identified that the Bird Flu
situation influenced travelers’ decision to cancel trips to Asia among tourists in 10 European countries. This is

another factor aside from terrorism and an increase of air fare from the price rise in oil.

e Other factors
Secondary data research also indicates other both positive and negative factors impacting tourism. In the
past decade the travel industry has grown significantly due to the introduction of low cost carriers - causing an

increase in intraregional travel.

The Expectation Economy Study by The Nielsen Company in 2008 found that the tourism lifecycle has
changed with global economic growth. With limited information available, the tourism industry in the past
relied on supply side. Tourism offer came in mass product format e.g. travel with tour group and pre-set and

fixed travelled package.

More recently a new trend in tourism has emerged with a need-based tourism concept. The travel does not
depend on supply side anymore; rather it depends on demand from consumers’ side. Lifestyle tourism has
become the mainstream as it creates differentiated travel experience to suit individual needs. Technology
drives the trend skyrocket. Internet technology in particular allows consumers to access information and

design their own travel package.

The study also mentioned “Diagonal Integration” referring to tourists’ decision making process in the new

tourism era. Diagonal integration visualizes tourists’ habit from information seeking from various sources,
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design their own way to travel, and finally go to travel themselves, regardless of any help from tour operators
or any middle men. The habit in the new tourism era results in the change of marketing strategy and

communication.
The aforementioned factors can be categorized into 3 groups based on its level of impact;

1. Global factors include technology, low cost carrier growth, currency exchange, epidemic,
communication.

2. Regional factors include regional travel promotion, regional epidemic, terrorism in a specific region,
currency exchange and the economic situation in each region.

3. Country factors particularly in Thailand where the main issue is internal political unrest. Besides, the

discontinuity of policy affects development of Thailand’s tourism industry.

The future tourism trend based on the analysis of each factor affecting tourism industry (from

secondary data research)

Despite the negative impact from various factors, UNWTO has not adjusted their long term traveler statistics
forecast at 1.6 billion travelers within 2020. This is based on the assumption that all negative influences will
only have a short term impact whereas in the long term the decline in traveler numbers will be offset during

prosperous economic times.

In terms of the current economic situation, the real economic recession started in 2008. From the International
Monetary Fund (IMF) investigation on global economic cycles, global economic recession will last one year on
average. The longest economic recession is 3 years. On the other hand, the economic prosperity will be 5
times longer than economic recession. Based on this concept, business travel business will gradually recover
in 2010 is expected to fully recover in 2011. This is also a possibility for the tourism industry, assuming no

severe issues occur that will impact people’s lives in each country.
Analysis on supply side (from qualitative research)

Tour operators observe that the overall tourism industry is in a downturn cycle. The negative factors are:
decline in the number of outbound tourists, global economy, oil prices, pandemic and political unrest. In
relation to domestic travel, Thai tourists’ habits remains the same due to the government attempt to stimulate
the industry. Furthermore, Thai observe that the political situation has now become stable, while the oil price

has now declined and retuned to manageable levels. Thai tourists even spend more on travel.
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Considering the travel trends, both private and government sectors have stated that tourists currently rely on
information on the internet and seek information by themselves. The internet is considered a reliable source
given it facilitates a consumers’ community. The internet will become more important and should be a

primary channel to promote Thailand’s image.

Considering tourism products and services, Thainess and Value for Money are the key differentiation for
Thailand. Strategic products that Thailand should promote vary by target group:

e Asian tourists are interested in modernity, beaches, spa &wellness

o East Asia tourists are interested in modernity, spa & wellness, beaches especially family and activity
beaches

o European tourists are interested in beaches, historical sites, and spa & wellness

e Australian tourists are interested in beaches, nature (adventure), and historical sites

Considering these travel trends, there is a positive trend for nature and community based tourism particularly

among tourists from western countries.
Analysis on demand side (from Quantitative research)

Thai Tourists
Spending time with family/friends/partner is the key reason for Thai tourists’ to travel which is different from

international tourists whose key reason is to discover new experiences or reward themselves.

Key sources of tourism information among Thai tourists are word of mouth from family members, friends,
acquaintances followed by TV advertisement and websites. On the other hand, information from tour

operators is not popular among Thai tourists.

Strategic products to attract Thai tourists are beaches followed by nature and treasures which are considered
potential products. Festivity is a strong potential segment as it is preferred by elderly tourists, which is

anticipated to have significant growth given the growth of senior population within Thailand.

The most distinctive positioning of Thailand tourism products and services among Thai tourists is beaches.
However, Malaysia and Indonesia are the key competitors with very close positioning on beaches. Therefore

Thailand needs to differentiate from these two countries to ensure clear positioning among tourists.
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Expat Tourists

Beaches, nature, ways of living, and treasures are the attraction among expat tourists. Diving is the most
popular subcategory of nature - different from Thai tourists who are interested in eco tourism is the most

popular subcategory of nature.

In terms of brand positioning, expatriates have determined that Thailand is distinctive in terms of beaches
while consider Malaysia and Indonesia to be key alternatives.

Information on product knowledge, expenses, and word of mouth have high influence on their decision when
choosing a destination. Websites and worth of mouth from family members and friends are the key channels

to access expat tourists.
International Tourists

Tourists in Europe
Beaches and nature are the most popular types of travel among European tourists followed by treasures. It is
also found that French tourists have different preferences from other European tourists in that they express

stronger preferences for treasures and way of living.

Key factors for choosing a country of destination are attractiveness of the place to visit, expense, safety, and
hospitality of local people. Nevertheless, expense is unlikely to be the key concern among French tourists who

gives more focus on attractiveness of the destination.

Level of Thailand awareness among European tourists is less than the average of 23 countries. Moreover,
product knowledge of Thailand is low, resulting in a level of intention to visit Thailand especially among Italian
and German tourists. Both group mentioned that they are not interested to travel to Thailand — reflecting that
product knowledge communication is not enough to draw their interest. In addition, prostitute issue is also one

of the key issues mentioned by German tourists.

Thailand is perceived to be similar to Malaysia and Indonesia in terms of country positioning on beaches
among European tourists. Key channels to access are word or mouth, advice from tour operators and

websites. These should be the channels to communicate Thailand product knowledge to European tourists.
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Tourists in East Asia

Beaches, treasure, trends and nature are popular among East Asian tourists. Attractiveness of the
destination, safety, variety, expense and good value are the important factors influencing their decision.
Nevertheless, expense, good value, and variety are the second priority among Japanese tourists who are
different in terms of decision process compared to other countries - they put more focus on Attractiveness of

the place and safety.

Level of Thailand awareness among tourists in East Asia is above the average of 23 countries. Also, tourists
have good product knowledge related to travel in Thailand compared to other regions. Therefore this group
has a higher level of intention to visit Thailand. Beaches are perceived to be a distinctive tourism product and

service of Thailand, similar to Malaysia and Indonesia.
The key channel to access these tourists are word of mouth among tourists, tour operators and websites.
Tourists in ASEAN, South Asia, and Pacific

Beaches, trend, treasures, nature, and way of living are popular among tourists in ASEAN, South Asia, and
Pacific. Expenses, attractiveness of the destination, good value, and safety have high influence on their

decision when choosing a country to visit.

Level of Thailand awareness is the highest compared to other regions, resulted in a higher level of intention to
visit Thailand in the future. Among these tourists, beach has a distinctive positioning in Thailand, more

outstanding than Malaysia and Indonesia.

Word of mouth among tourists, advice from tour operators, TV programs, and websites are the key channels

to access these tourists.

UAE Tourists

UAE tourists are highly interested in beaches, trend and treasures. Nevertheless, there is strong opportunity
for promoting way of living, nature, wellness and spa. Attraction of place to visit, expense, good value, safety,
hospitality of local people, and facilities are the key factors influencing their decision when choosing a country

to visit.
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Level of Thailand awareness is considered high compared to other regions, resulting in a higher level of
intention to visit Thailand in the future. Thailand’s positioning among UAE’s tourists’ perception is different
from other tourists. Thailand is perceived distinctive for spa and wellness, similar to Malaysia. Indonesia is

perceived distinctive for nature.

The key sources of information among UAE tourists are word of mouth among tourists advice from tour

operators, and websites.
American Tourists

Beaches and treasures are the top two most popular type of tourism among American tourists, followed by
way of living, festivity, and trends. Attractiveness of destination, expense, good value, and safety are the key

concerns influencing their decision when considering places to visit.

Level of Thailand awareness is low, resulting in a low level of intention to visit in the future. Furthermore, long

distance to travel to Thailand and expense are also their barriers.

In terms of positioning, Thailand is outstanding for beach, similar to Malaysia and Indonesia. Thailand
beaches might not be so distinctive, compared to Caribbean or Maldives where are very much popular among
American tourists (referring to Market Intelligence 2008-2009). However, it is relatively more distinctive as
compared to the countries in the scope of the study; China, India, Japan, Vietham, Malaysia, Singapore, and
Indonesia.

It indicates that Thailand has potential to promote beaches together with treasure and other travel types that

the Americans prefer.

Word of mouth among tourists, advice from tour operators, and websites are the key channels to promote

access American tourists.

African Tourists

Beaches, nature, treasure, trend, and way of living are popular among African tourists. Attractiveness of the
place to visit, expense, good value, and safety are the key factors influencing their decision when choosing a

destination.
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Level of Thailand awareness is low among African tourists. To encourage a higher level of intention to visit,
Thailand needs to promote awareness level as the first step. Thailand tourism products and services and

expense are also the keys factors inducing them to visit Thailand.

Beaches are distinctive tourism products and services for Thailand, similar to Malaysia while Indonesia is
distinctive for its nature. The key channels to access these tourists are word of mouth among tourists, advice

from tour operators and websites.
Recommendation to promote Thailand tourism products and services to the tourists in 23 countries

Based on the needs of tourists from 23 countries in 5 different continents, this study proposes an alternative
way to categorize tourism products and services irrespective of the current classification according to TAT's 7
Wonders of Amazing Thailand. The new classification is done based on need based segmentation - in other
words it is based on tourists’ perspectives and expectations. This type of segmentation has involved a tool
used in result processing called ‘Latent Class’ in order to classify tourism products and services into groups.
The profiles of targeted groups will then be brought into analysis by considering demographic information

classified by travel behaviors (Behavioral Segmentation).

The new classification divided tourism products and services into 7 groups; Active Trip, Cultural Trip,

Shopping & Entertainment, Treasure, Family Trip, Diving /Yachting/ Spa and Beach & Golfing.

1st Group: Active Trip
Offering a variety of tourist attractions is the most influential factor influencing tourists within this group. For
example, the dream destination must be offering all in 1 trip which are beaches, adventurous places, variety of

activities and shopping activities.

2"9 Group: Cultural Trip
The most influential factor influencing this group is the attractiveness of way of living of local people, and good
value factor. These two factors are simultaneously needed in order to attract this target group.

3d Group: Shopping & Entertainment
The influential factors towards this type of travel are a combination of 4 factors including: type of travel
package, language and communication capability of the locals, attractiveness of accommodation e.g. hotels

and resorts and traveling period to the destination.

[ ]
lllelq ell Henuatusnysal lassmsdnmndnanmwiumseanazasduduazuimsvaaiion o 6/7/2017 ©Copyright 2009
J R

The Nielsen Company. This document is highly confidential and intended Tourism Authority of Thailand’s internal
[ L] e e o L e & @
use only.



In comparison to the other 6 groups, it is found that tourists under ‘Shopping and Entertainment’ are not only
focusing on attractive places or countries but also looking for interesting ‘market activities’ and hence are an
influential part of their decision making. Since this type of travel offers convenience and comfort, a way to
make this type of travel stands out is focusing on marketing plan and strategies. Effective marketing strategies
from these 4 factors have the potential to switch tourists from the destination that they have planned, as they

do not have strong loyalty on their planned destination.

4t Group: Treasure

Religion of local people and personal preference towards places or countries are the two most influential
factors on the decision of these tourists. This type of travel includes visiting architecture and religious sites.
Treasure travel relies on attractiveness of the destination or the country and experiences and knowledge.

These are the key elements to focus on in order to encourage this type of travel.

5t Group: Family Trip
The core target is family. The 3 factors influencing decision making are: opinions from family members, types
of tour package, and variety of tourist attractions. The marketing communication to attract this group must

take into account those factors including appropriate price which is highly important.

6" Group: Diving/ Yachting/ Spa

This type of travel is somewhat similar to Treasure travel. The most influential factor driving tourists for this
kind of travel is personal preference towards places or countries. This implies that the effective marketing
activities under this type of travel should focus on tourism products and services, for example attractive diving

areas, interesting sites for sailing and etc.

An important result from the analytical statistic study indicates that Spa and wellness is not considered a
destination as it is only supportive or tied in travel. It is a part of diving or yachting group. In sum, Spa and

wellness should be a combination for other travel package, not the main package itself.

7t Group: Beach & Golfing
Tour package, friendliness & hospitality of local people and variety of tourist attractions are the main driving

factors for destination selection.

The similarity between the 15t Group, 5" Group and 7" Group is sharing the same interest in ‘beach’. Beach
has a linkage with a variety of tourist attractions. Therefore variety is one element for marketing

communication to the target tourists of 15t Group, 5" Group and 7t Group.
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Target market of tourism products and services in each group

15t Group: Target market of Active Trip
Based on tourists’ preference, the potential target countries of this group are France, Italy, China, Vietnam,
USA and South Africa. Type of travelers of this group is mainly classed under intermediate group where

travelers journey on their own but normally book itinerary and accommodation through a travel agency.

2" Group: Target market of Cultural Trip

The potential targets include United Kingdom, Sweden, Germany, France, Italy, Russia, Australia and USA.
This product group draws the group of Advance travelers. The advance group is classified as a group of
travelers who search for information, handle their own itinerary and accommodation bookings and travel by

themselves where main sources of information are sourced by via the internet or acquaintances

39 Group: Target market of Shopping & Entertainment
The potential targets include Hong Kong, Malaysia, Singapore, India, Vietnam, Philippines and Indonesia. In
terms of the type, target of this product group covers “Intermediate and Beginner” travelers. Beginner means

travelers who rely on a travel agency on every task related to their journey including using a tour guide.

4" Group: Target market of Treasure
The potential targets include France, Italy, Japan, China, India and USA. By looking at the tourists’
classification, it is found that this type of travel visibly draws a number of interests from ‘Advanced and

Beginner’.

5" Group: Target market of Family Trip
The potential targets include United Kingdom, Sweden, Denmark, Russia, UAE, Malaysia, Singapore, India,
Australia and South Africa. Considering type of tourists, it indicates the both Intermediated and Beginner

travelers are interested in this product group more than Advance travelers.

6" Group: Target market of Diving/Yachting/Spa
The potential targets of this type include Germany, Russia, UAE, Korea, Hong Kong, and Taiwan.

Intermediate travelers are more interested in this type of travel more than Advanced and Beginner travelers.

7t Group: Target market of Beach & Golfing
The potential targets of this type include United Kingdom, Denmark, Finland, China, Malaysia, Vietham,

Indonesia, and USA. Both Advanced and Beginner travelers are interested in this type of travel.
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Recommendations for Marketing Communication

Overall tourists choose their travel destination by their preferred type of tourism product and service. Word of
mouth, advice from tour operators, websites, and travel scoop on TV are the key channels in terms of source

of travel information among tourists.

In some countries, especially Korea, the cyber community is becoming more important and plays powerful
role in influencing tourists’ decision. This indicates that tourists need in depth information on products and
services to encourage their decision to visit. Awareness of destination country is also required - where the

key channels are TV advertisements, radio or other kind of mass communications.

Referring the Nielsen’s Global Survey 2009, consumers have varying degrees of trust in each communication

channel.

Recommendations or word of mouth among consumers is the most reliable source of information followed by
manufacturers’ websites and consumers’ opinion on the internet which is at the same level of reliable source.
Other sources are articles e.g. article in the newspaper, brand sponsorship while TV advertisements,
newspapers, magazines and radio are at a moderate level of reliability. Mass media only achieves moderate

trust from consumers.

Word of mouth communication by leveraging tourists’ shared experience (e.g. articles that show their opinion
and experience towards traveling in Thailand) is the most effective type of communication. This can be used
to educate target tourists. TV advertisements or other type of mass communications should be used for

building awareness of Thailand.

From this study, tourists in general have the nature of information “seeker” to secure their decision. Therefore,
TAT needs to give an in depth details to endorse distinctiveness of Thailand’s tourism products and services.

Also another key content to communicate is good value experience among tourists who visited Thailand.

Considering marketing process, there are 2 phases to focus on. The first is communication to draw tourists to
visit Thailand. The second is to manage experience through good products and services. For Thailand, TAT
should put more focus on communication rather than experience management because low level of country
awareness and product knowledge of Thailand is found in many regions. This results in a low level of their
intention to visit Thailand in the future, while Thailand tourism products and services gain a high score of
satisfaction from experienced tourists. In short, Thailand has good tourism product and service, but lacks

strong communication to attract tourists.
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Nevertheless, Thailand is distinctively known for it's beach destinations which should be considered a
strategic product and educate more on product knowledge in order to differentiate from Malaysia and
Indonesia where they are likely to be outstanding in this type of travel. In addition, beach is considered

attractive to both Thai tourists, Expatriates, and tourists in 23 countries.

To create more opportunity for Thailand tourism products and services, TAT can increase value by bundling
the products according to the new classification proposed; Active trip, Cultural trip, Shopping and

Entertainment, Treasure, Family trip, Diving/Yachting/Spa, Beach and Golfing.
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