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Tourism and Hospitality
Trend and Analysis
012012

By Assistant Professor Dr. Chanin Yoopetch

implementation. Thailand’s tourism industry is well-known for various crises, including SARS, political-unrest, earthquake in -
its resilience. Despite the flood problem at the end of 2011, Japan and the recent flooding in many parts of the country.
the overall number of intemational visitors increased about In addition, barriers to the tourism growth in quarters 1 and 2
20% from the end of 2010. With great tourism attractions, of 2012 are related to the global economy and no’ruraludisos—

Thailand has demonstrated the ability to bounce back from ters, not from political crisis.



Tourism Development  Tourism Development
In 2012 and Marketing

With government budget and private funding, several tour-
ism destinations can now be rebuilt and recreated. Always
in the time of crisis, there exist opportunities to improve and
redirect the vision and goals of tourism products and serv-
ices. Many tfourism-related organizations utilize this time to
reshape and refocus their target markets. Some focus more
on their niche markets, while some changed their target mar-

ket from foreigners to domestic travelers.

Europe debt crises and slow US economic recovery pro-
vided sufficient evidence that few numbers of visitors from
those countries can be expected. However, the growth in the
number of international tourists can be expected from coun-
tries like Saudi Arabia, Russia, India, and China. Development
of high quadlity tour packages and programs should be de-
veloped to help attract more tourists and generate more val-

ues for all stakeholders of the tourism-related organizations.

Tourism industry is known fo be sensitive to the economic
and political situations domestically and globally, causing the
difficulty in obtaining the accurate forecast for the tourism
growth. However, the trends can be obviously observed in
that the areas of cultural and heritage tourism continue to
grow among domestic and international travelers. In addi-
tion, Thai and foreign investors expand their businesses into
the hearts of cultural and heritage tourism areas throughout

the country.

Although there are a number of negative factors affect-
ing the tourism industry (such as the rise of labor costs and
gos prices and global economic decline), more tourism pro-
motion should be implemented in other potential markets,
including Brazil and other South American countries. For the
tourism development aspect, domestic tourism development
appears to be the continuous improvement and never-fin-
ished tasks for the local stakeholders. In some areas still af-
fected by the aftermath of the flood crisis, including Bang-
kok and Ayutthaya, the responsible government agencies
together with communities have to renovate and redevelop

the tourism areas.

In the aspect of tourism marketing, aside from the impor-
tance of social media, additional fourism road shows and
direct marketing activities by fourism organizations, such as
the Tourism Authority of Thailand, in the international tourism
conferences, are highly crucial to boost the awareness and
to draw a new group of travelers, especially in South America
and Middle East. Currently, several countries in Africa dem-
onstrate greater economic improvement and this could pro-

vide potential market for Thai tourism in the near future.
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Museums Are Tourist Aftractions

M useums are places of fourist attractions. In fiscal year

2010, more than 5.9 million people visited the Brit-
ish Museum (British Museum, 2011) and more than 5.6 million
visitors came to the MET (Metropolitan Museum of Art, 2011).
Tourists visit museums for different reasons. Some visit fo seek
knowledge because they see museums learning centers.
Some visit for pleasure. To them, museums are entertain-
ment centers.  Others visit museums to appreciate the build-
ings’ architecture and interior design. To them, museums
are sightseeing centers. In order to attract visitors, some
museums keep on strengthening and improving their collec-

tions. Some infroduce new and advanced digital interpreta-

0

tion techniques. Nonetheless, in order to become a tourist

attraction, a museum has to make itself known to visitors.

It is difficult to get an official figure of the number of mu-
seums, both private and public, in Thailand.  Though the
visiting rate of these museums in general is not comparable
with those of the British Museum and the MET, museums in
Thailand have their unique attraction. The National Museum
Bangkok is part of the Wang Na (the “Front Palace”) (fig.
1. The collections of the museum are “arguably the most
comprehensive museum in the region” (Kelly, 2001, p. 10)

(fig. 2). The Siam Museum emphasizes maximized interaction



with visitors. The Raftanakosin Exhibition Hall employs new and advanced digital interpretation techniques in its presentations

to visitors (fig. 3). Owing to the various reasons why tourists visit museums——in particular, budget restrictions——not all museums

can afford huge expenses in promoting themselves. However, the following might help a museum promote itself and attract

more visitors:

Figure 1 Figure 2

W itprigfelnc -

Figure 3

Figure 1: The Gallery of Thai History inside the National Museum Bangkok is a part of the former Front Palace

Figure 2: A royal chariot inside the National Museum Bangkok

Figure 3: The graphic sensor at the entrance of the Rattanakosin Exhibition Centre

. Set Up Temporary and Special Exhibitions
Temporary or special exhibitions are meant fo
provide new contfents so as fo attract repeat
visitors and entice new ones. Up to a point, word of
mouth is a better promotional means than other promo-

fion mix such as advertising.

Collaboration with Museums, Cultural
Centers and Embassies

A museum can link up with other museums

that have the same nature or neighboring museums to

promote activities and share information mutually, and
to avoid any overlapping of functions. A museum can
also set up networks with diplomatic institutes such as
the British Council and the Japan Information and Cul-
tural Center to facilitate the introduction of the museum

overseds.

. Travelling Exhibitions
A museum can organize exhibitions in schools
or in places fo reach out target groups which

are beyond its physical reach.

. Exchange Exhibition with Overseas or Local

Museums

A museum can exchange exhibitions and
collaborate with other other museums or organizations .
A museum can launch exchange exhibitions with over-

seas counterparts to promote itself.

Allin all, museums are unique in different aspects. Some pro-
vide precious resources for fourists. Some are landmarks and
great sights for fourists. To make a museum known to visitors,
it does not need to depend on an expensive promotion mix.
As this article has shown, there are several ways with which

museums can promote itself.

11
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round 6-8% of Thailand’s GDP comes from tourism, and
Aindirec’r economic benefits from government spending
on tourism activities and investments bring that figure up to
11% of GDP. Thailand has become a popular tourist destina-
tion for visitors from all around the world. The country has
been promoted fo the world as a land rich in charms and
cultures. The campaign “Miracle Thailand” was launched to
emphasize the country’s attractive image, and to capture
potential markets at both the national and international lev-

els.

The idea of “creative economy” was put forward by the
former government to add value into products and services
by applying creativity, hoping to generate higher income
among the various industries. Fifteen types of industries, in-
cluding the tourism sector, were proposed and given support
to become the main creative economy market for Thailand,
as creativity is regarded as a tool to increase the oppor-
tunity to compete in the region. The current prime minister
mentioned in the policy statement delivered to the National
Assembly on 23 August 2011 that the government would in-
crease opportunities for market access and integrate small-

and micro community enterprises info the creative economy
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as this will help small businesses produce goods and services
with high value and better quality while promoting a knowl-
edge-based, skill-based, and creative society . A report from
the United Nations Conference on Trade and Development
mentioned that Thailand ranked 19th  among various coun-
tries in the world and the first in the ASEAN region with the
highest creative industrial value. Needless to say, creative
tourism has become one of the focal points of tourism devel-

opment in Thailand.

Academics Richard and Raymond define term “creative
tourism” as “A travel directed towards an engaged and
authentic experience, with participative learning in the arts,
heritage, or special character of a place; and it provides a
connection with those who reside in this place, and create

this living culture.”

The keywords for creative tourism are “authentic cultures”
“participation of tourists”, and “developing experience”.
Thus, the key idea of creating a creative tourism destination is
to enable tourists o enjoy authentic experiences, absorb local

cultures and gain knowledge through participative learning.



Information from the World Tourism Organization (WTO) shows
that the trend now among Europeans, especially Scandinavi-
ans, is an increase in the level of their interest in experiencing
unique and different cultures. Due to their cultural diversity
and higher educational level, their needs and expectations
lean towards wanting to leamn something new, and in aftain-
ing self-development. The demands of these groups have
gradually increased. Aging populations, especially from Eu-
rope and America, have more time for fourism and are look-
ing at exploring new cultures and attaining self-development.
This only adds to the pleasures and rewards of tfraveling. The

data from UNTAC shows that an increasing number of tour-

Creative Tourism

Business Model Main Characteristics

ists are keener on learning cultures and on participating in
activities with local people. The result increases the overalll
economic rewards in ferms of job creation, revenue genera-

tion, and an enhanced destination image.

Compared to traditional cultural tourism which also aims to
promote local culture to tourists, creative tourism has sig-
nificant differences in its implications. The following table is
taken from a study by Rossitza Ohridska-Olson and Stanislav
lvanov, showing the differences between creative tourism

and traditional cultural tourism:

Traditional Cultural Tourism
Business Model Main Characteristics

Resource Set: Based on local creative capital in constant
development. Any artistic or creative process can be a
resource for creative fourism: From basket weaving in Egypt
to samba dancing in Cuba, from guitar making classes in
Kaznaluk to repussé metalworking in New York.

Target markets: small groups and individuals with narrow
niche interests

Benefits for the cultural heritage: non-destructive participa-
tion, visitors’ responsibility, creation of new cultural heritage

Sustainability: very high, since creative tourism is based on
a continuous process of creation

Resource Set: Based on existing cultural heritage resources
with predetermined characteristics: Iconic buildings, mega
cultural events; Historically established brands of influence:
UNESCO World Heritage List, National Monuments lists, etc.

Target markets: large groups and individuals with general
interests in culture

Benefits for the cultural heritage: mass cultural tourism al-
ready represents a danger for many cultural heritage sites

Sustainability: limited, since the resources for cultural tfourism
in many cases are not renewable

By Rossitza Ohridska-Olson and Stanislav lvanov

As mentioned earlier, Thailand is a country that is rich in
culture and heritage, as well as  human capital that has
the right attributes of hospitality. These are fundamental re-
sources in creating the creative tourism model. Based on the

UNESCO factors, the following reasons show that Thailand has

the necessary assets for a successful creative tourism:

e Unique local offerings and unique local arts and crafts
e Human capital and Thai hospitality

e Linked infrastructure

It is undeniable that the success of tourism destinations de-
pends so much on its image and a feeling of value for money
amongst tourists. By creating an ongoing development of
creativity, it will help the country to gain benefits and pro-
mote the sustainability of tourism in Thailand. So far, the Tour-
ism Authority of Thailand has promoted tourism in campaigns
to various target groups around the world. Based on the in-
formation from the Bangkok Post in its October 25, 2011 issue,
the four current main tourism targets with high purchasing

power are golfers, medical tourists, newly-weds, and eco-
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tourists. On the other hand, the fastest growing market is the
European market, mainly Russia, Turkey and Israel. Despite this
fact, the establishment of creative tourism in Thailand can be
developed in parallel, and can be explicitly added to eco-
tourism as both share the foundation of sustainability and the
involvement of the local community. It is time fo put down
the foundation and pave the way to successfully develop

creative tourism in Thailand.

In the Photo: Tourist has involvement with regional culture
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