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appy New Year 2013 to all the readers of THM Quarterly Review.
HOn behalf of the Tourism and Hospitality Management Division,
Mahidol University International College, | would like to wish you
good health, happiness, and success in the coming year and al-
ways. From the tourism sector’s point of view, the New Year holidays
and celebration, like any other festive events, usually help boost the
tourism industry as the longer break can support the spending of
the tourists on accommodation, transportation and food, leading
to greater tourism revenue. In general, the tourism industry benefits
from supporting factors like long holidays, low exchange rate, and

economic growth.
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Thailand’s Economic Growth

Despite the media’s on-and-off reporting on political instability, the Thai econ-
omy has performed stronger than expected. The important support from private
consumption and investment triggered more business and economic activities,
especially in the second and third quarters of 2012. The overall investment in
Thailand increased 16.5% in the third quarter. The expected economic growth
for 2012 was around 5.5 % while the expected growth rate for 2013 is approxi-

mately 5 %.

For Thailand's tourismm market, short-term tourism market appears to be quite
positive due to constant increase in the number of visitors from around the
world and the signs of recovery of the US economy-the world’s largest econo-
my-such as improving employment rate, despite the chronic economic crisis in
Europe. In addition, the number of international tourist arrivals is expected to be
around 21 milion by the end of December 2012, with total revenue estimated
at Baht 920 billion. In the long run, Thailand should have positive market poten-
fials due to the arrival of Asian fourists, especially from ASEAN countries. One
major tourist attraction in the near future would be the Formula One race to

be hosted by Thailand in 2014.

Another supporting factor for Thai fourism and hospitality is the reopening of
Don Mueang airport, increasing the capacity of the airports and airlines (espe-
cially the low cost carriers) in serving their customers. This is an opportunity for
both existing and new airine companies to compete and to further develop

the airline industry.

Regional Tourism Development

ASEAN economic development is on the rise and the trend indicates it will
continue into the next decade at least. At the moment, both tourists and busi-
ness fravelers from the region drive the significant increases in the number of
visitors to Thailand.  Another important group is tourism and hospitality business
developers, seeking for opportunities to expand their business even as Thai

companies also search for further expansion.



One of the ASEAN countries with an estimated high business and economic
expansion is Myanmar. From several crucial changes in the countries, including
the historical visit of US President Barack Obama, the country has been spurred
to develop its tourism and hospitality industry in all aspects, including fourism
education, hotel quality and quantity, and fransportation and infrastructure im-
provement in order to be prepared for continuous development. The average
daily rate (ADR) has increased 350% since 2007, providing the clear evidence
of the country’s increasingly improving tourism performance. Countries with es-
tablished infrastructure, such as Singapore, Malaysia and Thailand, must improve
their infrastructure, especially in the areas close to the borders of their neighbors.
Tourism logistics for all land, air and marine transportations are key for the ef-
fective connectivity among neighbors. Thailand is located in the center of the
region, thus it should have more advantages in the logistic network. The main
question is how can Thailand capitalize on this strength to and take advantage

of upcoming opportunities.

Opportunities and Challenges in 2013 for Tourism
and Hospitality Industry

Clearly, there are great opportunities for Thai tourism and hospitality firms to
grow internationally in all sectors, including travel agency, tour operator, hotel,
spa and airlines. Thailand’s economic development in the coming year relies
on the improvement of infrastructure to meet international standards in sup-
porting the creation of the ASEAN regional transportation network. Moreover,
a key resource for the development is always human resources. Human resources
must be ready to work and cooperate with infernational partners to build and
develop business opportunities, The communication skills of human resources
at all levels are crucial for long-term tourism and hospitality business growth.
In this area, companies should invest and emphasize on leaming, training and

capacity building to ensure high quality service for all the visitors.
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In the New Era

his arficle aims to provide a list
Tof important factors affecting the
survival and success of companies
in the tourism and hospitality indus-
try. Firstly, all firms have fo understand
the economic changes and fluctua-
tions at both the local and global
levels because with globalization and
the advent of e-commerce and mo-
bile applications, both small and big
companies now compete in the same
playing field. In addition, tourism com-
panies should follow tourism forecasts
and development in order fo seek
new opportunities and to better man-
age their resources and capabilities

appropriately.

Tourism resources are among the most
important factors for the fourism in-
dustry. Some tfourism destinations are
popular only for a short period of time
while some continue tfo develop and
cope with the continuously increasing

number of visitors over the years. The

Key Pactors In the Success o
Tourism and Hospifality Firms

main point is the quality of tourism
resources and the introduction of new
fourism destinations in the area. For
example, Singapore continues to sus-
fain the attention of visitors with new
aftractions, like the Universal Studios
and Gardens by the Bay, despite the

city-state’s limited land resources.

Crimes in the fourism business sector
and crimes against fourists are also
real challenges to tourism develop-
ment in any country. Safety is one of
the top priorities for tourists when they
plan their trips. The destination with a
high crime rate can expect a declin-

ing number of visitors in the long run.

Human resources and labor concerns
are the core of tourism and hospitality
businesses. However, the cost of man-
aging human resources can be very
expensive for the companies and the
cost is highly related fo the availability

of skilled and unskilled labors.



Business development and business
climate are related to the growth op-
portunities and many of these factors,
such as the deterioration of public
infrastructure or the unavailability of
street signs, cannot be controlled by
the firms. If necessary, private compa-
nies have to invest in order fo provide

better services to their customers.

Operating in domestic or international
markets, the firms have to comply with
the existing laws and regulations. It is
crucial fo all firms to learn and under-
stand in detail all the important regu-
latory issues to prevent legal problems

in the future.

To summarize, Table 1 below provides
the list of factors and issues that four-
ism and hospitality businesses must

consider.

These are the main areas of concermns
for all firms in the tourism and hospi-
tality industry. They should prepare for
these issues to ensure that they can
survive and outperform their competi-

tors in the long run.

References:

Dudensing, R. M. Hughes, D. W.
Shields, M. (2011), “Perceptions of
Tourism Promotion and Business Chal-
lenges: A Survey-based Comparison
of Tourism Businesses and Promotion

Organizations,” Tourism Management,

Vol. 32 No. 6 pp. 1453-1462.

Table 1 Key Factors Affecting Tourism and Hospitality Firms

1. Economic Situations

- Local economic situation
- Regional economic development

- Global economic development

2. Tourism Resources

- Collaboration between private and
government agencies in conducting
tourism resource development plan-
ning (integrated plans and strategies
on tourism resource management)

- Tourism network development

- Development of new tourism desti-
nation

- Maintenance of quality of tourism re-
sources (including cultural and natural
resources)

- Adoption of sustainable tourism pro-
grams by stakeholders of the tourism

and hospitality industries

- Crimes against tourists
- Business crimes, including electronic

crimes

4, Human Resources and Labor

Concerns

- Wage rafes

- Employee retention

- Labor force work ethics

- Availability of management profes-
sionals

- Availability of skilled workers

- Availability of unskilled workers

5. Business Development

- Competition from other areas
- Marketing problems

- Business planning

. Business Climate

- Health insurance cost
- Energy cost

- Deteriorating public infrastructure

7. Regulatory Compliance

- Complying with environment regula-
tions

- Complying with workplace safety
regulations

- Product or service liability issues

- Business zoning/Building requirements

Source: Adapted from Dudensing et al. (2011),
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Wind Caves and Sustainable

Development

hailand and Italy share a few things
Tin common. In Bangkok, many pal-
aces built during the reigns of Rama
V and Rama VI have an Italian style:
Ananta Samakhon Throne Hall and
its Carrara marbles is an example. Or
| can quote General Gerini, one of
the founders of the Siam Society, by
mentioning Silpa Bhirasri, Italian sculp-
for and artist whose artistic activities

spanned four reigns, from Rama VI to

Rama IX.

When it comes to natural tourist at-
tractions, both Thailand and Italy share
a cave with the same name: Thai-
land has ai, and ltaly has “La Grotta
del Vento”, both names meaning the

same: “The Wind Cave.”

au is actually located in Pang Ma
Pha province, north of Chiang Mai.
La Grotta del Vento is about 60 kilo-
meters north of Pisa. The name refers
to the so-called “chimney phenom-
enon”: as both caves have upper and
lower openings, the difference of tem-
perature inside and outside the cave
causes wind to pass through the cave.
In 83, this is determined by the actual
thermal excursion between day and
night. For La Grotta del Vento, how-
ever, the seasons determine the wind
direction. The temperature inside it is
about 12 degree Celsius. The direction
of the wind depends on the seasons:
during late spring and summer, as the
external temperatures reach 20s and

30s, the air inside the cave is actu-

ally heavier than the afmospheric air
outside. Therefore, the cold air precipi-
tates to the lower entfrance. In winter,
with tfemperatures reaching 0° Celsius,
the phenomenon reverses: the air from
inside the cave goes through the up-
per openings, with cold air entfering

through the lower opening.

Both of them have the usual forma-
tions of stalactites and stalagmites as
well as flowstones. While the length
of Al is 3.5 kilometers, La Grotta del
Vento is not more than 2.2 kilometers
long. Compared to other caves found
elsewhere in the world, these two are
shorter. The Mammoth Cave in the US
runs for 579 kilometers, for instance.
Here in Thailand, Phra Wang Daeng
Cave in Phitsanulok is about 13 kilo-

meters long.

Unlike many other Italion natural at-
fractions and works of art, which are
owned and confrolled by national in-
stitutions, La Grotta del Vento is under

a private enterprise.

The cave has long been known among
the locals. Stories of the presence of
the wind in the cave have been part
of local folklore. It was only in 1898,
however, that the first exploration of
the cave was attempted. Youngsters
living near the cave convinced a
young gitl to enter it through the nar-
row opening. The girl tried to, but the
darkness scared her, making her go

out of the cave immediately.
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The earliest spelaeological activities in
the cave only started in the 1930s,
with the discovery of some parts of
the cave. More parts were discov-
ered in the 1960s onwards. As the
cave began to be explored further,
the leader of the local spelaeological
group became interested in opening
the cave fo the public. As a result,
“La Grotta del Vento” was born. The
story is also amazing due fo the fact
that the cave is located in a quite
remotfe area. It can only be reached
through a road, some parts of which
narrow down to just one lane, zigzag-

ging around mountains.

Apart from stalactites and stalagmites,
the remains of cave bears found in-
side the cave itself are now on dis-
play, together with a reconstruction of

these animals.

There is also an underground river,
aptly named Acherons, affer the Un-

derworld River of Greek and Roman

mythologies.

| have written of stalactites and sta-
lagmites. What | forgot to say is that it
takes millions of years in order for them
fo form. At the same time, it does
not take that long to destroy them. As
you look at stalactites and stalagmites,
these geological formations can be
considered as “alive” as long as the
calcium bicarbonate still drops from
them. As soon as it stops dropping.
whether due to nafure - earthquakes
or similar - or by human intervention
- vandalism or souvenir quest -the
stalactites start to deteriorate, and
become not that different from very

fragile surfaces.

An example comes from La Grotfta
del Vento itself. During the 1930s and
1940s, some locals entered the cave
and took some of the stalactites fo be
used as decorations for tombs in the

local cemetery. After some time, the

A Photo I: Grotta del Vento: Stalactites and stalagmites joint together in a column

The photo was taken by the author

stalactites were reduced to powder.
This example shows how vandalism,
coupled with ignorance, can lead to
destruction of such natural wonders.
Thus, the problem of managing a nat-
ural cave without actually destroying it
becomes fundamental. It is forbidden
to touch those concretions, as hands
touching them can leave marks and
cause changes in the bicarbonate
flow, thus, causing the death of the
stalactites and stalagmites. If | may
use an analogy in @ museum envi-
ronment: no custodian in the Louvre
would let any visitor fouch Leonardo

da Vinci’s Mona Lisa.

Aside from earning revenues, La Grot-
ta del Vento is made ccessible to

tourists for two reasons:

Firstly, fo maximize the visitor's experi-
ence. Maximizing does not mean let-
ting fourists do whatever they like, but
making them realize the relevance of
the natural elements they are actually
in. Therefore, apart from different kinds
of itineraries——depending on inferests
and physical abilities-tour guiding and
interpretive tools help the visitors gain
more knowledge and appreciate bet-

ter the environment they are in.

Apart from multilingual four guides,
there are audio tools that comple-
ment the visit. These explain the var-
ious parts of the cave and discuss
how spelaeological equipment help in
further exploring the cave. The long
and difficult process of the formation
of concretions is also explained. These
help visitors to appreciate and respect

these natural elements.



The way the cave is actually made
accessible to the fourists serves as a
thoughtful approach to sustainable
development. Electric lights are in-
stalled inside the cave in a compart-
mentalized manner, so as to prevent
fungi and other elements from affect-

ing the concretions.

The La Grotta del Vento is an exam-
ple of sustainable development, which
has been a fourism buzzword for the
lost decade. If the owners allowed
visitors fo do whatever they wanted,
they could have gotten more advan-
tages - and economic retums - out of
it. Within two decades however, the
cave would have been degraded to
something unworthy to be seen. Bal-
ancing economic return and preser-
vation, they can pass the baton fo
the next generation, and the cave will
remain a jewel of the region for a
long time. It also means the ability to
obtain economic returns for a longer

period of fime.

There is a lesson to be leamned out
of this: keeping a resource as much
natural as possible as well as a good
source of economic revenue are not
two incompatible ideas. Nature and
art are two perishable resources. Trans-
ferring the idea tfo Thailand’s  tour-
ism industry, sustainable development
should be the prerogative, focusing
less on fourist arrivals and more on

visitation quality.

One of the usual complaints | have
heard about Thai tourist places from
foreign fourists is the overcrowding in

beach resources. Overcrowding goes

A Photo 2: Grotta del Vento: The descent fo the lowest part
The photo was taken by the author

hand-in-hand with overbuilding: there
are too many condominiums - or ho-
tels — present, which create tourism
enclaves, thus destroying the same
atmosphere the fourists came to ex-
perience in the first place. As a most
recent example, | would like to refer to
the hotel recently built ot Amphawa
Floating Market. The hotel itself might
benefit the local community as tourists
are able to stay in the place longer
and buy more products. However, it
spoils the atmosphere of the place,
bringing locals info disarray, and com-
mercializes what originally was a lo-
cal activity. The local population was
already so annoyed because the nu-
merous foreign visitors had chased
away the fireflies, one of the local
attractions. The hotel in the long run
will likewise contribute to the death of
what was before a thriving and real

community.
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A The contestants of the Future Leaders Forum 2012

terials. The top 3 winners were select- 'T‘- I:m

ed by a panel of professionals during e ot SID

the Forum. The winners will then travel

to Frankfurt, Germany fo present their I %gl)?- MP['MCI-IT& C
proposals in the finals of the Interna- RE LEADERS FORUM

tional University Challenge during IMEX
2013. As one of the five finalists, |
gave a speech about the global is-
sue on “Mass Tourism.” | was chosen
as the runner-up. | am fruly honored

to get this opportunity to demonstrate

my creativity and leadership skills as

A Nuttapol Areechom (left) with other two contestants of
well as to be able to interact with the Future Leaders Forum 2012

other students from top universities.
Moreover, | was invited to attend the
“Weaving Asia Cocktail Dinner”, where
| had a chance to meet the most in-
fluential business people in the meet-
ing industry. As the regional represent-
atfive of Thailand, | will prepare and
will definitely try my best to perform

well in the World Forum.
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Museums Siam

Photo by Pratchaya Leelapratchay

Museums are Visitor Aftractions:

The Consumptive Nature of Museums

or museums, their visiting rate s
Fimpor’ron’r because it is used to
measure their popularity.  “For the
second year in o row, the museum
enjoyed near-record attendance dur-
ing the week between Christmas and
New Years, with over 159,000 visitors
for the week,” according fo the An-
nual Report for Year 2006-2007 of the
Metropolitan Museum of Art (p.5). This
near-record attendance was regarded

as one of the achievements of the

museum in that fiscal year.

This popularity is important for muse-
ums fo get funding from governments
or donations from private organiza-
fions. It is quite difficult for museums
fo survive without funds and dona-
fions. In the fiscal year 2011-2012, the
revenue of the Hong Kong Museum
of History was around HK$3.5 million
(US$450,000); but the expenditure was

HK$67.60 million (around USS$8.7 million).

With respect to the Albert and Vic-
foria Museum in London, government
funds shared 60% to 70% of its annual
budget (Helen Jones, Planning Man-
ager, personal communication, March

11, 2008).

Popularity is an indicator of the con-
fribution of museums to society. Mu-
seums have to identify themselves as
an “industry with an economic role to
play in social life, and with customers
to satisfy” (Hooper-Greenhill, 1995, p.
2). In the Strafegic Plan 2007 — 2012
of the Victoria and Albert Museum

(2006), it was written:

Our challenge now is to sustain and
consolidate this success. Fundamental
to this is making the case to Gov-
ernment for public funding because
without adequate core resources we
will be unable fo maintain even the

current level of public benefit (p.6).



However, this popularity claim be-
comes sensitive during the economic
downtun of a country. “After the
1997 economic crisis, the (Singapore)
government became very cautious in
dllocating funds to museums in Sin-
gapore,” said Ahmad Mashadi, Head
of the National University of Singapore
Museum  (personal  communication,

February 14, 2008).

Despite the importance of visiting rate,
it is quantitative and unreliable. It is
quantitative because it only shows the
oufcome, not the output of museums.
It is unreliable because some people
visit museums not for exhibitions, but
for car parking or detouring, for ex-

ample.

In fact, important and famous muse-
ums around the world seldom con-
sider increasing their visiting rates as
the reason for their existence or their
sole contribution fo their society. The
missions of these museums are not to
attract visitors. For the British Museum,
its mission is “for the benefit of the
public” (Smith, 2007). The Victoria and
Albert Museum is supposed to act as
a cultural diplomat to bridge differ-
ent cultures and generate cultural ex-
change, and to achieve a level of
excellence (Helen Jones, the Planning
Manager of the Victoria and Albert
Museum, personal  communication,

March 11, 2008).

Museums are learning centers (Ambro-
se and Paine, 2006). Museums have
long been compared to universities
and libraries for their educational roles.

International  museum  organizations,

Figure 1: The front facade of the Hong Kong Museum of History. The

photo was taken by the author in front of the Museum.

Figure 2: The lobby of the Metropolitan Museum of Art in New York,

The photo was taken by the author inside the Museum.
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museum researchers, museum scholars
and museum administrators commonly
see the importance of museums as
a means to enhance and to enrich
the diffusion of knowledge. In 1973,
the Museum Accreditation: Professional
Standards of the American Association
of Museums defined a museum as “an
organized and permanent non-profit
institution, essentially educational or
aesthetic in purpose, with professional
staff, which owns and utilizes tangible

objects, cares for them and exhibits

them to the public on some regu-

BE

lar schedule” (cited in Weil, 1990, p.
45). In 1974, the International Coun-
cil of Museums (ICOM) declared that
an important function of museums is
to educate (Hein, 2000). Museum
researchers Dierking and Falk (2000),
and museum scholars Hein (1998)
and Hooper-Greenhill (2004), stated
that museums are important learn-
ing centers.  Museum administrators
Alisa Bhoocha-oom, Museum Enter-
prise Manager of the Siam Museum
in Bangkok (personal communication,

April 4, 2012), and Justin Morris, Head

of Strategic Planning and Collections
Services of the British Museum in Lon-
don (personal communication, March
13, 2008), remarked that museums are
places where Vvisitors come to leamn.
The consumptive nature of museums is
based on their role of being leaming

centers.

On the next two issues of the Quarterly
Review, the author will write about the
ways museums facilitate and activate

learning inside museums.





