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Overview of Thai Tourism industry

n 2011 foreign tourists posted an

average of 964 days of stay in

Thailand, and spent an average of
4,187 Baht per day, according fo the
Ministry of Tourism and Sports. Thai-
land has shown its strength despite the
problems caused by the floods and
the concurrent global financial crisis.
Among its strengths is destination loy-
alty, observed from the number of re-
visits, which accounted for 63.7% of all
tourists. In addition, Thailand is ranked
no. 1 for outbound Indian travelers, es-
pecially in the areas of golf, luxury hol-

idays, weddings and medical tourism.

The Central Bank of Thailand expects
high economic growth for Thailand
at the end of the year. In May 2012,
many institutions provided the expect-
ed economic expansion to be around

6-7.5%, despite heated political conflicts.

The soon-to-be formed ASEAN Eco-
nomic Community (AEC) will undoubt-
edly offer both threats and opportuni-
fies. On the growth side, the flow of
fourists among ASEAN regions should
lead to a new high record. The high-
est number of tourists from ASEAN
countries came from Malaysia. On the
other hand, higher economic growth
in other neighboring countries, such as
Vietnam, can be considered the new

market for Thai tourism.

Another opportunity for Thai tourism
industry is related to its being a host
for international events, such as the
World Economic Forum and Formula 1
car race. These events directly support
positive awareness of Thailand among
fravelers and consequently help boost
the number of visits by international

tourists.
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Regional Tourism

With the development of AEC and its
effects on the Tourism industry, four-
ism organizations should enhance
their understanding of the culture of
our neighboring countries to prepare
for the flow of tourists. Clearly, AEC
opens many windows of opportuni-
fies for Thai hospitality firms to expand
their markets and customers. Howev-
er, there are a number of issues that
have to be improved and prepared.
For example, languages should not be
taken for granted. English language is
still the most widely used infernation-
al language among all travelers from
around the world. In addition, even
though ASEAN countries are neighbors,
detailed cultural differences should not
be ignored in order to achieve good
understanding and better collabora-
tion. The Greater Mae Khong Sub-Re-
gion is also a key growth area of the
tourism sector. Greater and closer col-
laboration among member countries

will accelerate the mobility of tourists.

Currently, it seems Myanmar is be-
coming ready for a more open mar-
ket policy and as a result, the tour-
ism industry in Myanmar is ready to
grow too. This will make tfourism in the
western part of Thailand become more
interesting. Tourism destinations in the
western parts, such as Kanchanaburi
and other provinces, should prepare

for more competition in the regions.

Hospitality Industry

Thailand always has always shown its
strength in the fransportation infra-
structure as demonstrated by more
than 500 international flights weekly.
The countfry connects with more than
190 cities in all continents. Thai hospi-
tality industry is known fo be strong for

its value-for-money characteristics and

14

beautiful Thai culture. All these positive
aspects confinually aftract visitors to
visit and revisit even if the country fac-
es natural disasters and political crisis.
The development of the hospitality in-
dustry has spread out more to major
destinations, such as Chiang Mai and
Samui. However, the higher cost of
property and land, including construc-
fion costs, affect the hospitality invest-

ments, especially after the flood crisis.

Regional Investments in Hospital-
ity Industry

More investment in hospitality industry
has been spread out among ASEAN
countries. Hospitality investment in My-
anmar, especially in hotel sectors, has
significantly increased after the clear
signal of political adjustment in Myan-
mar. Hotel investment from Thai inves-
tfors, worth more than 8 billion Baht,
has been poured in to the hotel in-
dustry in Myanmar. In addition, more
flights and road projects are expected
in the next two years. The expected
growth in tourism industry in Myanmar
should provide more opportunities for
hospitality businesses throughout Thai-
land, especially provinces near the
borders, such as Myanmar and China.
Thailand now is the second largest
investor in Myanmar, after Singapore.
As a result, there are more opportuni-
ties for hotel expansion and increasing
number of tour packages to Myanmar.
Furthermore, rules and regulations in
Myanmar are likely to be changed to
be more open and friendlier to for-
eign investors. However, at present the
lows and legislations are considered
outdated and the country still faces
threats of political instability. Investors
should not be too afraid to miss the
opportunity tfrain and just jump in with-

out considering all important risk issues.

International Collaboration

The formation of the ASEAN Economic
Community (AEC) opens up great op-
portunities for Thailand. With its location
in the middle of ASEAN, Thailand can
be the strategic location for ASEAN in
terms of logistics and supply chain. In
addition, the concept of a single visa
for ASEAN countries is well adopted
among its member countries. The fact
is that the single visa can help support
the growth of ASEAN tourism network.
However, security issues should also
be considered. The trade-off between
fourism growth and security should be
further explored and discussed. There
are wide ranges of areas that ASEAN
countries can cooperate, such as de-
velopment of tour packages covering

highlights of each country.

Long-Term Growth of Thai Hos-
pitality

Additionally, Thailand is sfill strong in
the area of wellness and medical
tourism fogether with the concept of
green and organic hospitality centers.
Several resorts and hotels in Chiang
Mai and Phuket currently promote the
uses of organic products from their lo-

cal networks.

All'in all, tourism and hospitality trends
of Thailand continue to be positive
and the country has proved ifs resil-
ience affer the flood crisis and political
instability. There are more challenges
ahead and the hospitality firms have
to be always prepared, flexible and

ready to move on.
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Article By Robert(o) B. Gozzoli

Lecturer

The Tourism and Hospitality Manage-
ment Division

Mahidol University International College
(All photos are taken by the author)
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mong the varieties of tourism

existing today, cultural tour-

ism has seen its own boom.
In itself, cultural tourism is as old as
humankind. Going back to 600 BCE,
Greek writers such as Hecataeus and
Herodotus visited Egypt in order to ex-
perience a completely different land.
Coming to more recent fimes, the
Grand Tour done by young members
of Western aristocracy, mostly French,
German and English, to Iltaly, Greece
and the Middle East can be seen in
the same light. They were visiting lands
that were viewed as the ancestors of
their own cultures. From these “noble”
origins, cultural tourism has become an

economically attractive tourist activity.

In modern tfourism, cultural tourism is

one of the major assets. As tourists

Development

flock to France, UK, Italy, they go and
visit the Eiffel Tower in Paris or the
Coliseum or Sistine Chapel in Rome or
Buckingham Palace in London. From
an economic point of view, a large
part of the local economies in those
countries depends on such tourism,
from small souvenir shops to hospitality
industry, passing through guiding and

other similar activities.

The beach resort has been the im-
age Thailand has become famous for,
together with the friendliness of Thai
people. But | am wondering wheth-
er the numerous structures present in
some localities are already spoiling
the solitary atmosphere and the virgin
beauty of many of those resorts, which
are the main selling point. Moreover,

targeting only one kind of tourists
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completely ignores potential visitors
who are barely interested about sun
and sea. This in furn limits fourist visits
only to certain parts of the country,

while others are completely excluded.

What is the solution to it? Thailand, the
11th leading tourist destination world-
wide, has many offerings: It has three
World Heritage sites in the Built Herit-
age list, other sites are awaiting reg-
istration. It also has natural heritages,
and many natural beauties spanning

from north to south.

Therefore, | propose here that cultural
tourism be seriously considered as an
asset. My use of the term cultural tour-
ism refers to art, history and archaeol-

ogy. the so-called tangible heritage,

0

against the wider usage of the term.

At the moment, cultural fourism does
not really have a great impact on Thai
tourism figures. It cannot be denied
that the Grand Palace at Bangkok is
full of tourists, with Wat Pho and its Re-
clining Buddha also enjoying a good
share. But | would consider them as a
general part of the Bangkok experi-
ence, together with the Thai food or

the Floating Market.

The classic image of cultural tourism
is that of senior tourists going through
dusty ruins, trying to understand fully
collapsed buildings. An image like that
is certainly not particularly attractive
to anyone nor does it look like worthy

investing fime and money on it. | will

give the example of the Ayutthaya

Historical Park, a project dear to me.

Huge ruins, not many visitors and
usually concentrated around Viha-
ra Mongkholborphit, with tourists just
coming from Bangkok only for a daily
visit (fig. 1: Vihara Mongkholborphit).
The encroachment between Ayut-
thaya Historical Park and the modern
city around and in it creates a dis-
sonant feeling about the park itself,
as the buildings of the old capital are
actually surrounded by factories and

modern structures.

As soon as dark falls, there are not
enough attractions to keep any visitor
in place. With the exclusion of the an-
nual celebration marking the anniver-
sary of the registration of Ayutthaya in

the World Heritage List in December,

there is really nothing to enliven the



atmosphere there. Thus, the fourists do
not have any reasons to stay. Conse-
quently, the local economy is stag-
nating and the presence or absence
of the historical park substantially irrel-
evant for any local development. The
entrance fees go only fo the Fine Arts

Department.

A way of improving Ayutthaya has
been seen through the selection of
the city as a Thai candidate for the
2020 World Expo. While different Thai
national agencies are still working on
it, the severe flooding that submerged
the city in its entirety last year might
have struck a severe blow over such
aspirations. The flood has also severely
damaged partially collapsing  struc-
tures such as Wat Chaiwatthanaram,
so the fate of the old capital and its
park may seem doomed (fig. 2: side

enfrance of Wat Chaiwatthanaram).

Trying to strike a positive note, there
are at least a couple of directives fo

be followed for Ayutthaya:

1. Make a final decision that Ayut-
thaya should be a fourist place,
therefore relocating the factories
in the immediate surroundings and
bringing back the original land-
scape, an dalluvial floodplain with
the city island protected by its kh-
longs. As the floods demonstrated, it
is quite difficult to save the heavy
industrial estates present on the ter-
ritory if another inundation comes to
happen. Such a retun to the origins

will also help the historical site in

case of any future inundation.

2. There should be an interaction
between the Fine Arts Department
and the local community, in order
that the park itself is offered to the
local community as an assetf, where
they can enjoy its profits. Such in-
teraction will favor establishing tour-
ist directives and opportunities in
a greatfer span. Activities can be
creafed, services improved, so that
the local economy can develop
and thrive. At the same time, the
Fine Arts Department would have
the opportunity to do its job in pre-

serving the antiquities, not its actual

development.

A sense of entfrepreneurship and out-
of-the-box thinking can bring dusty
sites info o cultural and economic
boon for the local communities. | can
supply a quite recent example about
it. The visit fo Ayutthaya by Their Maj-
esties, the King and Queen of Thai-
land, has demonstrated the possibility
to attract people there, with re-en-
acting past events of the city history.
While the scale of the events cannot
be replicated in such a large measure
many times during the year, it is also
not impossible preparing it for more

frequent occasions.

And the Ayutthaya model can be
substantially replicated for other cit-
ies, for instance, Sukhothai (fig. 3: Wat
Sa Si. Sukhothai). But other sites such
as Phimai can be included in the list
itself, with the obvious advantages. It
is not by chance in fact that | have
talked about

social  development.

Ayutthaya, Sukhothai, and Isaan can

profit from this kind of alterative tour-
ism, in order to supplement economies
mainly based on agriculture. The de-
velopment of this alternative tourism,
of which the cultural fourism here pro-
posed is only one aspect of, can have

great impacts over these regions.

If all these developments are really
going to happen, will Thailand's tourist
image change from being the “Land
of Beautiful Sandy Beaches” fo the

“Land of Stupas and Prangs”?

Obviously not, and there is no reason
for such a drastic change. At least,
cultural tourism may give the Tourism
Authority of Thailand some more offer-
ings to fourists and improve the num-

ber of visitors fo the Kingdom.

11



NNSPANSAINWSVAVAVANS
ANSUSSAPNAVINEILA=NSUSNNS

Y 1 dl Y = w1 Y d‘ 7 Q‘ U
g3ianean enaznisuFnsdalanuTugsian wiuluf eswssnnug. Knowledge-
based sectors) 1 0431N3zANI MIUSUAWT ABNNTzUTEL TonNruAeDa vl
wazpntlszn wadlusuzaennusireasaug iazUSumiintuausesns

dl | | QI v o v
WA suuaaenemanl LN NAANAIE

¥V = s (QI o vV 1 k4 | = o as 1 QI U & B
s ufudunsne dusda ldumTnnuddtyufuseed weasnsssnalagami:
ae9d dlugsNALFNIe uazAINT TeNUsazLAAS (ndividual Knowledge) Tuaens
u'egnuadunmsiuudazasisulitiutirnusueseins Organizational Knowl-
o o & QJI uy QI QI o as I QI as Yy k4 I
edge) dwsLasinsiaealthi'u & éAtyaenad JunsannsANLgABAILT UL

Q‘ & = as & I as ¥ u'u
annufun Uszinn wazasinsasy umqﬂfzmmmﬂﬂuﬁ’ﬁ‘vmmimmgmq6] uu

ANS (Knowledge) anunsautailutlszinls 2 deziom A anugn ellee lue

(Tacit Knowledge) ninafaaug 1 uf;

ufuanusn

a




mﬁmma‘mmf ufugaumil wmmﬁmmﬂfmaﬂmﬁ(ﬂjawmmﬁm‘f N NG A A e

EEZENEUBNETNAUNAND sluma‘m?mma:‘%’mmimmfﬂ’ unlnsaauuatenfu 2 dnuuzas

mﬁmmﬁua: LLa:msf-S’mﬁummf

QI ﬁl dl o ) B v Uy ° <y
& amlan asrmnsssnaniufuresd sinuAsAy
T 9Nl aaﬂ' Tulaqdunl Aamug sziamiluu
puntiprasesnsanasls Iy ganalausy uan
WITaA NN UTISMUN Wnua Tsaisuel mnuanunso
Tunshinsmsmud us anvdalu wu dh wis amns
YNNG LAYANAOIUVL 40/ D ANNTT mﬁmﬂ'&mmaﬂ; An
v V‘V dy V‘V dl s 1
prwgenulvu lutd umeud ufud upeun Fanmufunsasas
daulszianuennug vetesmns 4 vazrevniliuresing
I Wdl s = I dy Wdl LY
Gap) sz N esrnsdag il wazanug i ufu
Az uenandu wsuresnsdniiuanug vae
aAnsINeiLANYg Tugutuesmsd e ULz
LADL a‘lﬁlﬁuﬁqmmfm'wumm'mmaqwﬂ’mﬁﬂmw{azsha
1 vazazvaubiviunfumius teununing  Leeinsliis
nsdumenitaznul luladsamsadn la s asnasns
o dl = dl 4' @ QI <y
YUABILAaINTA TAMLET enanad slnnineud ug) nie

| sy @R dl as as a |
ﬁ;uﬁﬂd\lﬁﬂ NEAEA awauyinslunsvinaunald

ngatas ulInANIgLs HUTHATMITWAILY
ANS
a4

a9ANaA UM IN9AANT LTI Iaw”mmmmf

urvninaievananis nissaauslulgTaw
Lﬁ'lmsﬁaﬂmamﬁuLﬂwmuﬁﬂLﬂ?qﬂaqméuaqaqﬁﬂa fnfu nna
AANITAUTUBIBNANS LN LLAZANIAT LINE EUg 1 ufuste
nsussaifmuneszazen 4 Iqu: uFvnesnf useeadLauws o
funnsasainesuge sautesinnug iy egeddidus
LLa:%ﬁmﬁmaw”mmﬁuﬂ?yﬁ'mmmal,?aufﬁqm#mrﬁffm uazin
nnen Iﬁﬁﬁ@um?w”mmmmfﬁamaﬁﬂﬁmﬁmlﬁ UBNANTIIA
neieLgsrazen lnen ‘suLint UAINE SENINLAANNS L
LARING SEMINMLIENNUALMLAENIY 18RIz NeNmsuAZE L
Anilddudanenanaedns asldlals sawlanlddmsuaadng

anpalll

dwsuneWansArns Mg il tezd nEnwT uaufu
A NTAFNIAILETIUUNIETNARTNG LazN VTN A
$ithq viinawid aineg dadanalude sejiae  nssanis
augtenifunanesum quainelas uas AL LT Ina
4ngT Azt ‘3\1mmummmslumﬂm'w"usluq pavinITulaegna

<~ ) b
Tilszdnamnlusgezenn



Service

Junifavasiulanisvisy

il wee inatyandfe

YV as QI/ ¢ 1A A a =
gannsiiall Audlfifnslswusumanewiialbeu
1aza19198Lsz a8 UINsVIn A EILa N5 199U INENSEUIUNINR UnIInendeuTing

© Author: Nate-tra Dhevabanchachai, General Manager, Salaya Pavilion Hotel and

Training Center and Lecturer, Travel Industry Management Division, Mahidol University
International College

114

o e dl = = 1 1

SUSHN AT LM BN TaNUYN
m Uy = | a QI

NS ULT UADIANLNAINUATIN
aanuwnsnag Lulanduuaunhilvgjras
TanlsausuuTulanauesmnurainvany O
UHUNMNIThaUMANElELn g nfm
Tnemss thafieniuayuat) PUNAIRILIWL
Qﬂﬁﬁlﬁum{qm’m UNUEUNA LI EA 1
= Qs Vv v Yo =3 [ v
IR 419U Tauday U ues AU

I = 4” Vv

Azl unausuneg uAeuay @ ath
1dn0m Tnday TRvFaaeN 1nauEunay
11NN NFLANE AUAR AALWILART LAz
uwusunsadaiineznied aats mqam'au
A9UN WAL LNSUEUNAR SALNG 9mn
o I o YV & a v
vihanueg iue iy uuntd dhaald vy
an In e wen Toem W'lsal Tannan

R liinEENsa aansriLg nAUNn

TuniziAeaiufT it ey vanes il
ﬁELLﬁiZﬁUVTIaﬂ;ﬁ/Uﬂm‘]JEIZ 1 enanaanu
flafal ulnasitusin ‘LLﬂu"%Z‘lJJ@’]H»LJJV\jU A
TyauaslaliTanul dlanai azaunilas
L uanlanenlyy lasldgariianunn
1w fAnusaannsllen 1
aennaumaeNnbirusLs laheds 1as
WA 1Nz Iﬁm@u uALTNIg NANDEL
SN AUz Rz AL NLeE)
sxtl FRILs VNSULILIA UAA slafuang q

thdlutwasy wazdaemenenand aielvis



| v v a v [~ o < o QI
Mnanseensezls gnihedatheiniull  audsszaun annse
= o Vv 1 1 w o YV o v
anean aagiulamaamWureny mnfgirpawhanudila
v Qdy = o Uy 4' [ o q‘)/
malinasdd Lllangzil 19asanned aansiuAUSEALIT
v Uy ] =i v ]
nameezlsrpe danteenaunn menzunawinameauly
A dlavdan dhaunninuldaundliugis e 3509 eansuazany
ANUNTNTIUANUFBINTUANTMABUINANLINT AALAZEE AN

Nan NTOLNAT IR U dn

Tuany vl sradlanuualsausun mawnudull  nainuang
nanlueala sud ath@anes) nsanataanluniugninans
Qs vV = dl |2 <~ dl v v Qs =
Judrauandanfuna udn wileud tasemeiulaelud

] ] a | a | dy ] dl dl 1 = o
wauy  e1azduuguauIT T isualUi e yu viavh
AaNgsUL ULl 7 isneennvh ue lus wauazaugavitailan vie

a < a | v =

81 MIlseNag 00Ty 9 neg o) T vhwaudazd uamauy
Wiy ez un azauliis uazsasmvsaud  “Iawanw AULGN
a v < Qs 1 1 dl ] = Y o
wuaanlyl dasassauiazauiatunw nludauufufhiae
luidsaabitiasing biawhumnumdng  Tusmusieniy

Qs dl QI o @ Aa ] 11 v = a ]
fum W rmanuliaanalaziuinipaaamaniny wauay
LA IRRIaNNAAN L naeeA tasiazulaung e
asauAslidnla  umilea enandasanuiucnlii vaseunsa
fazguiuInn1snisnaTadnsas AT ullmes lunsms ey
VNI ) UATYAN UL BUATALATY LATTERaNUYNNIUVAY
i gnnauihulludetnadaand nuaznnaenssululiau

NI NASIAL 9 FRNALNNS LAud uanAS S

NMITEU WAULT T ULazALINIAEAGER o 1T
AAULAINANARNNTLT VNgAULT UnTUAaRST Ynmne wssLsy

Tlmepnuumnanan nssazaanauaneeiull Tuusazis ad

mﬁlqvﬁ'auﬁuaﬂqjaﬂ"]wmm”yuwmﬂgm ANARTNTLTMNTAL
pRINNTA aLlzunT I'aq a TuanziaenusmanieAnufuas wa
FRININITNAILNBE AABALIAN s usaTuE e luieiends
e usnideannsazdnlahmandmun eealsiudal u
aonunsal lnmadaransuinnindal wiadatunninemans
wdhauufiasai ez’ unssaalareransiazAal saudvaz
Trsvinneendls 109925 U 1asazey lasazrosR RN

£ Gl U <~ v a S | I o
WRILN U AUTINLAUINUBEILN ﬂqsl,mwiamu‘lmﬁmaﬂma’m

Tngaguiduuasmlanuiinislswsurams AN 83AU AUA
fuAy Aunand adsiuay’ ufustnaunn 1nes asanuanaAe
luwe AuUAN el ANV o U o Tuudmiuvheu
f luwa mszLNIAzvqalanidnipems s naLes Uzt LT In
5dlilmnels AN lundad aansasnamsdlumngaund sufud wm'
Tanlsausulumassl mendluTnanluniseulivihanudinlansa
’Lﬁm’mauduﬁ’u UANDAZA DAN9R9alLATILNB U UAZIA LAE U
= a 1 v | 4' 1 n/y = ]
wiaanu tuinlann1ed aansaenensdlilnseuni unaazls 1y
Az ud Banuniais eannnuganse  sesaulAnudAty
palanlaausuinn ez sunainull Tsausuuf uﬁ;@r’%ﬁ' STald
YR = v v 1 = = v
augana 9 bigna Tulrisunnesuauamisviadsa
AT UALYNIUARPRNIT mmfﬁ NN usssUAN 0 ua
ANUTANIININETBIANAIUIL  ASUAIARIALEIN AN AL
a v 4' ” 1 = I3 a < dl
A Aungn — 15 evau” agalmansuazdal Aufuaungn
FRINSAILNNT 4 UATAIUN an W alWinniusmalulldmesny
- | v
Feeuastiymiiben an

151



THM-MUIC /72571

“M'-m“ imex

MEX-MF ?
T%LE
; i

L]

IMEL-BAPEIT SCMA Fubure Leaders Forom 2011

Photo and story - IMEX

HIM Student Achievement

s Czarina Tanprasert, a current Tourism and Hospitality Management
student, Mahidol University International College, was one of the two
winners of the creative challenge and attending the FLF at IMEX in

Frankfurt, courtesy of TCEB, on 22-24 May 2012.

The 10th edition of the IMEX-MPI-IT&*CMA Future Leaders Forum took place on
4-5 October 2011 in Bangkok, Thailand. At total of 66 students from 15 different
Thai universities aftended the forum which included two days of student focused

education and two separate challenges with fantastic prizes.

Tom Hulton and Miguel Neves led the event on behalf of IMEX Group and
Miguel reported, “This really was an outstanding event, every single student was
engaged during this challenging two day programme. | see a great future for
these Thailand future leaders. All the speakers and challenge judges were very

impressed with the quality and drive of all of the students.”

Congratulations Czarinal
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Article By Chen Ka Tat, Nixon

Lecturer

The Tourism and Hospitality Manage-
ment Division

Mahidol University International College

Museums are Places of Tourist Attractions:

useums are learning cent-

ers. Ever since the second

half of the 20th century,
most museums have seen the im-
portance of their role in enhancing
the diffusion of knowledge. They are
leaming centers that provide infor-
mal education to satisfy the leamn-
ing needs of people. The common
challenges of today’s museums are
the massive changes in the environ-
ment within which museums work, the
complex social and cultural context of
museum visitors, and increased com-
petition from cenfers and activities
of amusement such as theme parks,
playgrounds and digital games. To
meet these challenges, museums must
keep abreast with new ideas and new
practices to match their educational
context to the current temporal and
spatial context of museums, uphold
their educational role and make them-
selves attractive to visitors.  Current
museum education must be entertain-
ing fo involve visitors as co-owners in

the process of leamning and to deci-

pher relevant meaning of museums to

visitors, societies and the world.

Museum education is tfo entertain.
Some museums are in the trend of
upgrading their amenities and facilities
such as exterior and inferior design,
signage and lightings. Some museums
are keen on adapting digital technol-
ogies which are similar to those used
in amusement parks and playgrounds
such as audio-guides, touch-screen
kiosks, high resolution videos and
graphic censors (figure 1). These are
not meant to change museums into
amusement parks or playgrounds but
merely to compete against them. The
upgrading and adaptation are aimed
at making museum visits enjoyable, fo
make people think of visiting a mu-
seum during their leisure time, and to
give relevance to people, in particular
young people who were brought up in

the age of computers.

Museum education is to involve. Mu-
seumn education is visitor-determined

owing to the fact that visitors are not
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obliged to visit museums; they are free
to go to any sections of museums and
are flexible in their fime inside mu-
seums. To attfract more visitors fo the
museum and make them stay longer
and see every section, museums must
involve visitors in the learning process.
Museums cannot assume that visitors
lean in accordance with what was
given to them. Thus, visitors must be
provoked into thinking and coming
up with questions.  Museums should
give visitors a sense of discovering
knowledge through their own experi-
ences and at their own pace (figure
2). Visitors can construct meaning by
inferacting actively with them in the

learning environment.

Museum education is to decipher.
Museums have to define the nature
of today’s visitors. Today’s visitors are
concerned about their livelihood, their
environment, their heritage, their rights
and mutual relationships. Today's visitors
are knowledgeable.  Visitors expect
museums fo frigger their concerns
and prior knowledge. There must be
a well-defined discourse which gives
direction to museums. This discourse
has to be related fo the social and
cultural context of today’s visitors. Mu-
seum education is to help visitors con-
ceptualize and understand the world.
Museums are to provide information
and knowledge to people, to foster
mutual understanding and to encour-
age mutual debates among people.
Museum education is to decipher rel-

evance to visitors.

BE

Figure 1 (left:. The use of digital inferpretation at the National Museum of Singapore

The photo was taken by Chen Ka Tat, Nixon at the National Museum of Singapore

on August 27, 2010

Figure 2 (right): The use of games to trigger the curiosity of visitors to discover
knowledge
The photo was taken by Chen Ka Tat, Nixon at the Siam Museum (Bangkok) on

June 4, 2012

Museums are not just to teach. Museums should make the context of education
relevant to visitors. This aim of providing relevance is not static. It has fo be
changed and updated in accordance with the spatial and temporal context of
museums. Through these, museums can keep on adapting to and reflecting the
changes of societies and the world. Museums are learning centers. Museums
are fo provide informal education to visitors to satisfy their learning needs. By
being relevant to visitors in their educational approach, museums themselves

become visitor attractions.
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GETTING TO KNOW:
HOW ASEAN TOURISM

PERFORM

SEAN (Association of South

East Asian Natfion) comprises

10 countfries namely Thai-
land, Singapore, Malaysia, Cambodia,
Myanmar, Vietnam, Lao PDR, Brunei
Darrussalam, the Philippines and Indo-
nesia. Based on recent data from the
ASEAN Travel & Tourism Competitive-
ness Report 2015 by the World Eco-
nomic Forum (WEF), the overall popu-
lation of all ASEAN countries is around
600 milion people, of diverse race
and languages, and accounting for
nearly 5 percent of the world’s GDP.
When including China, South Korea,
Japan, India, Australia and New Zea-
land (becoming ASEAN + 6), the group
contributes up to 22 percent of the
world’s GDP. ASEAN was established
to provide both social and economic
benefits to all of its members. By 2015,
the ASEAN Community (AC) hopes to
have fully promoted and established
the three pillars of Security, Economic
and Socio-Cultural amongst countries

in the region.

The Travel and Tourism (T&T) industry
is estimated fo account for 4.6 per-
cent of ASEAN's GDP and 10.9 percent
when tfaking info account all indirect
contributions. The fact sheets show
that ASEAN welcomes more than 73

million international arrivals  annually.

Intra-ASEAN tfravel was the major mar-
ket source for the region, with a share
of 47 percent in 2010 . It is anticipated
that by 2015 international arrivals com-
ing into the ASEAN region will have
grown to 86.7 milion people, repre-

senting a growth rate of 25%.

The level of competitiveness of ASEAN's
Travel and Tourism industry is quite out-
standing, considering the richness in
cultural and historical resources as well
as price competitiveness. The region
posts itself as an attractive destina-
tion for tourists around the world with
Singapore, Malaysia, Thailand and the
Philiopines ranked in the top fifty of
the most popular tourist destinations in
2012 ( by Viator Travel Award). More-
over, Siem Reap in Cambodia and
Chaing Mai in Thailand were ranked
as the top 25 destinations (by Tripad-
visor, the world’s largest travel site) in
2012. The Travel & Tourism Competitive
Index (TTCI) conducted by the WEF
and experts in the field, generates
fravel and tourism competitive lev-
els amongst 139 countries; with four
countries in ASEAN listed in the first
half of the ranking — Singapore(10th),
Malaysia(35th), Thailand@1st), and Bru-

nei Darussalam (67th).

Despite the region’s competitive edge,
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challenges facing the ASEAN commu-
nity in the area of Travel and Tour-
ism do exist. The economic and social
disparity amongst the ASEAN nations
caused by inequality and heterogene-
ity factors, as well as the different and
slow pace of development in many
facets, such as infrastructure, human
resources, and government policies
are the key barriers to the overall
development in the region. The only
advanced economy in ASEAN is Sin-
gapore, for example, which is 80 times
richer that Myanmar; Malaysia, on the
other hand, welcomed around 25 mil-
lion visitors in 2010, which is 6 times
more than the Philippines which has a
much larger population . This will pose
some challenges towards achieving an
equal movement in travel and tourism

development.

In order to move the overall ASEAN
tourism forward, the ASEAN govern-
ments have established shared strate-

gies in the following areas:

Increasing the number of visitors to the

ASEAN region;

Promoting authentfic and diverse cul-

fures and products;

Increasing the connectivity and equal-

ity of tourism’s human resources;

Increasing the quality of life through
responsible and sustainable  tourism

development.

Some strategies such as increasing the
equality of tourism’s human resources
and increasing responsible and  sus-
tainable tourism development have

been criticized as already being areas
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of the ASEAN region’s weaknesses. The
free flow of labour will harm countries
such as Lao PDR and Myanmar, where
their skilled labour will have more op-
portunity to move around in the re-
gion. In fact, all countries apart from
Singapore and Malaysia have below
average TICI scores of the aofore-
mentioned factors. Other factors that
could also prove to be challenging
include maintaining the environmental
sustainability, improving health and hy-
giene, building seamless infrastructure,
and promoting information technol-
ogy. These are issues that are facing

by most of the ASEAN countries.

Thailand, ranked 41st out of a total of
139 on the TICI list, also has its own
concerns. Although having its name
as a must visit tourism destination, the
country has restrictions that will ham-

per its travel and tourism competitive

level. They include the policy rules
and regulations laid down by the
government, such as the protection
of property rights, the rules on and
the foreign direct investment (FDI), and
visa regulations; as Thailand’s ranking
is below the ASEAN average (76/73)
. Other factors include environmental
sustainability (97/96). safety and securi-
ty (94/76), ICT infrastructure (81/74), and

the human resources factor (74/62).

Given ASEAN’s ambition to pose it-
self as an attractive, competitive, sin-
gle tourist destination, all governments
must take urgent action fo strengthen
their weaknesses and fortify the link-
age amongst countries in travel and
tourism development. This is not for the
sake of the individual nation’s com-
petitiveness, but also to support ASE-
AN’s overall competitive edge in the

Travel and Tourism area.



Sex Tourism in Bangkok

hailond is one of the most

popular fourist destinations in

Southeast Asia, surprisingly, for
all ages because of the uniqueness of
Thai culture, cuisine, and destinations
such as beaches and forests. However,
Thailand is also equally well-known for

its sex fourism industry.

Sex tourism in Thailand started to be-
come popular during the Vietham
War in the 1960s to mid-1970s due fo
the massive influx of American sol-
diers seeking "R and R” or “rest and

relaxation” from the battlefield.

After the Vietnham War, Thailand re-
tained this unsavory reputation via
word of mouth of American soldiers
who had gone back to their country.
Until now, Thailand is still popularly per-
ceived among intemnational tfourists as
an attractive destination for sex tour-
ism through the marketing and promo-
tion campaigns of travel agencies in

various countries.

Although the Thai government does
not officially condone sex tfourism,
Thailand could not erase this stigma
easily since there are still several ar-
eas where the adult enterfainment in-
dustry thrives, such as Pattaya, Phuket,
Chiangmai, and the capital city itself,
Bangkok, which is world-famous for
its licentious nightlife, providing four-
ists with a full range of entertainment

centers such as pubs and go-go bars

in places like Nana and Patpong. This,

in tun, significantly lends a negative
image and reputation to the country,
as well as create social problems such
as child prostitution and venereal dis-
eases like HIV. In this case, in order to
get rid of the negative image of the
city as well as prevent social prob-
lems, it is very important to know why
Bangkok is considered as a sex tour-
ism destination and what factors have
the greatest influence in creating and

sustaining such a perception.

A survey of 100 foreigners who have
patronized sex tfourism in  Bangkok
showed that most of these fourists are
single, employed, with a monthly in-
come of around US$3,000-USS3,999,

are Americans, and the age range of

the majority is between 36-45 years old.

Seventy-two percent of the respond-
ents said they did not realize that sex
tourism is illegal in Thailand and 70.71%
said they would recommend others
to come to Bangkok for sex tourism
and that they themselves would come
back to Thailand again in the future
to avail of sexual services. This is be-
cause the level of expectation and
safisfaction after patronizing sex tour-
ism is higher compared to the level
prior to such an act. This research also
showed accessibility, convenience,
and price as the fop three pull fac-
tors for the respondents in deciding fo

choose Bangkok as their destination

for sex tourism.



The study also indicated that the fop
three sex tourism spots in Bangkok are
Pat Pong, Soi Cowboy, and others in-
cluding Nana, Sukhumvit, Thong Lhor,
Rafchada, and Huay Khwang. Accord-
ing to the survey, the first image of
Bangkok that comes into the mind of
most tourists is that of being a center
of nightlife and enfertainment. It was
also learned that the most influential
channel to advertise information about
sex fourism in Bangkok is through word
of mouth, followed by the Internet and
movies such as The Hangover Part 2.
Almost all the respondents agreed that
sex tourism in Bangkok could dam-
age the cultural
image of Thailand.
Furthermore, the t‘
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study showed that

i
older  respondents
(more than 55 years
old) are more con-
cerned about safety = I
while the younger
respondents  (under
25 vyears old) are
more concerned
about the price of

sexual services.

All in all, the abun-

dant choice and diversity of settings,
services and servers, all at very afford-
able prices, are the pull factors that
cause millions of foreign tourists each
year to choose Bangkok as a sex tour-
ism destination. There is a perception
that Bangkok provides convenient and
easy access to these types of ser-
vices. As a result, most of the respond-

ents said they do not realize that sex
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tourism is illegal in Thailand. Many of
them prefer to travel to Thailand rather
than deal with the impersonal nature
in which sexual services are rendered
in their home countries. Sexual services
in their home countries are generally
sold like any other commercial goods,
the price of which both parties agree
upon. For those men who do not want
to see themselves as a sex tourist, the
personal manner in which services are

provided in Thailand is alluring.

Consequently, the fop three images

associated with the word “Bangkok”

are nightlife and entertainment, Thai

cuisine, and Thai smile. The phrase
“nightlife and entertainment” con-
veys a sexual aftribute and implies
sex tourism. “Thai smile” can convey
the warmth, friendliness, and intimacy
of Thai people. However, some tour-
ists also associate these tfraits with Thai
prostitutes, thinking of them as caring

persons and distinguishing them from

sex workers in other countries, who are

=shed-sex-tourism-slur.html

perceived as cold and commercial-

ized.

Word of mouth is the most influential
channel through which the reputation
of Bangkok as a sex fourism destina-
tion is spread. Approximately 72% of
the respondents said they would rec-
ommend others fo come fo Bangkok
for sex tourism. This showed that a
significant number of the respondents
have a negative image of Bangkok as
a major sex fourist destination and that
this negative image would continue fo
spread abroad if corrective measures
are not taken. It is thus crucial to exert
— efforts to address
. this problem.

[,
!
&
,-flf' By analyzing

the current situ-

ation and the

root causes of
sex fourism and
perception prob-
lems in Bangkok,
the result of the
study could lead
to several cor-
rective measures.
First, there should
be strategies on
the development of brand position-
ing through promotional campaigns
by emphasizing the positive features
when trying to correct a negative per-
ception. Fortunately, Bangkok possess-
es many positive features and images.
such as beautiful scenery, a rich history
and a unique culture. Therefore, there

is an opportunity fo build and develop

strategies to manage the perceived



images of Bangkok. It is crucial fo em-
phasize the positive features when try-
ing to correct a negative percepfion.
Bangkok has the advantages of a va-
riety of diverse attractions, consisting
of Buddhist temples, museums, parks,
and shopping malls, combined with
a rich history and culture. Traditional
customs offer occasions to celebrate
and enjoy festive activities. Bangkok is
also one of the best places to shop,
where visifors can find a wide selec-
tion of products and services at rea-
sonable prices. Bangkok has to evoke
a clear and concrete brand position-
ing as opposed to the business of

sexual exploitation.

Second, marketing events are an in-
teractive tool that can communicate
a desired image and place brand
positioning fo participative audiences.
Continuous marketing events can cre-
ate strong awareness and gradually
infuence an audience over a period
of time. For instance, the Tourism Au-
thority of Thailand is presently promot-
ing the concept of health tfourism in
many overseas exhibitions and semi-
nars. With demonstrations by skilled

Thai masseurs and accurate back-

ground information on the history of
traditional Thai herbal treatments, the
organization aims to foster a better
understanding and correct the neg-
ative association between the word
“massage” and the common percep-
fion among foreign tourists of massage

parlors as synonymous to brothels.

Third, the government needs to take
direct action against sex tourism via
government policies. According fo the
survey, most of the respondents said
they do not know that sex tourism is
illegal in Thailand. Currently, typical
government action has been focused
on prohibiting prostitution, especially
child exploitation and human traffick-
ing, as long as the NGOs and other
organizations express public approval.
It has been noted also that there are
many promotional campaigns that
advertise sex tourism in Thailand, for
example, the “Thailand Express Sex
Tour” refers to Bangkok as “one big
brothel” from one of the websites reg-
istered outside of Thailand. The Thai
government should cooperate with
NGOs, and related organizations such

as Ministry of Information and Com-

munication Technology or Tourism Au-

thority of Thailand (TAT) , to address

these advertisements.

Al in all, the recommendations of
place branding strategies must be en-
couraged at all levels, including not
only the organizations involved with
international tourists but also the local
people as community self-perception
is highly important in building long-
term, sustainable place equity. The
commitment of society as a whole is
necessary as fo understand the real
situation. This requires research-gen-
erated information. Moreover, critical
attention to and follow-up of the sit-
uation is crucial in order to address
the serious image problem of Bangkok
as a major destination for sex tfour-
ism. Cooperation among stakeholders,
such as local residents, government
agencies, NGOs, and international or-
ganizations, can help in attacking the
root causes of Bangkok's sex fourism
image. correct this negative image
and promote the positive positioning

of Bangkok and the country.





