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Abstract

ASEAN is an important tourism market for Thailand as around 30% of the yearly
international arrivals are from the region. This project primarily aims at investigating in depth the
supply readiness and demand competitiveness of the Thai tourism sector. The objectives are: 1)
to review the ranking of the competitiveness of Thailand and other ASEAN countries in tourism
services, 2) to analyse tourism behavior and preferences of ASEAN tourists visiting Thailand, 3)
to examine the efficiency and productivity of the hotel sector both at the ASEAN region level and
the national level (Thailand), and 4) to seek means to develop skills for labor in the hotel
industry.

The study has four parts.

Part 1 reviews the overall demand and supply competitiveness using secondary data of
the World Economic Forum. The findings indicate that Thailand ranked first in term of revenue
but third in term of supply management especially public service management.

Part 2 provides a micro analysis of tourist behavior and preference from an exit survey
comprising 3,095 samples of ASEAN leisure tourists and 420 business tourists from 9 countries.
The study indicates that Thailand has become an important shopping and entertainment hub of
ASEAN tourists that will grow at the rate of 18 per cent per year reaching 14-15 million tourists
by 2020. Our behavior study helps to classify tourist groups according to their interests and
provides a number of useful marketing strategies. Our source of growth study further confirms
that our marketing strategies for Cambodia, Myanmar and Malaysia are in the right direction
while more specific marketing attention has to be devoted to Indonesia and Singapore to
increase Thailand’s share and to tap more demand. For Brunei and the Philippines, new
marketing strategies have to be formulated.

Part 3 presents supply studies including a comparative study of hotel efficiency in

Indonesia, Malaysia, Singapore and Thailand; a benchmarking study of Thai hotels classified by
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locational zones and prices. Our efficiency studies show that there is no statistically significant
difference in the level of efficiency of hotel sectors in the four ASEAN countries but Singapore
tended to have a higher advantage in technological innovation. When compared domestically, the
hotel and guesthouse sector proved to be able to increase and maintain efficiency over time from
management improvement rather than from technological innovation.

Part 4 presents our wage determination model which suggests that experience abroad
and locations of hotel are important factor. Hotels in Phuket, Bangkok, Pattaya and Chang Mai
pay more respectively (i.e. Phuket > Bangkok > Pattaya > Chiang Mai) interestingly,
specialization education in hotel and tourism and education abroad are not statistically significant
factors in wage determination. The study also suggests a number of strategies for industry

upgrading and hotel work force development.
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