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Abstract

Historically, Samui Island attracted tourists primarily because of its natural environment
and cultural setting, but in recent years the number of tourists has dramatically increasing
and Samui has been altered into a mass tourist destination. In the face of this influx of
tourists, Samui Island has not yet adopted and implemented a clear sustainable tourism
management program, and a number of problems, including waste management, inadequate
infrastructure (power/tap water), and pollution (air, water and noise) have adversely affected
the local island and its residents.

Consequently, the stakeholders have come to agree on the key point -- Samui Island
needs to undergo a fundamental change, embrace a sustainable tourism development and
transform the Island’s image. The shared thinking is that by focusing on eco-friendly tourism
and adhering to a heightened sense of social responsibility as part of its local lifestyle, Samui
Island can attain a distinction as a “green destination”. To become “the green island”, Samui
needs to search for its own identity, drawing on its natural environment and cultural
traditions, and rebuild its image, relying on the strengths that best match the demands of
foreign and domestic tourists.

To achieve these goals, it is first essential that the stakeholders and the Samui Island
leadership adopt a strategic plan that can reasonably promote sustainable tourism
development. This strategic plan needs to lead all of the stakeholders to realize their shared
economic responsibilities and to then outline the specific steps they must each take to
preserve the Island’s natural environment and culture. In order to construct this green
tourism strategic plan, the analysis of the various internal and external factors must candidly
and comprehensively address the strengths, weaknesses, threats, and opportunities, in the
context of the future domestic and international tourism market.

The findings of the current study show that most of the Island’s tourism entrepreneurs
and the Island’s administrators agree with the idea that the Samui Island should be
developed in a manner that ensures it becomes the green island associated with its local
lifestyle preservation. In other words, the goal is to promote Samui as the island best
known for its many outstanding tourist amenities, offered by a warm-hearted community,
located at the center of the Gulf of Thailand.

An assessment of the many internal and external factors affecting Samui Island and its
capacity to become the green island, reveals that the weaknesses seem to dominate its
own strengths. However, there also are more opportunities than threats, and it
indicates that Samui Island has the capacity to go green by correcting its weaknesses
and by building upon its considerable strengths. The policy makers can choose the
administrative plan that best eases the potential threats by instead focusing upon and

building upon the existing opportunities. Indeed, there are four plausible strategies for



Samui Island to become the green island: (1) proactive strategy (SO strategy) — by developing
the existing natural, cultural and human dimensions and by creating value-added travel spot
opportunities; (2) corrective strategy (WO strategy) — by improving existing infrastructure and
environment weaknesses; (3) preventive strategy (ST strategy) — by strengthening the
contributions of all the stakeholders and administrative parties involved; (4) passive strategy
(WT strategy) — by enhancing the capacity of Samui Island’s leadership to better manage the
Istand’s infrastructure and environmental preservation.

In the short run, the proactive strategy (SO strategy), to develop Samui to become the
green island, the stakeholder and administrators should set clear priorities and take concrete
action, such as establishing a steering committee; publishing information regarding the history
and culture related to each significant travel spots; setting up local and regional tour
activities, including local farm and cultural travel opportunities; creating and publishing a
calendar of cultural events and celebrations; developing and publicizing landscape and eco-
tour routes; and connecting bike routes to cultural and environmental travel spots.

To implement the preventive strategy (ST strategy), the Island’s administrators and
stakeholder should adopt comprehensive regulations and employ “Do-and-Don’t Rules” to
better manage the environment, classified according to the various travel market segments.

To advance the corrective strategy (WO strategy), efforts must be made to improve the
community’s awareness of the best practices pertaining to integrated waste management or
waste bank projects, water and energy resource saving projects, tree and coral reef planting
projects, car pool projects, road safety projects, and the other projects that encourage the
tourists to participate and be a part of the Samui-going-green project.

With regard to future timing, in the mid-run, there are three key strategies: (1) to
implement the proactive strategy (SO strategy), the pilot project intended to ensure natural
and cultural preservation should first involve a comprehensive search for existing prototype
models of green practices that can be introduced in Samui; (2) the preventive strategy (ST
strategy) is best achieved by establishing an environmental and cultural fund, earmarked as
the “Save Samui Island by Going Green” project and the “Cultural Networking” project; (3)
the corrective strategy (WO strategy) that promotes changes in road standards and conditions
that improve road safety.

In the long-run, the preventive strategy should be implemented in a manner that best
build conservation networks and expands green travel networks throughout all parts of the
tourism chain. This study recommends that all the stakeholders should adopt these projects
and implement their action plans, systematically adhering to the goals and steps set forth by

each of the short-run, mid-run, and long-run strategies.
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