


Tourism is an important impetus on the growth of the global 
economy, and especially in South East Asian Countries 
(ASEAN). Currently, the regional market has grown due to 
the combined population of 600 million people in ASEAN 
nations; which constitutes up to 5 percent of the world’s 
GDP. Members of the ASEAN community have continually 
supported tourism by the promotion of market integration: 
Linking transportation, sharing of natural resources, 
environmental preservation, and easy access to neighboring
countries as well as deregulation for open competition 
which have been increasing during the period of time.

This study aims to answer important questions facing 
Thailand. First: how to maintain the country’s competi-
tiveness within the region, and improve our ranking within 
the region and the world. Second: Although Thailand has 
plenty of resources for tourism, she still needs to develop 
and improve other aspects of competition as well. Third: 
Thailand needs to prepare for the coming integration of 
ASEAN countries or AEC. We would like to be a regional hub 
for travel and tourism. In the coming decades we would like 
to be able to connect to our neighboring countries to jointly 
attract more tourists and being hub of the regional tourism. 
Four:  Finding new markets and products by applying a 
creative tourism that will benefit the local people within the 
rural and urban community. We would like to be an 
international tourism hub on a global and regional scale.

In this study, simple questionnaire survey was conducted 
along with the seminar and workshops in the regions as 
well field surveys in order to obtain first-hand information.    
Identity assigned activities linked to the ASEAN region in the 
context of Thailand. The most 9 interesting ‘New  Creative 
Traveling and Tourism Idea’ for Thailand and the region are 
for example;  

1) World Heritage of Asian countries 
2) Traditional cultural and ceremony in Asian Festival 
3) The existing of Island Paradise of ASEAN  
4) Tracing of Ethnicity  in food cloths and way of life 
5) Asian New Route of Silk road - River of Culture and Legacy of 
Wisdom 
6) Birth of the Stone Castles 
7) The belief and Legend of the Religion 
8) Route of Muay Thai Warrior (Boxing) 
9) Prehistoric Kingdoms, Geo-park of Dinotopia and Ancient 
civilizations, to name but a few example.

Impact of AEC Integration 2015, Implication for Thailand as Regional Hub for Creative Tourism 
Industry

In our study, we have proposed the cultural link to our 
neighboring countries such as Myanmar, Yunnan in South 
China and Laos, Cambodia and Vietnam respectively. 
This is owing to their proximity of culture and ethnicity. 
There are differences of history and believe, though among us. 
The uniqueness of identity has made linkage worth the trip 
while differences of history and ethnics have made travelling 
and tourism worth exploration and visits repeatedly. In this 
regard we also need human resource development of our 
AEC citizen to encourage and helping local people who 
would get both the benefit and adversary impact around 
tourist attractions to reach real understand of their potential. 
They would therefore choose to welcome travelers from 
around the world who come to seek deeper understandings 
of their ethics, exchange of words and minds. 

Policy implication towards steps  of execution in making 
Thailand as a hub of ASEAN travel and tourism is as follows: 

1)  Investment in infrastructure to link new markets to exist-
ing Thai market for better connectivity via air land and river 
routes  

2) Joint implementation of tourism activities in the regions 
to raise the length of stay and expenditure on souvenir 
designed with brand identity specific to each location in the 
tourism destination 

3) Draft the framework, in developing Thailand as a hub of 
ASEAN under the regional cooperation plan  in sub-region,  
determine a native stakeholder in ASEAN  for a joint invest-
ment initiatives in tourism and travelling 

4) The Tourism Council Of Thailand follows up to monitor 
the proposal and investment plan to realize the action plan 
for Thailand as hub of AEC in Tourism.

Key words : ASEAN Integration; Thailand as hub of travel and 
tourism of AEC; the main core of tourism development lies 
in the common of culture, arts, belief and the difference of 
ethnicity and identities.
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1. Conclusion of Study
This study aims to answer important problems facing 

Thailand:

First: How to maintain the country’s competitiveness 

within the region, and improve our ranking within the 

region. 

Second: Although Thailand has efficient resources for 

tourism, it still needs to develop and improve other 

aspects of competition as well. 

Third: Thailand needs to prepare for integration within 

ASEAN countries and act as a regional hub. With over 

three decades of experience, it needs to be able to 

connect to new tourist destinations in the regions new 

to other tourists. 

Four:  Finding new markets and products developed 

for creative tourism, that will benefit the people within 

the community. To continually increase international 

tourism on a global and regional scale.

Leading international tourists from 2000 to 2010 mostly 

consisted of the United States, France, China, Spain, and 

Italy, while visitors from Malaysia amounted to 23-24 

million per year. The question is, how can we make 

Thailand the center of tourism within the ASEAN region. 

Executive summary: Conclusion and Policy suggestions

Tourism is an important factor towards the growth of the global economy, and especially in South East Asia 

(ASEAN). Currently, the regional market has grown due to the combined population of 600 million people in 

ASEAN nations; which constitutes up to 5 percent of the world’s GDP. Members of the ASEAN community have 

continually supported tourism by the promotion of a common market: Linking transportation, sharing of natural 

resources, environmental preservation, easy access to neighboring countries as well as deregulation for open 

competition.

ASEAN countries have rich resources suited for tourism, whether it be it’s exotic landscapes, scenic mountains, beautiful seas and white 

sandy beaches. It’s extensive ecosystem where wildlife, natural history and vast cultures can also offer a lot of interest towards visiting  

tourists . AEC has rapidly gained economic power in Asia Pacific, while geographically, Thailand is situated at the center of of the community.

Travel and Tourism is an important factor in economical growth within the ASEAN community. It yields a GDP of 4.6 to 10.9 percent and  

an employment of 9.3 million ASEAN personnels or 3.2 percent of total employment. There will also be additional indirect-related jobs 

adding up to over 25 million jobs. Thailand will need to be ready and prepared to handle all aspects of the development of local tourism 

services.

Thailand received 4.47 points out of 7 in 2011, ranking it in at no.41 of the 

world’s most efficient tourist destination. This was 2 ranks lower than in 2009, 

where it received only 4.45 points. The top contenders were Switzerland,  

Germany and France.

TABLE 1: Ranking of Tourist Efficient Countries Worldwide. 

2011 2009

Country/
Economy Rank/139 score(6) Rank/133

Switzerland 1 5.68 1

Germany 2 5.50 3

France 3 5.41 4

Austria 4 5.41 2

Sweden 5 5.34 7

United States 6 5.30 8

United Kingdom 7 5.30 11

Spain 8 5.29 6

Canada 9 5.29 5

Singapore 10 5.23 10

Thailand 41 4.47 39
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Analysis of the impact of the integration of the ASEAN Economic Community by the year 2015, show that if are able 

to accomplish the set pillars determined by the Travel and Tourism Competitive Index (TTCI), Thailand will be able to 

increase the number of visitors in the future. 

TABLE 2: Ranking of the Tourist Efficient Country within ASEAN.

Country	 AEC rank	 ASIAN rank	 Overall rank	 Score
Economy

Singapore	 1	 1	 10	 5.23

Malaysia	 2	 7	 35	 4.59

Thailand	 3	 10	 41	 4.47

Brunei	 4	 11	 67	 4.07

Indonesia	 5	 13	 74	 3.96

Vietnam	 6	 14	 80	 3.90

Philippine	 7	 18	 94	 3.69

Cambodia	 8	 21	 109	 3.44

Thailand ranks in 3rd place within the ASEAN community, following that of Singapore and Malaysia respectively. Singapore itself is one of the 

tourist efficient countries in the world, whereas Malaysia is closer to thailand when based on the global ranking scale.

TABLE 3: Ranking of different elements of Efficiency within ASEAN.

From Table 2 you’ll see that Thailand scored above average in most areas, except in terms of information and communication technology 

(ICT infrastructure) and Cultural resources which are still relatively low. This is possibly due to the lack of proper promotion toward tourists, 

however, Thailand’s ability to compete on information and communication technology (ICT infrastructure) with it’s surrounding countries 

(Thailand, Malaysia, Singapore, and Vietnam) is still a problem.

Source : World Economic Forum

Score

(1-7 scale)

Pillars

​

TTCI 2011 5.2 4.6 4.5 4.1 4.0 3.9 3.7 3.4 4.2 4.1

1. Policy rules and regulations 6.0 5.1 4.4 3.7 4.2 4.4 4.4 3.4 4.4 4.3

2. Environmental sustainability 4.9 4.6 4.2 3.6 3.9 4.1 4.2 4.3 4.2 4.6

3. Safety and security 6.1 4.5 4.4 5.7 4.7 4.8 4.1 4.6 4.9 4.8

4. Health and Hygiene 5.2 4.5 4.4 4.7 2.6 4.1 3.8 1.5 3.8 4.5

5. Prioritization of Travel & Tourism 6.4 4.8 4.9 3.3 5.7 4.0 4.5 5.8 4.9 4.5

6. Air transport infrastructure 5.0 4.2 4.5 4.0 3.3 2.7 2.8 2.3 3.6 3.3

7. Ground transport infrastructure 6.6 4.6 4.1 4.2 3.2 3.3 2.8 3.0 4.0 3.9

8. Tourism infrastructure 5.1 3.6 4.9 2.8 2.0 2.1 2.6 1.4 3.1 3.8

9. ICT infrastructure 5.2 3.7 2.9 3.9 2.5 3.2 2.5 1.9 3.2 3.4

10. Price competitiveness 5.1 5.6 5.2 5.8 5.6 5.2 5.2 5.1 5.3 4.6

11. Human resources 6.1 5.2 4.8 5.1 5.0 4.9 4.7 4.3 5.0 4.8

12. Affinity for Travel & Tourism 5.7 5.4 5.3 4.5 4.2 4.5 4.6 5.3 4.9 4.7

13. Natural resources 2.6 4.5 4.6 4.0 4.7 3.6 3.3 3.5 3.9 3.3

14. Cultural resources 3.9 3.8 3.9 1.8 3.5 3.6 2.2 1.6 3.0 2.9

*Average score of the 139 economies covered in the TTCI.
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Other countries in the region are also adapting to these 

elements; Thailand must therefore urgently seek new 

strategic competitiveness within the tourism industry. 

The most potential group of tourists will come from  

China, Russia, India, South Asia and other countries in 

the AEC. On the other hand, Thailand still needs to 

maintain it’s ties with Korea, Japan, England and other 

European countries.

After a careful SWOT Analysis in regards to the effects 

of tourism towards Thailand, and it’s future economical 

market share (Economic Impact of AEC Integration), tests 

have shown that Thailand still has good potential.  

However, Thailand needs to carefully establish a clear 

and defined identity. It should be different from other 

surrounding countries as well as other established countries 

like Singapore and Malaysia. Thailand needs to build 

linkage and a management  system between it’s neighboring 

countries along the Mekong River especially Cambodia, 

Laos, Myanmar and Vietnam. These countries along with 

Thailand, share common history, heritage, religion and 

culture. By establishing Thailand as the tourist hub for 

this region, it will enable Thailand to become a major 

player at the AEC.

Figure 2. Chart representing different fields of interest in  

Creative Tourism, from 115 participants, who were  

considered new creative tourists collected in 2013.

Even though there hasn’t been extensive evaluations 

on the cost of investment and benefits of integration, 

it is still important to consider Cost-Benefit appraisal of 

Creative Tourism Flagship Investment projects. These 

projects include: films, documentaries, landscape & 

environmental beautification, urban planning, establish-

ing integration routes & activities and the production of 

gifts and souvenirs. By investing in these projects that 

help link Thailand’s provinces towards other neighboring 

countries, Thailand will ultimately benefit in the long 

run from it for more than the initial investments made. 

It will also help promote Thailand as the tourism hub of 

this region.

Overall linkage and integration within neighboring ASEAN 

countries will solidify Thailand’s capacity in finding new 

tourist routes. Our research team sent out a survey to 

find what the needs of the new creative tourists were. 

The questionnaires were handed to type A and type 

B tourists. These tourists consisted of both Thai and 

foreign travelers from different working occupations. The 

questions were sent out electronically, and 115 replies 

were collected within a day carrying comments and 

suggestions below:

The Six fields of interest in Creative Tourism, created 

by past research of ASEAN tourists, are as follows:

1. Ethnicity  2. Dinosaurs 3. Stone Castles  4. World Heritage 

5. ASEAN Songkran Festival 6. Culture and Treasures

Figure 1. Systems linking Thailand to the region.
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Figure 6. An simulation of activity affiliated to River 

Civilizations.

Figure 4. An example of the Chiang ethnic culture.

Figure 5. World Heritage and urban civilization map.

Figure 3. Muay Chaiya Souvenirs.

2. Tourism resources for the creative link between tourism desti-
nations in the region.
Theoretical concepts designed after traveling, research, interviews and data gathering for integration are as follows:

2.1 Identity assigned activities linked to the ASEAN region in the context of Thailand.

North

1)    Ethnicity and the 5 Chiang Kingdoms.

2)    The belief and Legend of the Twelve Buddhist Relics. 

3)    Ancient Tea Route

South

1)	 The use of marine resources. ie. Swimming with dolphins.

2)    Muay Chaiya ( Chaiya Thai Boxing )

3)    World Heritage and Ancient Civilizations

Northeast

1)	 Stone Castles.

2)	 The legend of the mythical Serpent

3)	 Dino Geo Park

4)	 Tracing Ancestral Heritage  - Ethnic Tai  & Ethnic Mon

5)	 Bird Watching (Water birds & Migratory birds)

6)	 The Silk Road

Central

1) River Civilization



Summary of activity detail :
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2.2 Using identity to initiate activities linked to ASEAN

1 )	 Linking ASEAN World Heritage properties.

2 )	 Linking ASEAN cultural festivals.

3 )	 Linking ASEAN islands of Paradise.

4 )	 Linking Ethnicity.

5 )	 Linking the Silk Road, River Culture and Legacy of Wisdom.

6 )	 Tracing the Birth of the Stone Castles.

7 )	 Linking ASEAN religion.

8)	 Linking ASEAN martial Arts and the Boxing Warrior.

9)	 Linking Prehistoric Kingdoms, Dinotopia and Ancient civilizations.

1)

4)

7)

2)

5)

8)

3)

6)

9)
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3. Suggestions and Development for Accessibility to Tourist Attractions

3.1 Create travel routes or improve former ones connecting with the 
North : linking tourism with Myanmar, China and Laos.
1. Domestic 
Connecting travelling by Create new routh.
	 1.1 Railroad from ChiangRai – Phrae, Nan / Chiangrai - Chiangmai
2. International
Connecting travelling by river.
	 2.1 Improved performance of boat traveling along the Mekong River to run faster. 	
	 (Reducing travels from Luang Prabang in 2 days to 1 day).
	 2.2 Develop traveling along the Mekong River from Chiangsaen to Myanmar, Laos 	
	 and Yunnan
	 2.3 Improve the boat route along the Mekong River to Phu Cheefa and Pha Tang
Connecting traveling by air.
	 2.4 Create more routes with the flight from Chiangrai to Luang Prabang,  
	 Sipsongpanna, Rangoon and Yunnan
Connecting travelling by Create new routh.
	 2.5 Railroad from Chiangrai to Chiangkhong, Huay Sai and Muang Sing(Laos)
	 /Chiangrai to Thakhilek and Chiangtoong (Myanmar)
	 2.6 Develop highways from Chiangkhong to Muang Sing(South China)
	 From Mae Sai to Chiang Toong(Myanmar) and South China
3.2 Connecting regions and sub-regional sections within Thailand to 
promote Thailand as the center of communication.
Central : Connecting tourism with the central part of Thailand to link worldwide 
tourism with the center of the country.
For travelling as a fairy tale – Create the boat route from Bangkok to Ayudhya and  
Bangkok to Samutprakarn.
Northeast : Connecting tourism with China, Myanmar, Laos, Cambodia and Vietnam
1. Connecting travelling by Create new routh.
Create railroads connecting Chaiyaphume and Nakornratchasima
/ Amphoe Muang and Amphoe Khongjiam (Ubonratchathani) 
2. Connecting travelling by river.
Connecting the boat routes along the Mekong River as an international tourism via 
water ways Develop the Mekong River and improve the performance of the tourist boats 
from China, Myanmar, Laos, Thailand, Cambodia and Vietnam
3. Connecting traveling by air.
Domestic – Create the flights – Chaiyapume – Bangkok/ Chaiyapume –Udon/ Chai-
yapume –Surat Thani/Udon-Chiangrai/Udon-Hatyai(connecting with Songkhla lagoon)/
Uon-Hua Hin(connecting with Khao Samroiyod Prachuapkhirikhan/Udon-Surat Thani(con-
necting with Khao Sok)/Chaiyapume-Bangkok(connecying with Bangpoo Samutprakarn)/
Udon-Nakonsawan(connecting with Bueng Boraphet)/Udon-Mae Hongsorn(connecting 
Pang Aung)
International - Create the flights – Udon-Cambodia(connecting with Cambodian Lake/
Udon-Myanmar(connecting Inlay Lake)/Udon-China(connecting tourism through Myanmar 
via Tawai, Kanchanaburi, Marid, Ratchaburi to Ko Kong Kampongsom, Cambodia and 
South Vietnam by highways
South : Connecting tourism from Myanmar, Laos and Cambodia
1. Connecting travelling by river.
Create water way routes connecting the Gulf of Thailand with Andaman Sea together 
with Surat Thani-Phang Nga/Chumphon-Ranong
2. Connecting travelling by Create new routh.
Improve highways from Surat Thani to Takuapa
3. Connecting travelling by air 
Domestic – Create the flights from Surat Thani and Phuket to Nakornratchasima and 
Chaiyapume in the northeast/ to Mae Sod and Sukhothai in the north
International - Create the flights from Surat Thani and Phuket - Rangoon / Mandalay 

- Bagan / Surat Thani and Phuket – Luangprabang/ Surat Thani and Phuket – Angor Wat
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Figure 7. Illuatration for “The girl of Silk Ban Kawo”

Figure 8. Sample of Traveling book with Illustration style

Figure 9. Pixel-art of Acient’s Thai boxing

4. Using Public Media channels 
in order to extend the market 
and keep Thailand as a center 
of ASEAN

1) Using Traveling Asian Channel which presenting the differ-
ent routes - presented early in this document – as a guide, 
all routes focuses in new discovery, innovation, enjoyment 
which is belonging to a specific country.

2) Free copy of monthly magazine, the contents are includ-
ing map, pictures, calendar, activities and events of ASEAN, 
will be distributed to all international airports and traveling 
centers around the word. 

3) Public media like YouTube / Web blog / Face book / Temblr 
/ Vimeo / Instagram / Line / Google map etc. will be used 
to broadcast real time information and also be information 
sharing for travelers around the world i.e. Travelers can share 
videos, pictures, comments from what they have seen and 
experience with. For example, YouTube will contain video 
captured, Web Blog can be use as a storyteller, Face book 
and Instagram will include pictures and comments from 
worldwide travelers, Line can be used as public event

4) Movie/ Soap Opera/ Documentary will be used to state 
that Thailand is the best destination to be a place start with.  
For instant, Presenting Thai tradition and history can help the 
travelers get a good imaginary and hunger to see the real 
stuff.  An example is a Korean Soap Opera, Dae Jang Keum - 
The Soap Opera specifically tell about Korean food, History 
and Tradition - which similarly to a Singapore Soap Opera, 
Baba Yaya but this one added a little more on culture, art 
and characteristic of local people.

5) Traveling Magazine/ Picture Book/ Novel/ Comic or Manga 
/ Animation Media will be used for telling the history, 
traditional, or culture of each specific place.  Of course, 
these medias will be available in Thai and English language.  
Since this kind of medias is formed as pictures – a picture is 
worth a thousand words, they are easy to understand and 
pick up by audiences.  The medias can help children to 
easily access the media real quick.  This can also be applied 
to the traveler who used to visit the places and had read 
information in words and traveler who has never been to 
the place.

The important point is the medias need to have a good 
quality in world wild standard and based on the real stories.  
One of a good example is Walt Disney.  Thai children recognize 
most major releases of Walt Disney. 
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6. Steps to turn the plan to 
execution

1) Summarize ideas from brainstorming sessions and 
conclude as a solid plan, then pass the plan to Tourism 
Council of Thailand for voting, finally looking for coop-
erate with private sector and listen comments or other 
ideas from public.

2) Pass the solid plan to government in order to minister 
to acknowledge and support the plan.

3) Draft the framework, Developing Thailand as a hub of 
ASEAN, which was purposed early in priority order, then 
put in the budget, Developing Thailand as a hub of ASEAN 
in promoted plan under the cooperate in sub-region, and 
then, determine a native stakeholder and other ASEAN 
country stakeholders which is help by Thai government/ 
or International stakeholder.

4) As a representative and Beneficiary, Tourism Council 
Of Thailand follows up and evaluate the result then 
announce to government.

Figure 10. ASEAN 10 Thailand’s Friendship

5. Making Thailand to be a 
hub of ASEAN traveling

1) Increasing the level of safety, setting a standard of 
transportation, and controlling a number of travelers in 
each tourist attraction.

2) Encouraging and helping local people who live 
around tourist attractions to get the real understand 
on their area and welcome travelers from around the 
words by understanding ethics, basic words in major 
languages and services. 

3) Giving information including safety when joining a 
festival to travelers. Creating/Managing activities that are 
not specifically to a religion or gender and also making 
sure that the purposes are stated clearly and focus on 
graceful and joyful.

4) Government officer, Hospital, staff must be readiness 
and have capability on helping in world class standard.

5) Develop area around tourist attraction which including 
cleanliness, direction sign, etc. which leading to  
conservation travel.

6) Mass Media should produce Soap Opera which help 
promote culture or reintroduce on principle and idea 
to the audiences and making them have consciousness 
on their good traditional stuff including dress, food, art, 
language.  This will help ASEAN and Thailand attractive 
by traveler from other nations.

7)  Gathering Designer, Architect, Creative, and Marketing 
then traveling to the expected areas in order to work 
closely with localize.  The focus are developing product, 
souvenir, food or drink, and adjusting landscape in  
conservation and environment awareness depending 
on the specific area.  The most important point is the 
design must be developed based on local identity and 
the goal is to make the ‘Brand Identity’ with world class 
standard quality and strong selling point.

8) Considering on making clear direction sign and iden-
tity of the town.  Creating ‘Brand identity’ all around 
Thailand (Northern, Center, Southern, Eastern, Western, 
and North Eastern) starting from the connection point 
of provinces which going to other regions especially 
Bangkok.  The direction sign and identity of the town 
must have a good modern design, good standard quality 
and need to get along with surrounding by using quality 
Creative, Architect and artist (cooperated with experience 
and young) in order to create a beautiful based on the 
particular area/ town.
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