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Abstract

This study focuses on developing a systemic data collection and analysis of the voluminous
available information from two of the biggest international trade shows in the world; World Travel Market
(WTM) London and Internationale Tourismus-Borse (ITB Berlin). Data were collected from 3 parts of the show;
convention, exhibition and interviews with buyers and sellers. 11 key trends were identified which could be
grouped into trends in the art direction of the marketing communications, branding & unique selling points,
target markets and competitive forms of tourism for Thailand. It was found that from the literature, marketing

communication strategies seem to be more advanced than the practicality found in both of the shows.

Four quantdants of trends in marketing communications were used. These include 2 axes
which identify degree of presented content and degree of art maximization. It was found in this study that
majority of exhibitors employed minimum presented content and minimum art presentation. This indicates that
marketing communication tend to be more focused in what destinations want to offered to their specific target
market. However, this was not the case with ASEAN destination which tend to be more focused in maximizing
what could be offered to their prospectives. Destinations in Europe offer thematic product while it was
observed that Asia destinations remain focusing in physical value of the attractions. Millennials are the main
focus and have been extensively discussed, providing an opportunity as a lucrative market. Chinese market
has advanced to the next level and there is a strong need for close scrutiny for Free and Independent
Traveller (FIT). The challenge found in most of the marketing communication strategies of all destinations is
that there needs to be a balance and coordination between in-market and global campaign. The roles of
National Tourism Organisations (NTO) or destination management organization (DMO) need to be

transformed if this challenge could be eladicated.

Thailand is showcased under the theme “open to the new shades” in both shows. It was
found that the theme was not clear to the audiences as to what exactly the destination wants to portray. There
is a lack of specialization in product offering, hence the interview also echoed this point calling for Thailand to

have more unique luxurious tour operators.

The study compiled data into 168 event cards. These cards were scrutinized by scenario
planning team who came from related tourism entities in Thailand. The aim of this scenario planning was to
formulate plausible, relevant and data-based scenarios for tourism development in Thailand. There were 2
sets of scenarios from key identified driving forces. Four scenarios were derived and narrated to capture the
future of European market. These could plausibly be driven by the continuum of the ability to design their own
travel (I-Deisng) or not (U-Control) and on a continuum of the advancement and adoption of travel technology

(Travelotic-Humanistic). Four scenarios were also identified to capture the future of community based
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