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WILE09 Bee utaud 1y Bee aladilly wms1zindl Bee druiuunn aideniwuiu danudaiau de

31 gl old meets new llduanindivnagausdesnisuanyedundaauinng old meets new

L3

NMIATIERTURUUNTYIoUNEIA19 U dautenisveaielnedu in - on- off nuneds

Y

sULvuMsviesieINUseimalneausadndungy on Aefinisiinduaueniony Evoked set M1nL31
in Aon1slsuituitunslindusidsliadnaue vieagluanunssdn wasunsdudi off luasfe
Lilagniinds nantawsiegslannmissiunindeyanudn duAinisviesneivesnefgnnaniaaue

waragluai1unsednfe lungu health and wellness tlanaifianiegedmsunguduniil best

v o ' =

practice ¥94 health and wellness ¥3AsUARAUAINYNNATIN 191 expert AulnunaEesilay

Y

'
v Y a

sndhegneUszmelne Sensdlidainduduii on ud uifissmalnelilddomsFesdudldgnin
S99 health and wellness Tuwnug# wedding daifuAudlungy on WWufy 2NN159mLAT
Fdada Luxury wedding uiidiasdsnudualowwesndn lun1dada luxury wedding planner
Lildendegramiaeniae endied1slssmelnenaonnisaunul naududl 99115 1n13nanade
Uszinalngisiiiemseses anmsdunival Besemnsinefuniinedanienns udlildgndrin
518U foodie experience ilond1iiis sastronomy 3013 W3weia wazUszmalukouglsylzases
flufinou LGBTO Wudnuilsnguaudiiin in wildlfendegsusanalneg dudnil off 7ilddnds
Uszinelnefe world heritage cruise tourism luxury #ilnedutadulunilantdegidliduunds ul

Ussinalngaziinisduasuioanisvesieilaeguvueg19n g wilunilanmaiidnnaifnis

71998708195 URATIU harnungsIude N1sviauneInas1suselovdlinuaunesny Tunsald Vel
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U WANTINVRLNET WTM uag ITB lufiuuuunisvieaiiediisenin Community based Tourism
' 1 ! ! =2 ! = ! U a = ' - < a ¢
wingndle usinsnanfsmsvieuiiedsgeiuinveurine Tt svieaigAu gaUsyaunsali
Y a Y a . I ) a ¢ ] a px| a M M va
WY193991nAUYIIAY (Local experience) 1uludnuaznisinnenisvesniesnluimessy uslsdlad

Uszaunisaldadn wazinlugnisnszands duanusaaiulunissauiuwilamn Overtourism &ald

QNNEINIRENUINTINEDINY

v ] P & v I o A ° & Y ] - v v
Toyanna o wianiladanialu 10 Msewasdnaua duasuunldusiunisiesie iy
N8ITDIANUNTTBUNB5UNS Tueu 10 things you need to know from WTM lagitnlenalvil
[ a a [ ! °o w ¥ o v & v L3 =
nsanUssiusasiaAnyssausng o unagudAglainun dndu dnsimnisal (Event cards) Lile

TNUNUBBNKUUNITAUNYAN B LIRS LY

{nsivnnisal (Event Cards) iothluldlumsiinseidvuaganimeunan legninnguidy
ynevisflug) 5 ngu vianun 168 Sasvnnsal (eefnaaguluund 5) nsdandumnnisaiil 1§
thanwndouns e wielulad Auwandes wsugia maidles (STEEP) nsoaunsnluludseifiud
Aertesturdenismanain Alddmualiluinguszasd uazaeandaafuridelunsduanising q 7
Usnglusrmsmnssuviesdien il

1. Ngu Macro Tourism & Travel Trends Fafisuau 40 lu

2. nqu Tourists Behavior Trends H31u3u 44 v

3. gy Technology fId1wau 31 Tu

4. ngu Travel Experience/Products fi91uau 34 Tu

5. N&w Sustainable 31w 19 lu

mﬂffmLmqmiaiﬁy'wmlﬁﬁﬂmuﬂﬁzmumﬁﬁaé’ammﬁﬂ Scenario Planning 1Uw33n15An
Fadeusghaduszuuiifaunmnannguiguituds (The Iceberg Theory) Aldsunssausuagna
unsvane wazgninlUldlunsiessdimanisaling 4 Aiiaduludedniioatiesnisdeuutas

(Transform) #385095UAM0ALARTULG (Adapt) Tuauan WnN15alAe 9 MANTUEINITATIATIEA

TAAugURUL (Patterns) visawwalilu (Trends) nanisedlsiann tnefisng1uanainlasaasnawinis
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Aaflduszuu (Structures) Midonloedu Tnssaiafanangnitaunmnainanudonazanuinves
uywd (Mental Models) ﬁﬂqsmé‘ﬂaqlﬂLﬁuﬁumawqmﬂﬁ@meizﬁsm g fiaUae adiinadia
Scenario Planning lunszuiumslunisfinugaaimeuianiiindenuiunens q vesnsvesiien
ne Tnedndusesiingadne Scenario team Lawizfiatu Inevily nquiimsdudy fileamaludes

! PN A b4 a d‘ 1 ¥ PN 1 a 1 P 4
AN 9 annanY L‘W’e]ﬁi%‘lﬂ?iﬂﬂmENQ']ﬂiEI?,J?,JENVILLG]ﬂGlNImﬂM'mVIQW Taglainisiiu 30 My el

[y

Annswanieuldegnsiieanniian lunuddell In1sadeiiud 91nd3 0eAnseing « 19 nasy uay

AALENTY WY 25 U (MUsIeTenuuu) Toyaunasuild 11a1nMTIATIERRIUNTEUIUNNT

Yya a

sghalussuu Ineflveuwneginguisiueniziat lnevily msiinisvidlagenaiinisiiyanadin
= 2 A a v <V 1o & v @ v
VAINNAANTEIYIYU U TTAUILAL n1sassganinewianidlidnludeadudeasy

gnving usimsanliunisingiegsseiliesls nseenwuunsimseimeistannsaiaanudaneula

v

Toeatleponiuuidu 4 Junau sl

Stage 1: MsAUMIAIUAYU w38 Jadeduimfounisildsundas (identification and analysis of

o

change drivers) 3MNUATIMANITAINIVINA Scenario team 19suiuiiAT1e9 tnen1581u Event Card

(%
Y [

nanuafdnwseuliseu q wes mnnunusenudrnglannrauaansaiisifuls (nseuuuuesy

Event Card twalinuldiz wioud1nniiale) n153tAT12Lazn15ANNT0IANUE1AY VDY event

(%

cards ldA107uAe Trorulaziansaniannii Seslaiinud1Agy (rate importance) dinafans

o

muuaulyuignIsnannIsvieunelng wag Aawmnanaziiaaunlueuiaaluls (uncertainty)

Y
Y

Inglidnidandnsmmnisalivianguaspzeuugaanaiiuindumsnisaiidfyusaaaildlaiaeg

Wnezlsaaly

[

Stage 2: n1sAuMdadsnazdsiniaanlulanianiudidey (identification of predetermined
elements and critical uncertainties) U1dnsingnisainiagluges Important Uag uncertain 1131
WeuusTensises (Namative) nererdlaunnanliuniaaiieasiuvsnanazlvdeyaniilvuiniign

n1sandiestifinnnudiAyededs mszilunisuszuanivaiazua N1 ¥eules Ae 9 uaaziiy

dnausFemladoul’ nSeudsdoussinuiiiuiesiuin Ae Jadeduimdou (driving force) Toiusaz
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« ] v o & a v i « ° 1% = « as
Sadlungu waglvnnualulleny edtosnguas 2 5og awnsamuuald unfian 3 e lunsalil
el UANITINAYANINBUIAATLINTEIANTZNY MUANUMINZANVDLIA WAL TDINAnVRITIL
Stage 3: NFATIWNULTDINTOUNUYANINBUIAA (construction of the scenario matrix) Weiaz
A o %] .. A Yoo o oA v a
fuviaudilanagnuniu driving forces Ntinaus wazdniuluiieliinanuvaienatglunis
a 1 1 1 g.JI ¢ A a ¢ & .. I a
waniUaguyuues Wnewuingulndaiunisadand weliasieiden driving force wnduwnuisos Ty
ddy A ] U
nsedil Ae dwsu manmelsy
Stage 4: N15UTIY8L309 (construction of the scenario narratives) 3MNNNTAS1UAUIETDY LAY
fiusauiuseni3e3317 end states vosaasuny Uiausnsaulalonaliiinsuanildewduby

(% [
Y o

NARINAITIATILING 4 Tumou tadin1sasranudadoindeunineuinn (construction of the

[ %
o

scenario matrix) SIUV9AY 15 Y93

Issues Driving Forces

Macro Tourism & Travel Trends | 1.Traveling is well being

2. Travelling is a basic need.

3.Traveling is a new circle of life

4. No retirement, travel more, live longer

5. Design to Die

Tourists Behavior Trends 6. I-Design

7. Nowness
Sustainability 8. Collaborate or Die “trsauiuladla wwiAmeanuden”
Travel Experience/ Products 9. Inside happiness is the new luxury

10. Boundary Fade

Technology 11.Cyber Space Experience

12. Digital Currency
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13. Personalization & Omni-Channel

14. Travelotic (Travel+Robotic)

15. Humanistic

N5@ANY191n9UATeE A3En151 Driving force a5y Driving Force aannanuane
Usziiiu 15naunsavBuanduuny annsadevomaiildan 15 Sos (agUlumsna) e mnmiununss
Trundrduluituliun agle Scenario Wuswauun uaalneunfvesnisin Scenario agdinsideu
Narrative mﬁauwasmﬁL{‘Junwwaummé’u%’mLauaaﬂmdwzﬁmqmiaﬁlﬁmsﬁu Too@guinaue
{u End state 91ntu3an End State ndusvhauseinsay shape strategy noull nservun
gsaaninauil Trinlugnauauues Scenario uq Ifegdlslnsfinnsanainlandvasnistmun
Aienanagns Tunsdlll e fvuanmeuAnLayimnsnagninatnglsy wnuiianinagiinasieiies
mMsnaavieainglsuuaznisdnnisegnedadu anmsanifesuaniudguanunsal fuldiunais
sqmmwamﬂmmﬁgﬁ:u 8 aw lnglddonuszifiumsvieaiieafiinvieniienglsudesnisivgimun
audeanslémenuies 13nin I-desion waglumanssiudrufunmiae Tunmanduiuiienaials
fo U-control thanaawnuuuase uiladeindounmeuinn uazidonusziiumsvoadionlu
sUsvunysedey wWuaudusssuyi® Humanistic wae gULLUUﬂawmgwaﬂaﬂaQLMﬂIuIaﬁ WUU
Travelotic wnas1aduununuiuou mwiuaummﬁﬁm%u (Scenario planning process) ﬁﬂﬂEULﬁu

[

Aenslunisimunnagnsluninsiuuasysenaunsiiansandmunnagnseainglsulanad

NnMsTieinaanuIinvieafitannaanglsudmlngifiumaioniisinieluglsy ge
fedoroy 86 vosnAUMMenTiTavan undwionfieuazaananedatenisuanylsy dndu
Wigaua ovay 14 Tnedgamunevatonsifumsluvieaiion Ae su3nigean auunseelde
013N uaz Towndls Sdadruidies Sovar 0.5 Faduerandalddn msudstuseninsganuie
Uanemananisududomdsiannuiouannafunsiiiaiunislunduussmaglsfuies

«

lnganzUsemanduniouluglsy Ao awu (Segaz 20) Brnd (Fesay 12.1) wag NiueAa (Sosay

11.9) lunguuszinmafioguanglsuiu Usznalnadunildududwulszmeagontiauiiinrioudien
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glsllAuniauvisaiies (Frdundiioay 3) Inedusewmaluedenaglunuieuiuiufe Ju
= o oA a o ' o Y o ] - =
WeaUssimaiedfalinnudeudesnitlng (@adiuuvansesay 2) duinisvsuieilneiiaiy
Wuwddlunainglsvegneds agnslsinmuinfiansaniemnuduldldlunisiiadnunazsgldain
! U ! lﬂl ! 1 o U = 1 a a dl U a &{ !
naudnvieunedrnnglsy AudedrAgAs N398R un1endniinduy aeluglsy Ingwudn
amneUaneveeeniey 5 dduvesudazUusenaluglsy Usswalvedunislumvesnisuminuiu

dusuinvisnneInnUsemaa L au

[
Y

nwurAawazdeyanatell inlimudaudndulunisianudilangfinssuves
Unvieaigandagduiinsliddeunuuuuenizvssnisiduidnfunie In15a519309519019

LAUNIIVDIAULDY Lﬂuﬁﬁuml,mdwiauﬁauaa 1aefin151LanI08ng 19TALIUTIANURAIRAIENI

Y

IWALAZAINYBU (Identity Expression) Tuflaanquiinviesigrenalidauisaueniuiiies iwandgs

a 6 a

viemednaely usidedinsgidedsiumiminnldlunsuansdudmuinldldfianuanizianzas
pufiuudenguidlinasianuuiinguimnenismaneidaaudielanusadearsnsnainld
n3dlanintu waiilé Ao fowaz 54 vesdedldlifinuanizudssiiezdolidanguitily neidy
dnaueuvawisuisaninnitfagtdnausszaunisainldvesinvoniion lunguilfinngiang

nqulmunsaniznuInguasn (Gesay 28) wazngu Milennials (Sosay 35) azilunquilusiaz

q

enunelaeanisagdeansaigunnian

i

“es
jl). 1;’.*?;@11 S Mubisians
- “Melie Karg”
- (ymnddions)
* Bock Jolhelttore”
Tl’ayeloll'v'c Nawnezsv - aﬁ?w'w_ \”hmf\-:
-pauNaapas LT | qmmiwfo:
S The Matrix™ |- “y19mia”

- " Rosts”
| |

y
U-Contral.
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1) I-Design: Humanistic

A1 Humanistic ¥auliiindeusgaunisaindounauluilie 50 Unuad Tuadendelus
walulad yneg193adu Human Touch MsiiunIsRBIaIfanIsnIsunun lnduvenisdenauq

liApaRuntinaansaduntnawAaalnsenw sginuazlsiluaiuainaulunug wis1ASonLuUnIs
Y

1 Y

Vol nsrglidnazsilulszaunisaluuy “gegafuganday” down to earth 3o Low

U o

Technology W drunausidudesiisudenesludnwasuas My Choice laily No Choice insgau

[

gou dudadleilndiadugull anunisalifadseuldiu “winiszinanasen” Aenduluudings
aunsadaugalunisvindeingg Mmdunisiawuudeuga Tudn 10 Yirmdh dnvieadierazasle

PONLUUNNENT “Usvaunisainasgn”

v

nagnsdmiunannglsy (Strategic issue & respond): N15UNAUBNITVBUNYINNAUE
5350978 N15 detox Mnmalulad Tudagiuinuudife nsdnauenisvieaneIniaden lukuu

Weluduguyy wse auviesdiu dousin udegdlsiniu anundoulunslvinisesnuuuliiosdsdl

(%
Y]

Ay Aedunisioanstiiimadendunuamdunsimunnagns samsenuuumsiiunis (Co-
designildlsites s nsdaadulsiAn nguudsminisniiviudiliannsadiaue anufiany
Aeusiesiu luguuuy msveadisndsairsassd msaglaiuanuiouls lnedinmseenuuuliin
MsdleusesEinsmuTuaouazUsTauMIaiivn i anGssun A Wy nsvieafsudsdalrenms
Afnsldmaluladunoonuuuemsudlusaziiendiu aunsaeenlumingaulfedluth (Molecula

gastronomy & Food foraging) 1Jusu

2) U-Control : Humanistic kAuY849 U-Control : Humanistic Lﬁuﬂwwﬁuuwégﬂﬁqﬁuiﬁagjﬁu

3

aa1vetenn lngn1snivautunszilavatednuaznilagaunisiiiiedensiaseussssua

| & ]

wuuineuwddesnisliigniiulaundunywdiiuauaivesssuwd Wudnvazisenin “aulann

9

wil” wseunasudunuy “Auwive’es” Feerauilugnisiiunmeils uisruetanudedluded

willeugniivlnueradlalunwimiannaudynisnisidesguuull wininldidugutu wmse

Y Y

1 o

LuINsIn1siiunisaruauisauuy deadulumuuuinididaanaviitdy fenaimuignis
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AIUANKUUYANIE Ladlaun nluningunsises Roots NAURIEQNUIEIBLISAUNATHIUNALIAY
wanetiongauliguasainlag TIavseudunnnuAnvesnia Adigneenuuulaguiediasintuy
= [ = Y| a = o a 2 A o d' «
wsemniluagasing wWisuawiungsaniignassdidasanluiSeunmumvais Aedidu Tuises “unq
9 1Y & Y 1 [ ! ¥ £% [ A Yaa U
ma” uddluaniunisalnendlegieienantisiu Wunsidenld@inlunseuns gnueainyuves
an ane1avziantadndu U-Control insnzvinludeniudesnwuuliii duaiflilddsdunieaiuay
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=

= 1 % v a 1% Y P = & 1% v a1
L‘WEJQLL?’W@HEQW@IWQHG]@&UIQWJEJWJLE]QL%JE]@WEJ?W?U 18 GZIQLUUﬂ’ﬁQLLaWJEJﬂ’J'm‘VI’NW Wl Iusumngﬂ

WA “URIANL”

nagnsdniunanglsy (Strategic issue & respond): NsiingeAfifedinisAIVANEIIMENALN

194010353 Lieasiaudasndy orvilinainglsunevauatlhise auliduag wazaulilusda

[ '
o

mswienfuivanunsainstesunsinnisiilifussa amdeusiidaaueiavinliinnis
m'aﬁmmﬁLﬁumwiaal,ﬁmzjagwmaﬂmwmsduﬁ?u n13Rulavesgsnvevlitesas Saudensdule
ypsgsAalnifidaudnaiassdenaldlifunisseniumsgeradunisiennsouifuly
anunsaliimsszife nsdaaiunsviesiedlurnruiairsanudedn mnduwvuiu linns
Wasuudaserls ldmeieylslnl velidunuuifunaenly tneillldidanisiieau wagdnwld
w¥ou 9 fu szUUMIWTsTulai azmsvhanunsratnenagauesindunisiontIeu nquiisouue
i1 wiinguiiseunsnitlilimereuiiasiann wsgsenismuautismdsainaiaiguniuly

[

wininnnil aatnglsvensanasuazinlidndusesiuunliaudidyiunainieleniedu 9

o

NALLNU

faa

3) I-Design : Travelotic Tu scenario & \un mves “lanlinsuuau” uywdidase (freedom) azlui
TafAlduulanlull nsmunmsieiilunisifunisasaziaiiousss lwldguassawazainugeenves

& ! v a Y U U b‘d‘dQ ¥ = o 1'% ! (4 =
wywdsndely dninumearleduiaiulssaunsainiidaszuuug e Wlannn vilannedis luded
sonflausinanuaniilaunls msglanlinsuuau uddunaluladinisimunligaulduninls
TIANRBIIIENEUYNAUNIU cost of living Fzsadun unInedeaznigll vieevaveyyInli

SeunSiieaun search mdoyaann intermet AuamsaRuslUlnuAly willounineunsies
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“JUMPER” @9lulan19tAuni961u Time Machine waslazasianaiunsaaznszlanbulusuinn
TN MIaNFUNITNAILA LA

nagnsdmiunainglsy (Strategic issue & respond): N1sduasuLazaIUAILNAlulaE
TAgLanIg sEUU Al nsindalanasnnan Ysswmalneeiadeasunansanlussesiuiiae ssuu
distribution system A1UAMVIBATET S¥UUNFANY (Payment system) AHIN15HdUgeuIn n15379

U dy d' (Y] d' d' @ o 1 v = 1 4 = 1

sruviuiliiosesfunsildsunlasiisinsiaziinedalsiiaunsadngs saudn veamuedunguy
5503 OTA wianil ielldudeteya walulagavyiliinswanidledua (Urban) wagnisin

syUldoansnmitutousyninudedvguaziiissseslilaegwazamnauis asdaasuulouiy smart

city

4) Travelotic : U-Control Tu Scenario i Tanfiwmalulafganny uinsdndunnagnielinisaauam
witeunuduwesy Aduludledlnedsiidadialddulaua 90 nu/mu. fnsnariaialulssduiia
agtunsFumsuiuin facebook fifeyaynegnafsafuis visauilaudiinale uiursauflilald
Ta wazdansld Facebook Auselumsiziiuinfiusslov aunsetadeldnefuuidnivindes Big
Data wiswisdamuifoyayanawad Ifndeeubusonvesdmemiell mavisudsindng

consent 91nL1v098FeIuNSsuSes T9a39 uaaziidnnauneudeyansuianun dulu 10

Y

1Y o

wiiAeuflazidudusen 1sanfenlaseusululaglaidia Swinlidenisal uasilde U-Control
adfelmifinsmuuiiatulasfislidin wilounwasinidsmeiiter “ueueuseatusiy iwelal
Hhaae” videduuIsuunmeunififoies “The Matrix” Jaduanunsaifiiings Wieulsdu
Husefisldannsnaziuesnunls

nagnsdmiunainglsy (Strategic issue & respond): M3LgsEuU big data Izslvinsnaind
ATuaIndiiIn n1seenuuuAuA a3 NTasanInsildesensslainntu susnainnifulou
iasnsowdenuiililildAnoenuuverlsies fimsdn Waunsuvondielldlaesnludd audoyai
wweiiunluefn seuunsudediuetandulug commodity fio ynauEuvIBAUA Moy IN5121d

5%UU Big Data wAluladlun 1500k uuduan 0192190 UNITIAUNINAWNNTILUUTEILU1INT Y
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szaulan drunnuil 2 18en Inside Happiness VS. Outside Happiness @1%15U Inside Happiness
Juanneiigavisislddunuianuguainmelufeauguiuiess wesfudiomves Luxury
wnlvl AAnandhdluiilavesaunsazau wazguvuvonn Tuvaedl Outside Happiness Usuania
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Y LY

Vedu Tuasususmsideiae viuarle lderennsanng suteeassyllnannienassmmnusznis

[

TReTuNUsTENEN NG

1. Inside Happiness + saufiorusi e 2 unuiluwuiudaiadu scenario i 1 Ao “Nirvana”
W3gulanuas19a159a ANaNIAINUUUAMLLANAY nainvaty sglunNuRnaua9suilany

i laneliiindfn1ednigyeyrad (spiritual) Msuruduunlula dnsdeunduluyaiaiesnis

[%
Y

wsnaEvainratsluaudunywduniu Magidaya Usvayitiu daluiuiiu lasu

nsnguentunndugnulunsiuundiay aasnsudndnveivesyanaliinazduizaanaanin

[

Foaesruiuiies viadoswesyanalinnazlulssmalnuiniy asfiiuivisdiauisuy
smiulandis sndugsinuin udndieiusegenvinliadgensu dn1s diversify unity Tu

“Tansnaulumnunanene” Jadulanfiansesuuin

2. Outside Happiness + #19AUA1991 TufiFn1ensIiut AU Scenario 1 agiineglstumnlanluil
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a o

Liflausiudotues aululsswanlaifvimuzuuul guinlifiuwAauuuil Jug ynausishnds

WALFDIVBIANgUABUEN 5NezdenTilduEowes capita fie “laseauneiuily” nszly

TanuuutlauziEuAfin 5ITUBIRANET reset Ftaauallsdldaiuisavineslsls Sevaselanty
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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

26



approach towards sustainable tourism. Two axes were mapped on one axe being inside-happiness or the
seek of outside-happiness and the other representing degree of collaboration (togetherness). Each of these
scenarios provides preliminary implications for strategic issues to be setforth. The research then outlined key

strategic responds.

Keywords: Marketing communications, Thai tourism, Scenario Planning, future of Marketing
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o Lilpliasziuuiliuesdusznovrenagniniseaisnisnainitonisviesdien
(Marketing Communication Trends and Compositions)

o lilplseinisudsiusaznsiausuususmanisraInYeInsvisaieTlugunuUng
9 INLIMNTTUYIRTIET (Brand Competitiveness and Forms of Tourism)

o iloAnwuunltuionigarsvesduiuaruinisvioniisriinauslunuuvnssy
vioufie (Unique Selling Points)

® LilBlAUBLLINIUAYOUIARYBITUNNIAAIAAINIUNITYIBTE) (Scenario Planning
for Future of Tourism Marketing)

e nausyssiunagns (Strategic issues) WrgldiluuwIminisaniununisnain
dmmSungunainglsy (Tourism Marketing Strategies for Selected European

Markets)
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(Stragetic Issues for selected European markets)
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U581M13 (Integrated Marketing Communication) laglutagdulaliaiudidgynanguidmunely
DIANTUAZUBNBIANT VINMAAANITNINITNAINDIATIN (Integrated or Holistic Marketing) 11nTu do
Neonuuuegeiaansaldiiiolasenaliiiui Guauazusnsnaesnisiiaueiinuuanei dan
wiuegsls desnisdeansiunguitunele fdnwazngAnssuluegiels denszduliineuauls
waztludnsdnaulagelunge denldlunuunnssuviesnelanndddnaidng 9 1w lusu The ITB
Berlin (Internationale Tourismus-Bérse Berlin), ITB Asia, World Travel Market (WTM) & n 15
(YY) o a dad I P 1 a Y Y a a
wistuiudnauedanananuiad ieidunmsiladuazgslaliiinnisiduneluludsemenoinu oy
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Tusrenuveaisansausasalul

“With its unique diversity, ITB Berlin covers the entire value-added chain of touristic offers.
Orientation is provided by the geographical organization of the 180+ participating countries and
regions. In addition, ITB Berlin is divided into separate segments which reflect the most
important current topics, making it easy to find your way around the trade show’s broad range
of products and services.”

(Source: http//www.itb-berlin.de/en/ITBBerlin/DestinationsSegments/)

“ITB Berlin Convention is the Leading Travel Industry Think Tank. In over 2 0 0 keynotes,
interviews and panel debates, top decision-makers from the tourism industry and political
community join recognized experts to address the core issues that will radically change the
structure of the global travel sector. International trends, Innovative business models, Best
practice, and Recent research have featured in the Convention Program for many years to great
acclaim. This makes [TB Berlin Convention an indispensable platform for information and
networking, providing inspiration and orientation for strategy and action in a fast-changing global
travel sector” (Source: http:.//www.itb-kongress.de/en/ITBBerlinConvention/)

Y 1 ) [

wazdid1suanuaniilan tnswualanadl

Origin of exhibitors

(Source: Database of exhibitors at ITB Berlin)

Germany 22%
From abroad 8%,

The following percentage r'eiers to foreign exhibitors

57%
Europe

20%
12% Asia
America
9%
Africa

2%
Oceania

41915911 World Travel Mart (WTM) fi3aue1unaziduunassindeyaiidfagiyuiy

Y

fananalifie “More than 50,000 senior travel industry professionals, covernment ministers
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and international press, visit ExCel - London every November to network, negotiate and

discover the latest industry opinion and trends at WTM London”

of attendees have a direct
*Based on 49,275 visitors influence in purchasing*

55,754 75%

865,500

is the number of business
meetings held at WTM London™

fisn: http://www.wtmlondon.com/exhibit
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o = a A ' Y a A 1% Y 1%

n1snan fepaunileuinae nsneliiinnisuanildeu (Exchange) laglviaduauladunisidn
Tapudesns anudnlu nseduliAnanudonis aennssu wazdsdidmangliinansdeduls
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(Anywhere Anytime) ANLLLAARTISEATY Micro Moments Marketing (Google, 2016)

LUIANMHAANIINMIAAIALAZBIAUTENOUTRINI AR INTaNe s JULuULaznaTlalung

aun1seandsulunuads n1sAnsesnisnaininieysluninisnevaueniudienisves
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duslnauazneliinAinuassndnfdeduaiuazuinis uuiAandnnuanseaiafifoulosiuduiea s

Tnaisuanguslaassidianudndu mnudenis wazalasd Naunsadrluuslnaiieausniny

%

ADINITVDIAULDY LABALAITIDINAUTE LT UNNANA UNUUANNNTOAUDIAINUABINITVDINULDI LA T991n

Ilasunauseloydlununne aunin wazaiunela lneguslanazuandsunseinnisamiu
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Wremdnduaitu 9 aruduiusiezanduniseely Msidguslaaduuundiunsludnuas
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[

NINANATLANASIY FANarBNITAIIMUALKNUNITAAIALAZUTNTANANTILANANSURAT

1. wuAUAAEITUNISKER (The Production Concept)

2. wAMUAnAETUNEAS (The Product Concept)

3. LuAURRTUNSIY (The Selling Concept)

4. LIAUAMAEITUNISRAR (The Marketing Concept)

5. wAMEAnAEfunIsRatLiiedsau (The Societal Marketing Concept)
6. WWIANAAINNITNAIAWNYNS (The Strategic Marketing Concept)
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99N150A1A ATRAIAVIBLEUasUIINATYIINISAaIRLUULANALnUl A ud A AUnsULEUe
ANADUNYBUNEINAIEY UNTAYUNDINITTILUTUATIAUVRIR VauAY kaUauaLNonINgY
U | dl « dl A dl |’, a = d‘ U o U

Unviouiien “auilreu As Auily” auLulfa lwikazisefolaslanssiuiudnwuzlanIz 09

amngUatenen 9 nsdnawedudiiniswlasnnufnunduninuazensuallignaaniunisaing

£ (%
1

wusustieliinveafieafiuluiai (Perception) wwadadisunnisviinisaatnuwuuilindu Modern

marketing, Neuromarketing, Sensory marketing, Content story telling LLuﬁmﬂﬁmmmLuﬂ%mﬁ
fuetuuguisdtufe viliianlneldamdilaFosnsvinauvesauedlunisdoas “Feel then
think” ¥13M1U5nauiuAUlanNIsIuN1TIaINBE19ATUIUTOUATUNTONITAAIAKUULIBIA
574 (Holistic marketing) muflenuil Philp Kotler waz Kevin Keller IallAifieliiiftuninudifyves
nsvhaufivesseudiu yneghafinnadedesdiniusiuseiend

“...this holistic approach as follows: “A holistic marketing concept is based on the
development, design and implementation of marketing programs, processes and activities
that recognize the breadth and interdependencies. Holistic marketing recognizes that
‘everything matters’ with marketing and that a broad, integrated perspective is necessary

to attain the best solution.”

Senior Management. Products & Services
Marketing department. Communications
Other departments Channels

P t ) [ t .

Internal Marketing Integrated Marketing

Holistic Marketing

r S r Y
Performance Marketing Relationship Marketing
. ) .
Sales Revenue, Customers,
Brand & Customer Equity. Partners

Ethics. Environment. Legal. Community

WHUAIN 4 89AUTENBUTDINITAAINDIATIN

(Source: Marketing Management 14th Edition - Philip Kotler & Kevin Keller)
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2. MINAIALUVYITUINIG (Integrated Marketing) g ﬂm,Jq'qLﬁumw‘hmuaéwﬁaum

ogradudunilsduideafuveanisimualinagns 4aps waz/m3e 4Cs Ao Product-

Price-Place-Promotion w%aﬁﬁaﬂdw Customer solution — Cost - Convenience-
Communication

v 6 v ¢ [y

3. A1TRAINETNAMNENNUS (Relationship Marketing) Av N15&319ANNFURUSAAAY
ANALATARLUUTEEEETY YITENLT0NBUANBIAINABINITLA AULLIRANTRLINY
9710 CRM %38 Customer Relationship Management

4. mInaafisfeSuiinvausiedanu (Social Responsibility Marketing) Aia n15vigsnanaes

Ailafadiiduleduderianue dufie nsueseenlUuenaIAng lagaNIEN1wILAY

oNe

URn¥eaUAadeAu (Social) Lag/v3e N15Y155A208198AMETIN/AT8555U (Ethics)
Adadlanansenuiagiiaiudwingaay (Envionment) saxuludianisiansnlungvune

YaaUsewely 9 Manluvigsia (Legal)
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WHUAIN 5 NITABUAIDNNIIUNITHANN

(source: http.//www.spi-consultants.com/en/services/02mcp.html)
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AaY AU Usztaunsiasei
Why? Key marketing environmental scans | @01Un198i619 9 fiflnanonisnan
and driving forces Lagiilnarenisiivunnagns
NIAAA
To whom? Key audiences: mjwﬂmmmﬁﬂm
Target
market/segmentation/positioning
What, when, | Key messages: dufuazuinsiiiaueiierlsiduga
where, how | unique selling point and brand | Iamisiu fiad1eanuuansnetiig
much? messages luaasluiienits feglsldsausi
Aanssudie hunisldedadls dign
vieufienerlsthdlusmvdetnaue
AA1ELT)
How? Key visuals (Mood & Tone): sUusvunsuaueiinegiels Anway
nuAad
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32 UaU35798
(Research Methodology)

VARG
Y Y

(Key Informants)

NAAWS

(Outcomes)

ANSNUNIUITIUNTTY
1. msAnwdeyaienans

(Document Research)
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uazMsvie eI Ine
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AnwanAdedifeadesiu
NUNIRAIRLLTALDENS
NaINIAEY
fmuaasesiledde
MUUANRUABE 1MUY
wrnzlunsinudoya

N1381523NBUNITAINIAAUIY

(Pre-tradeshow visit)
N581939M 8L ULABUAY
WUALEHIUAUNTRAALAY
nsldde (Questionnaire

Survey)

nmsiiudayaluay
Tradeshow WTM 2017 wag
ITB 2018

1. mM3Iuelunng

(Action Research)
2. NMTEUNADLNTEIUTI
(Participation Observation)

3. MTduNwalTIEnAU
Buyers wag Sellers
(In-depth Interview)

4. msiudeyadosis o
Werthundinsei

5. mMyTudsyyalunu

Convention
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31171 30 AU

Buyers Sellers lusinsuszine
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(Research Methodology)
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(Key Informants)
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(Outcomes)

n13uszudanataya (Data
Analysis)
meleneivssdudon an
donmsng o uazdeyadiléian
NuIMNTIIiRNTlBILAE g

dunnwal (Semantic Image
Analysis, Content Analysis
and Descriptive Data

Analysis)

nslanIsenatsauiie
Ansesinndeliinsusses
mﬂﬁam (Researcher
Triangulation) lnedavindu
Event Cards wiothluldlunis

9% Scenario Planning

AuvuiuiFes (Theme)
URNIRHG

AUMFULUU (Pattern) @4
Toya uazUszaranailum
wUsdAgy (Construct) Tu
N13aTNNg Bl e
Uszanananiy Descriptive
Analysis 19U Sp8ag uag
anuaiflegluilagtiuile
Janqudeya
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Scenario Planning g N9
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msvieadisusUsemealng
amqmammmmsﬁauﬁm
FUsENaUNTS
Unvieafieniisiuszaunisal
NIBNUNIASY
FILNUBIANTTENINAUTENA
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wunliniAnsnIseatnty
2UA
gudunnugndesauysally
USELAUAIg 9 31N59n
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nsalunuddedu ns3dedananin laglduuu Ethnographic Photographs wazilu
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o [

wuullsie (Deductive Analysis) Ingiidunauni1sinduuntaya (Data Preprocessing) N1334UN

AMMANUAIUNNY AIUNENNITRAIN WU nqulvune Iaviendeainuidususud sUkuunis

Moy duAlarusnis dnwazuauUyn1svioudel L lunenudadiarn1s@eans nsludonuy

Y3001113 n1sduundsziandeyaninuazde (Image Classification) Wudldun15na1A1NATT

AimurNgnIW (Harper, Douglas. 1987 “The visual ethnographic narrative) Inadnvildu Event

Cards lngfisuuuulumsiinsgsililadeyadaninusenoun 6 saluil
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Dimensions of Meaning and Interpretation in the Picture

documentary interpretation ‘ communicative conjunctive
(iconological-iconic interpretation) knowledge knowledge
habitus, documentary meaning, generalized knowledge of concrete
modus operandi knowledge motives of concrete
Question: of institutions actors
How is the presentation produced? and roles Question:

Which concrete story
does the picture tell us ?
formal composition iconographic interpretation

2 B o (connotative message)
planimetric composition

perspectivic projection
scenic choreography

Question:
Whatis representadin the pictura?
Example: The action of greeting

pre-iconographic level of meaning
(denotative message)
Example: The gesture of "lifting the hat"

LHUNTW 6 N1SAATIZIRNINEGD

av Y a . .

N13738AWNAUA Scenario Planning
av v A No ! & a v & s . aa L3
nadememaiaidnindunsidelusuian wie surpneans (Futurism) 38n15neInTal
awluouranfiddayd 3 35 1iun 1) n1saranasaluualiiy (Trend Projection) 2) n1sidgunImn
au1AR (Scenario Writing) waz 3) N15U3nw1fau (Consulting Others) malailiduisnsnse

a & v & v a a Y] I3
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WasuwUawiold esrusenau 3 deniluniasdnnsesdsiuseaumnufniiufe 1. 5934 (Insightful)

2. WUy (Committed) 3. Hnalun13ainausegala (Influential) Ineiiuandniidnwiuliuinnd

30 AU iU TneaneialileAmeunuae
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NS¥UIUNTINBMEmATlA Scenario Planning 1Uu3Sn1sAndedausgradusyuuinaunun

a H < A vo U 1 ! ]
1NN ufu1U14Te (The Iceberg Theory) filasunisuausuagisunsvaty uaggninluldlunig
a ¢ & 1 A a & a = A v N = v oa A
WATILMVANITAIAN 9 MAnTUlwTdnNeas1an15iURsURUaS (Transform) n3e5095UdIR19
Anduld (Adapt) Twewian wan1salng 4 MAeTuaNTa AT IERITIUFULUY (Patterns) %50
wualdy (Trends) Mauisamianisalla lnefisingiuuiainlassadiauwsanisiiamduszuy
(Structures) MTouleaiu 1ATIATAINAIYARAUINIINAMUTBLATAUARYDINYEE (Mental
Models) fidasndnasluiluduneuranisiinmeanisalsiig g haUas Metlmeidla Scenario Planning
Dunszuaunistunmsfinygan neuasiiuandsuusuneng o veansvisaiisnlveiiiasizianadly

(%

DFIUTINNRANUAAA LN Y PUNNUTENBUN 7 613t

THE ICEBERG
A Tool for Guiding Systemic Thinking

EVENTS React
What just happened?
Catching a cold.

PATTERNS/TRENDS Anticipate
What trends have there been over time?
I've been catching more colds
whensleeping less.

UNDERLYING STRUCTURES ———— Design
What has influenced the patterns?
What are the relationships between the parts?
More stress at work, not eating well, difficulty
accessing healthy food near home or work.

MENTAL MODELS Transform
What assumptions, beliefs and values do people hold
about the system? What beliefs keep the system in place?
Career is the most important piece of our identity,
healthy food is too expensive, rest is for the unmotivated.

WNUAIW 7 The Iceberg

i https://nwei.org/iceberg/

M8 19TUABUNTUINTFUIUNTT Scenario Planning Nldiivedavienseansud 20 Yuazaviiian

Uszgndeanuuulumslinsgideyavesniifeively lneivunsudwiolud
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https://nwei.org/iceberg/

NITUIUNITATNYANINBUIANTIUAU
auAIdenadUszndlne 2580

PURaUN 1 Environmental Scan

a3U Event card 981418y 30 Events #@ 1 Driving Force (STEEP-M)

-

VUADUN 2 %1 Driving Force

JiATIzvNgsl event tudninonaunsle (Deep cause i Driving Force (DF))

.t

Junaud 3 #3719 Map of Forces
WUADUN 4 ﬂ"::iJ Forces 9 drive future

| High uncertain / High impact |

Junaud 5 Scenario building

_____

314 End State 31nngal vin3l STEEP-M Tiirunmildi@auloaiass
Aunaudu lneuvalu End State a3 5 10 uaz 20 U lasansuiny

wneust PDCR 1aun Plausible, Divergent, Challenging & Relevant

-

YUADUN 6 1 Implication

1 Implication Hansznuan future event

dunauil 7 A% Opportunity/ Threat

ALAT129% Opportunity / Threat a3 Implication

-

Junauii 8 \@an Option UlUg Strategic issue

WHUAN 8 TUADUAITAURININBUIAR
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a vaa Aoy v a
5']8@3L@ﬂﬂsﬂaﬂﬂqiﬂigﬂﬁf’ﬂsﬁ'}ﬁu GU@F’]UWU‘U']ﬂﬂ']iVl‘U‘Vl'Ju’liﬁmﬂﬁi@ﬂu‘UVWl 2

1.6  dgrumdnnnlglunisiae

n1snaingatusl (Modern Marketing) A9 NSAAIALUUATULATBITOUAUKUULNDIATIY
a519A1uwanANgeg1lanAuLariaula dn1skmaluladn1sdeanseg95aunIu @unsaLdauled

FEMINLUTUAYDIFUALAEUINISAVaNALA

[

UNNTIUNFVBUNEIAN AD ITUUUNTTUTLAYITRITUIAAIMNTTUN VIR INTIRTUlY

(%
1Y

SEAUUILNYR Felun153deTdagunuens World Travel Market London (WTM) kag Internationale

Tourismus-Borse Berlin (ITB)

2 A

Buyers A9 yaaagiig1u1lunisindulanazdndandndugiviauinisdie 4 Augdnuans

Y

audn luuwesinsnsoniisududain FuluauBnaluasi@e (WTM Buyers’ Club) Tnedulvg

aunInuduinisszaugandeanisusamlonialun1siuuigsna asaesetieiuddnuandun

wagyihdeysynaantuian

End State Ao annzgavneduiunaainmadeuludaussealmnsiieliviuinimegaine

Tusureminduseals

Event Cards f® Lonansiieatuimgnisalsing o Mluaaiunisaiagiunsewwsliu (Trends
and Issues) NaziinTulusunauazeavzdwmansznunslsuiiunsemdeniidsauls ddldainms
awnuiadeuanaeuniguani e udin walulad wsugha dwindeu wagn1sidlssnisunases

Feghenguang nyseideu wsetedadusiig 9

Scenario Planning Ao nszuiunstunsAnieuesfiseuInn deninaaiunisallusuianiiy

gnas1atunilagedelasuses (Plot) Nunanuwalidu (Trends) Miueglutagiuuazauliviuey
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[y

(Uncertainties) Nionaiinfulalueuian awaniunisaidsillavanganiunisaluedivyaiuiliuuas

1 1 A A v & d'
ﬂ'J’]iJlﬂJLL‘U‘U@‘H‘VILﬁ@ﬂﬁJ’]ﬂﬁ%ﬂ@Uﬂ‘HLU‘lﬂﬂiﬂ b3

Sellers fio u1eudauanswazdtausduawarusnisatglunuunnssuvisuied lng

U 9/&1 U v o U a L2 dﬁl
‘W‘U‘UBﬂ‘UB;lﬁi’e)LLﬁ%L"Uﬁ‘ﬂ’]ﬂ‘UQlI’eJ’]‘lﬂQiﬂﬂ’]iﬁ](ﬂﬁ‘lﬂ%%ﬂ“l]@lﬂﬂ@ﬁﬂ

1.7

YBULIANISIVY

fAnw JATed AEneeunmseaingatval (Modern Marketing) tiietunidunwifaly
2 v
nsiiudeya
d‘ 1 dl U o U L
JIUTIONATFRAN 9 MurAazUsematunldlunisusesduiuslunuumnnssunis
: - ' @ v
viodiealan 1w o 118, WTM 1Jusiu
wnndeyanisinauswiltunaruinnssundideivganilandswanideuly
NSUTEYURALNTINUAAIAUALAZUINTVRUsREUTENA
TN ToyakuliNANABINITYRINAINAIN Buyers Way Sellers
o & avy v o & 9 i ] = a a = v &
ihdenlanSounalloniuinnssunng q vasnsvisufietnninsieilugedn asradu
YALRNI50d (Event Cards)
nmsiudeyalaenisiasizidesi o Mitauslunuumnssuvesdfiealunmsu lny
1%’3%‘ma%’®mjmmwLLazmiﬁamummwma (Semantic Image and Photo
Elicitation)
NAN3TIUTIMMAEIRTIIUsEIRaf aTUszRun wewIAe tagldaSnseuauns
a51aganInouIAnsINAY (Scenario Planning) 1UWAEN15N19InemIansiieasIuTI
ToyadndlieIvey edadnwwagiaTeiasranuilueuian
WIHaN1TIATIERN MU TRTzaLAUAMRUTINTUNSTBRNeLitUsEWAlng

LazAIATI e uaUssiiufianianagnsdmiunisveaieivessenelng
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zaanglsd Weduiegslunisninluldsely (Strategic Issues for One Selected

European Market)

1.8 Usslevdnenadnazldsu

1. ldw3esdieszuunsimsesideyagnisimvuaninewiansiuiu (Scenario Planning)

2. lowuilduesdusznavvaanagninisdealsnisnalniionisvioauiisy Ussnausie
naudmunsnazanwaengAnssy wwilinuinnssudufuasuinsndnausiiosls
I s i 1 A ag va v & 1
Jugalaniau Nasranuuandisdng Fenldfiwuildudueensls

3. nagnsnunIsraIndmsunsvisaigavessemalneigaainglsy advanisua ey
19igelu (Tourism Marketing Strategies for Thailand) Inefdayaiduguanlugadn

IMNPAPAUAMBNALILAN JUUTENBUAIE

o Liuwilduesdusznauvaanagnsnisdedns (Marketing Communication Trends

and Compositions)

o lduwildunisudsduiaziusuanienisnalnvesnisveaiiedlugsuuuusng o

(Brand Competitiveness and Forms of Tourism)
o lauwilduilomyauigvaddunuasusnisviesiien (Unique Selling Points)

o  1ALuUIaENTMRUALNUBUIANYBIUNISAAIAE NS UNTVIDUNEN (Future

of Tourism Marketing)

o/

19  Wisnevesuadns (Outcome) uazdadin
o 1ALASaUIENISINUNUNALNENISAAINBE 1NN TIYIN
o Ufumsiuiununsnaiafinevaussaudesnsléiiu
o fimsWaunuaziiuyarmauiuazuimsmunltimarsluounn

® ImsUSUISIUNSHARADNSUSEUNEUNUS
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1.10

SEYLLIANMIINITIVY BATHLAUNITANIUIIUNABAIATINIGTINY
oui 2 5 10 |11 |12
nsAnydeyatonans

(Document Research)

Ranssuil 1 nsdrsrase
WUUAB UMW UNUAY
mMsmaauarnsldde uax
NNTUATIEYDIAUTENBUVDS
nagnsnsAoansNIInaTn
\ensvieadien

(Questionnaire Survey)

AINTTUN 2 IALFTEUUANUNE
warnsiivfeyaluau ey
WTM 2017

ANTIUN 3 MTIATITH
Useduiann 91nden1neng
9 919U WTM

Aanssud 4 Aneideua

Aanssuil 5 maiudeyalu
Tradeshow ITB 2018

A9NTIUN 6 Scenario

Planning Technique

dupreioyaTiuuazasy
NAN15IY
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unil 2
NITNUNIUITIUNTIURALINUIVY (Literature Review)
2.1 ATOUUITY

mASeldmundmnenananiae sl ifeluil

1. fiedesiloszuumsiinsgiteyagnisimunnimeuiansiuiu (Scenario Planning)

2. leuunliuesdusznauvesnagninisdearsnisnaiaiiiensvieaiiisn Usznoudie
nauidmIneuardnvaurngAngy wulininnssuduiuaguimsiiiaueiioyrlsduge
Tanwsiu fiassauwnnsnatie defildfuusldudueeals

3. nagnsnuMIRaIndmiunmsvieuivessemalneianzaanglsy Widaanuannse
1umiLL6da6?Iu1é’qqsﬁu (Tourism Marketing Strategies for Thailand) I@Sﬁ%}amﬂalﬂugmﬁﬂ
Tudsdnanneaindudvieadienlan suuseneudie

v lduualiueaddsznaureinagninisdeans (Marketing Communication
Trends and Compositions)

v luualdunisudedunazuusudmanisnainvesnsviosiioaluguiuusiig
(Brand Competitiveness and Forms of Tourism)

v iéfLLuﬂﬁmLﬁawﬁ;mmmmﬁuﬁmazﬁmiﬂauﬁm (Unique Selling Points)

v UINIIMaEN IS ARUARKN LB UIARYBIIUNITAAIAAINTUN1 TR BT 87

(Future of Tourism Marketing)

MIAHUNINUMUTeYaILazlanaTITIUNTINAN 9 MRgrtasiusesnisnaingalyy e
funseulumailiasziesdussnauvainagnsnisdoansuaznsilauslusus wazviinsine
v a = I3 1 . . [ Y5 VY e 1 P
uwarasraasesiislunisiiudayaniuuuy Scenario Planning ladeaunuuialu 2 diufe
1. msnamsaznsoulunIsinTeiveys

2. 1A393OAINLUY Scenario Planning
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2.2 numuIsIunssaansaulunisiiaszidayanisnann

MATeMRg TR UNMIRaInd U sieaiisdnlngvedunduiuiteainissanssy
n1smanadildialusaziiertestunisnaindiniuaiuuinig (Services Marketing) (Swartz et
al.1992: Fisk et al.1993). n15vinidesunisnaindmsunsviesdisafinvazdunuiiifsadestiu
nseamdnsuIanIgUatenialagsiu (Marketing Places or Destination Marketing) Tneiinises
Fodunnin msnandmiungugsfadu 4 eglunisviouilen (Sectoral Marketing) 19y $118193

v

in wrasienien dnldnsddnssunssunuidensownanildiugsianily mamuniunuide

=% o

iWednvinseukulAniian1sinszideyaddndufemunivnuinenieninnguauided
Aoutaainvate Tngnuitnunisaaialaiifmuinsanguiuudy (Traditional) gnisnainga
Indnlddondvia (Digital) teas19lMiinn1sdnansiiounosenineiu (Connected

Customer/Community) Advauazinaluladiuiiladrdglunistliiunseuuuidniiagiun

MUUANINOUIANNITNAINEINTUNITNBLTEN (Kotler Kartajaya and Setiawan, 2017)

LUIAANITAAIALAZNITANITEINTITVIDUNETNTUAsULUaIRaaAa Tnedauided
Fnrunisiasunlasihiu nseain 4 ganazaunsaiisufsatuitauinisunAanisineizes
NYRAEY TUINVAENAITTYRIAYINT A.A. 1950s Badagdu Tudinsudunisviesnesjatuly
SeansdTIangiimansiarnswanyglaediulng n1sfinwisumsvisaiiedludiusudiued
nsvisafisndunalsylovuiiasnsanunealaannsneinsuedan wieliadmansenulaitouss
AENTNYINTTITUYIA (Smoke-free) fadu N1sANWIAIUAITHBLNEIR Ll uAnwluToansld

U 1 U (% s d' 4 1 d' 1 1 d%’ ¥
NINEINTHN 9 (Land Use) 4azn15ussnnduiiusiienssAunIsioaetagaunsnanedu wunis

dinduinviewied Iaunisiaguladinimysenouit 9 4
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LRUAIN 9 FTRUINTITAITANYISBINITNDUNYILALLUIAANITAAA

1'71I:1J’1 Perfect Link Consulting Group, 2017

mounlutal A.e. 1970s fie 1980s nsvipafigasuinisuusnineinsas o Wudufuas
USMINeMisaiien (Commodification) Aelminnisvieaiieanuuniasu (Mass Tourism) 1uag
Y al A a a & Y A o I ) .
N3¢ 1ATeellavsanulAnniIsnatnlugalduiiuinisvie Inverdenislayadundn (Selling
Approach and Advertising) Gold and Ward, (1994) nd@1331 Asldwmaiinnisdeaisiiensgali
Unvieaignaunaunilldegiininewinsdungy Beach Resort vasusmadSuaa wazluansny
9I0419NT INATEINITANATUN1TVY ATlas e IR AAN TR UNIL YT U uTnvie s

wWulnegraunnluginanil nsdlvesussndlnefe nsduasunisvieanelufiowdnang q mdud
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[ 1 I~ v =3 [ £ ] d' g v A Y o
INBYIUIN ABD WNEYT JINA vuURU N’ﬁﬂiS‘Vl‘UT’U’]ﬂﬂ'W‘VlENL‘VlEJ’JVIiGUﬂ’]iﬁa’WﬂLWEﬂmﬂ%’WU’Ju

Calle

dUnvisadigaunn 9 4 viliAnnisnwiluiasnaeiiasuinsgiusng 9 (Certification) Tunssusas
a 1% a ' d' Y Q) d' o o [y Y 1 a a [
AMAINYBIFUAAZUTNIIN N ViR dungausudmsulinvanied Tuvaeidgdiuns
AsEutnluEewanIEnuaINnIsiaaiien (Tourism Impacts) MARTuUiY 39lEnNsANEIAIUANS
| a a 1 £ a L) v | a .. [%
Voaesugatuluisansnunukarn1sInNIsUNoalies (Visitor Management) Usenausie
= 1% a U I ] a . . < % 1 =
N13ANYINIUTAAINAINTOTUNTIDITUTDIUMAYIBLTIED (Carrying Capacity) LUusu Tutsl a.a.
1990s fadagUu ANuFBINITNINITIAINVRITiNYIBA g Ino Y ANAILANALAILALUSNITTILILLN
(Alternative Tourism) ldii13gilun1sveufisndsfiag (Eco-tourism) N1sveue nTaas19assn
(Creative Tourism) N5 E1@T87 (Green Tourism) mii/iml,ﬁmimsqmu (Community Based
Tourism) WA 9 DNUINUIBNLAAIDINITVIDUNYINILEDNTNNAIUTURATOULAZLANAINAINNTT
oufiwauuuniavu (Mass Tourism) nsvieaflganisdenivatiionsin Wunsvieaieafifninnis
VoY IMUULIAYY (Mass Tourism) waznalilian1siseusseninednvisuiietiazauviasdiu vl
nsAnwsuNsviesnenslinu@Ayiunsiidusuvesyuvu (Community Participation) %39
lgguniu (Value Chain) Ausiuiievasninsgikazniaenvy (PPP : Public-Private Partnership) Tu

YagiusuiivwilduluSesiansiiedsay (Social Enterprise) waznistdnisvieuiieaduniotioly

N1599ANLBINAU (Pro-poor) kagnsasisennnludiay (Inclusive) 8nsae

lurauein1siieusisean1sdanisniseaiieddiiuuinisedieieiilos AU3IINNITANY

a % ] d‘ d! < 1 4 = ¥ 3
wazddeaunsviesiedlugalaganila Aluevauisansulandlaymunseninudeanisiueuinnlea
fatudsdudesdnuiogesaiiles LU9991nN1SY MR ENALITRINUAIAASANAINNATEY 11N
asAUsznaulainNsasuwUas dgounelminnisfnwisunisveaniednuieulunugaadesely
NuUMsAanaInsunIsviaaielonalulanululud gt un1S 1R ULAENISIANITUSHISANS
719UNYIFINNENUILAD N1TAAIAFINTUNITBALI TUBINAIENAITTENRIULIVDINAINAAE
Uszimadnyaduisensiiudnuivedeieiios aulni1sadiatndnisidnainiiiofinduiu

Unvieaiigaiissegrufendunagnsnisianisimunzaunsela (Wisansing J., 2004) $31u3dey
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) [y a

neiEuInlia @ AiunsAnEeINIsInNTeg e sEulas weneuts ol lunwanlunng
AIUUNITNAININTU (King B., McVey M., and Simmons D., 2000)

Trends in marketing are moving toward a more integrated and sustainable
approach (Ruddy and Flanagan, 2000). This interest has led to an increased
research on social responsibility, marketing and quality-of-life, marketing ethics,
green or environmental marketing, which alert organisations to be more responsible

for the well being of the society at large. (Cited in Wisansing, 2004)
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1Aeylun1suTudsunag nsn1siinisnann
dmsumsvieaiien ulznunnumsnamdmsunisvieaiiedinuSuwdsudiniinagnsnlddmsu
a v a ' 44' I o v o A a

duAwazuinislunguenaimnssudu 9 lagnudnidnisnereudliiunisiuasusuaiuuifn

[

& ey
nsaanalu 4 E‘!ﬂ NUAR

A 4

gAN15AaIA 1.0 Ao gafiiun1svinisaatauuungulng dnisidunisasiedinuuamig

val 1 . a ada 1 & A 1 [ ]
nsnaalvivuinlng (Mass Marketing) wuafaffiulalutistuuas n1suvsnatneaniludiu 9
(Segmentation) wazdugndntmuneg (Target Market) InewiungugnAndimuneniiannumieudu
Aungu 1g A 518l N13AnwT (Demographics) N1svieaiignldnsaaianiuuiAnileg1ainiive
daLasuNIsRUNIIa R gIazin IS oIn1sla v UsE Y1 @NRUS (Promotion) tWuiiIuIu

o 1 a My v dl v fa Y o v ! a Y a ] N
dnvieniie TaslulaiuluEesnisadwassaduauinin Inedunsduaiuiiihuneluvieaies Tu

=] . . a A A 1 . VY] o & Ao ] 1 a A a c’{ I
bAU (Slghtseelng) AULUIANNLIDIIN Boosterism UNIAANUAILIINITUIUUNN DN INNLIULTU

Nan

gANTIIAaIA 2.0 Ao NMIaTNANNENTUS nsaiauususd Yssaunsalnsldduauaguinig
(Brand Experience Marketing) inA130@a1a» 1LUAALLLIUNTITANYIVINA UL TaALADINITUD

P J Y = o s - o g v
anA Anwmanadnandianuveuesls aulaeyls dlafalededls wenimmalunisvinly

Y
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Y Ao

anAsnuUIEe n1sasedsraunisalnsldduAniidesuusuanyusey n1svin1seaIndmsuns
! - &l A a ! 2/ Y v v & ! PR 4 v S

vieudielugalinufie n1sEusfuiuliiu auduiusseninadntiunaggungeu (Host - Guest
Relationships) LuaAnizes laalag 300150159330 n15as19muduRus (Customer Relationship

[ 1

Management — CRM) \uuuidafiunsuarglutinnismainga 2.0 msvieadisaliannudifyedg
ﬁ]‘%ﬁqmﬂﬁuﬁ’uwaﬂizmmﬂmw‘l’wmsmmmﬁgﬂLﬁuLﬂmmiﬁq@mﬂﬂmuﬁmmé’wwmwawma
LazFuninsnataLuuSuRnveusediauLazdmIndouniniy (g Corporate Social
Responsibility, Societal Marketing) uiifivodunninlunisvinfanssunisnainenaiduiiies Green
Wash iadufiosnisasianmdundn nsadennuduiugmveni Winsdsuwlasedieeiios

wazfidrfyde gandnisufifndumesidavitliiianisujifssuunsvihauniegsia ideadinay

lUssla (Kaplan and Haenlein, 2010) 91un139a193ud1dn19ne1818vi1a10Lg11an 15197

'
a o A

NIRAARIULATBdlaRA AR 9 MTass1unediuduignasulagngusldduafuien

Ju (User Generated Content) ’sju{ gANTIAAIN 3.0

gAn15Aa1m 3.0 A9 Digital Marketing & Social Media Marketing ﬂﬁiﬁnﬂﬂuLﬁﬁﬂﬁﬂsﬁagaﬁ\iﬁu

al

Multi Devices lémnit ynian ilsinnsnaiadeswiusnldiedosdielunisdears iuneufiames fle
fio Tablet Multi Channel (Blackshaw & Nazzaro, 2004) wuIdai3es Msnane mslidoyasenins
mj:uQﬂf:ﬁ (User Generated Content) Wu2Ann15%1 Viral Marketing 138 Buzz Marketing W1ude
Fapneaulall (Social Media) Wrsndunumlun1s919IUN15Ra1AE1911A Honeycomb model of
Smith (2007) l¢i@nw1 Social Media Marketing wazaguliimiifiues Social Media I 7 &if #o 113
a¥1anmuazaudusinu (Identity) n15waAe (Conversation) nsuaniUasudeya 1394312

(Sharing), n1sAnauAuLTueY (Presence), N13a519A1dNTLS (Relationships), N3iia wanwal

Wazqngu (Reputation) Lagn158319nax (Groups) AUNUAWUENBUN 10 1
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Presence

The extent to which

the user knows the

others are present

Sharing Relationships

The extent to which The extent to which

the user exchange, the users relate to

distribute and

each other

Identity

receive content

The extent to which
the user reveals

themselves

Conversations Reputation

The extent to which The extent to which

users know the social

the users

standing of others,

communicate with

Groups and content.

each other.

The extent to which
the users are
ordered or form

communities

UHUANIW 10 Social Media Marketing

fa Honeycomb model of Smith (2007)

luganiin1smuly Social Media 8g19n11993191UN15%111150@19 Gordhamer
(2009) Anwrwazwuinlussvsusninnisnatalddenaiilunisaseanudunus
(Relationship Marketing) H1unslad@e Social Media Marketing lagwg1811v11n159a107

AMIHIUNTNYIBIUVIBEUA1 “ Trying to Sell” darnunergnailunisasisduiusaimn “Making

1%
=]

Connections” auilagUunislddemardilusesunfidmsunnesdns (Gordhamer, 2009)

= v ° o @ & v . . ° =

3 nnsAnyInudeazudmiutinnisnainfien1sly Social Media luni1svinnisnaind

29AUTENBUNTONUNN 7 TRnan1nUsenaufna1iwad Wldmeswani1sas19anuduNuswe
A P v & ot A A 9 A

arunsaldlumsdeanslauagltilunagnsluratesyuuy Aenisuanifsudoya 1509317

(Sharing) uar N15a$19nau (Groups) N15aieAMUFURUS (Relationships) Tdlunisasig

[ s 1 1 =

Online Communities. N115WAAe (Conversation) T4 1iAnU jduiusedsaiiies
(Interaction) Asuandgudaya 1399313 (Sharing) T¥lun15a$141394317 (Content) N3

Annumulueg (Presence) n1sasanimuazanuludan (dentity) ToliAnn1sidnEa
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naALIal (Accessibility) n1siinndnualuazngu (Reputation) Tlun1sasemnuuede

(Credibility)

domislfuagnaddsdsaueoularfintuhlmAsnsiaunanuiuaioveaneluladun
JuogurndiiinsliynedosdiolumsfeaniunisysanmanshauiivasusnAnmnanuas
1580415 (ntegrated Marketing Communication) Iagian1znisldde Online Tusduuusng q
(Desktop, Mobile, Note, Wearable, Auto Connected SEO/SEM Social Media vusw) wazdunis
dhgmaidumsaiiadessn Womuasdelifseuifnvesnguiaulaieaiu (Content Marketing)
dailemnsfoansiuvannvanetesmanntu msldfouuuidu lnemadguuandioes  wy
U 1wesdumisliifufiundefiednsdely sivlmiAnnsarsnisiidiusin msndunseadeya
ymadenannnguALiues Wy n15331 (Review) anuivieadisaandnviendisdfuies Tripadvisor
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gAN15AAIN 4.0 ADN151¥eN (Integration) NIATRIHDYDINTAAIA LUIMIAUNT Online VS
Offline Marketing, %14 Inbound VS Outbound Marketing (Flagaliu1vuusuanIan1sdsasoen

ludandn) Right Time VS Realtime Marketing On-off VS Ongoing Marketing Duuwadaiiniuly

1 [

gAtNINuIY dannguiainnisasuidainisiduagnisiis Fefdasgianiiewingduian
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d11373 (Co-creation and Connected Customers) dngugnAfiiinfuiaziaiudeinisianizaiy
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Community %38 Network voeautiulaag19ni199119 WU Micro Segmentation, Segmentation of

One, Customer Journey, Big Data, People Based Marketing, Marketing Automation, Omni

Y]

Channel Management, Engagement Marketing! Ardnsinarfugidslddimanizluntwilne dnnis

nangadl 4.0 Sndusisanenauinliiunisiasuulas
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v v 14 v

(Interactive) lanasansla7inlunnyaswesiu (Micro Moment Marketing) il AuAasiauwusua
dalumilouwnanasudniunisadianagnsvesduduazusnas wmsizanfanssudng o 9
A%19a55ATUR 919115 Tmas1e T ledunsuinausdusNnastasanalutausvednsaly

fduladruide (Stakeholders) #99nN150@IUTIUAULUTUANABDAIAT AADANTZUIUNTT bTU

eXp

&y
11399 1N UL UTUA (Brand Positioning) kagn15a319AULANAIY (Differentiation) gn15asng
AutalauluyAfnveshusueg (Brand Clarification of Characters and Codes) N138ld1us3u{

o w 1
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Walu1eg19n1Inszlanveunalulad Mobile, Intemet, 10T (Internet of Things), Al (Artificial
Intelligence), Big Data L@y Social Network dnviainalulaginani laian1svasusiy

(Convergence) AugNLUULLY s 1zAANSaNlasRumamalulal Mobile Broadband (4G/5G)

" “omni-channel” refers to a significant shift: marketers now need to provide a seamless experience, regardless of channel or
device. Consumers can now engage with a company in a physical store, on an online website or mobile app, through a catalog,
or through social media. They can access products and services by calling a company on the phone, by using an app on their
mobile smartphone, or with a tablet, a laptop, or a desktop computer. Each piece of the consumer’'s experience should be

consistent and complementary.
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Quarterly Arrivals 2009-2017

as
85 \

AN A
LN

LN

\A/
25
Jan-Mar Apr-June July-Sept Cct-Dec

2009 3.64 2.96 3.29 4.26
——2010 4.66 2.9 3.76 4.59
—_—2011 5.31 4.44 4,93 4.54
——2012 5.74 4.88 535 6.38
——2013 7.01 6.06 6.5 6.975
—a—2014 6.38 5.1 5.85 7.49
——2015 7.83 6.98 7.29 7.836
——2016 9.04 7.55 8.25 7.769

2017 9.195 813 878

WHLATN 12 Sruiutinviouediiun1suuseineling

Note: Numbers show number of tourist arrivals (in millions). Source data : Department of Tourism,

Thailand. Since 2017 data are available at website of Ministry of Tourism and Sports.
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European Tourist Arrival to Thailand :
2007-2015 (2550-2558p)

dyza Nationality 2550 2551 2552 2553 2554 2555 2556 2557 2558p

(2007)  (2008)  (2009)  (2010)  (2011)  (2012)  (2013)  (2014)  (2015)
glsal Europe 3,905,271 3,984,614 4,059,988 4,442,375 5,101,406 5,650,619 6,155,582 6,028,171 5,629,122
aamas Austria 81,391 80,561 85786 90,026 89,242 94,667 104,359 98,355 97,806
wadoy Belgium 72,018 76,132 80,420 80,000 82,610 94,896 101,147 99,784 106,100
LN Denmark 141,110 149,683 144,834 152,398 164,096 167,499 159,629 158,275 159,425
Auane Finland 143,266 155143 156,000 146,946 157,046 154,919 138,829 139,715 134,731
Hsaa French 373,090 398,407 427,067 461,670 515572 576,106 580,062 607,087 681,097
wasnit Germany 544,495 542,726 573,473 606,874 619,133 682,419 723,711 698,129 760,604
lasuaud Ireland 73,734 73380 65530 57,515 58,945 60,305 59,614 59,157 64,716
Sand Italy 171,328 159,513 170,105 168,203 185869 200,703 197,232 211,833 246,066
L TD TuAUG Netherlands 194,434 193,541 205412 196,994 198,891 208,122 209,659 204,237 221,657
wasiag Norway 108,941 124,600 121,575 132,108 136,931 148,796 154,398 146,424 135,347
Saudy Russia 277,503 324,120 336,965 644,678 1,054,187 1,316,564 1,745779 1596542 884,085
ailn Spain 82,111 80,369 75362 67,242 95383 113,141 123985 116414 150,940
aILan Sweden 378,387 392,274 350,819 355214 373,856 364,681 338,304 320,617 321,663
siatmasuausd Switzerland 146,511 143,065 148,269 155761 170,044 191,147 210,056 210,818 206,454

FANTOIHIANT United Kingdom 859,010 826,523 841,425 810,727 844,972 873,063 847,678 871,226 946,919

nawylsl

o East Europe 148,302 164,029 181,247 211,672 240,886 280,976 332,455 355,669 364,967
azinoan

Usunadn 9 Other Countries 109,640 100,548 95,699 104,347 113,743 122,625 128,685 133,889 146,545

Lma'ﬁa%la: SBNIUFDAUAITIG  hitp:/service.nso.go.th/nso/web/statseries/statseries23.html L"ﬁ’]ﬁd“ﬂ'ﬂﬂmﬁafuﬁ 4 ganAy 2560
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European Tourist Arrival to Thailand :
2007-2015 (2550-2558p)

FwawmnnviasiiiaazgladiGwnednanludsemealnaszningd w.e. 2550 - 2558

2,000,000

==  Austria
1,800,000 == Belgium
/\‘ =>¢= Denmark
1,600,000 =y, A— )
Nu% !a/ \ — Finland
1,400,000 =@-—  French
// \ e Germany

1,200,000
/ \ Ireland
L nitacd - Ksncicd o Italy
1,000,000 o !t_,\e.&d_ .‘\_.!_ _g d@m 4‘/{
t—_— - ) —_— . Netherlands

800,000 @@ !ﬁm@_ _ﬁ Y/

600,000 &
— e — French
400,000

Norway

Russia

Spain

Sweden

&
\
Frtodd

@ %

200,000 & o . ~ — =0 — Switzerland
— — = ——— —
ra- = s —=—  United Kingdom
e o | o [ | | | | | —
(2007) (2008) (2009) (2010) (2011) (2012) (2013) (2014) (2015)
‘ ‘ ‘ ‘ ‘ ‘ ‘ Other Countries
2550 2551 2552 2553 2554 2555 2556 2557 2558p
unasdays: dinauaBAuiIm@ hitp://service.nso.go.thinso/weblstatseries/statseries23.html RGN agmﬁa Wi 4 AaNAY 2560

Pndeyaanalul w.a.2559 Weslinnsandeyarldinenifeseideiureninvieunelungy
& Ao g{' = v v W 2 13
nanglsy apiuIUssmantnvisuiiellinislddnesderiineTugeande Usenawmuunsn (5,321.49
UIM/AN/3U) washg (5,170.39 um/Aw/3w) Wuwaua (5,001.79 um/au/dw) auadu Tusued
UnvisangInnUsemadSumauaziasiu dnsldigsedeiueyluaesdudugaiing Ae 3,867.62
UIN/AL/3U Uag 3,723.70 UM/AW/ U auaau 9 ndeyaanalul w.a.2559 Weansandeyassey
iintineglulsendalvelagwdsvestinveuiisilungunainglsy aviiuintnvesdieanuiaindseme
= v °o o 1 =i Y A o - Y

awuazldinamindnedlulssimalneuiuign 18.89 Ju sesaunAeinvieuiisranUseinasingy

(17.90 $1) el¥aiea (17.56 Su) uay wwossiu (17.36 1) audsu
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TOURISM RECEIPTS FROM INTERNATIONAL TOURIST ARRIVALS

January-December 2016

Country No. of Arrivals  Length of Stay Per Capita Spending  Tourism Receipts
of Residence {Days) Baht/Day Mil. Baht
Europe 6,008,398 16.97 4,244.86 43281542
Austria dl 16.04

Belgium dl 16.66

Denmark il 163,406 . 16.34

Finland [ 1312074 1612

France 697,738 4 17.56 47 387.25
Germany 825496 4 17.36 5336282
ltaly 248,903 ¢ 15.98 15,978.64
Metherlands 1723 16,722 36
Morway Al 15.65

Russia 16.90

Spain

Sweden 427976 ¢ 26,603.57
Switzerland 4.479.49 4 16,967.73
United Kingdom a21828,dl 7259824
East Europe 4,497 59 25 186.91
Others in Europe 4 631.88 4 15513.54

. L4 . ] , A e d
me'l'l’m;lla: NIENTHMINBLALILATAM http://www.mots.go.th/more news.php?cid=436&filename=index lﬂ]’ﬁﬁﬂ]‘agammuﬂ 4 LRI 2560

WU 14 Aldieieserire Turesinvieaneilunguaainelsy

WenasanaslusgaziBuavessuiuunsidumadiuvesneilulssmelnesendnwuy

nauihsuazlilldnquig asiuldedrsinauindnvisuiisrnneainglsulnsdiulngifuniadiug

wuulilgngusiag laed

Y]

druadgseninawuunguiisuazlilinguiinfe 1:4.633 sevrindneylu

Uszindlnglasndouuuldlinguisianimuuuiidunanuuunguiias winldineseineiuves

UnvisaiigandunLuunguiisiinisidanede Tugenininvieaiiesniumanuuuldlenguiig

AULHUNINT] 14, 15 oy 16
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European Tourist Arrival to Thailand :
January-December 2016

No. of Arrivals Number of Arrivals by Country of Residence

Country of
Group Tour ~ Non Group Tour 1,000,000

Residence
Europe 1,066,640 4,941,758 900,000
Austria 12,164 85,825  g00.000
Belgium 12,660 99,480

700,000
Denmark 29,411 133,995
Finland 25,213 105,994 600,000
France 100,534 597,204 500000
Germany 100,896 724,600

400,000
Italy 26,761 222,142
Netherlands 23,090 205,353  300.000
Norway 13,706 120,629 200,000
Russia 397,691 688,199

100,000
Spain 27,735 140,529
Sweden 50,686 278,384 0

@ & F QS FE SN E DL NS L
Switzerland 24,143 202,269 W g o & € O 9*@61"&&\@& &0@‘1 &
2" )
United Kingdom 84,827 876,644 ® © 0@\?"5 @O@@
East Europe 91,200 287,953
|_jel T W Non Gi T

Others in Europe 45,923 172,558 roup Tour: W Hon Group Tour

me'ﬁa;&a: NIENTIMIVRNLIURAW http://www.mots.go.th/more news.php?cid=436&filename=index L-ﬁwﬁa"ﬁagmﬁafuﬁ 4 Qmﬂu 2560

Length of Stay of European Tourist in
Thailand : January-December 2016

Length of Stay (Days) Length of Stay (Days)

Country of

Group Tour Non Group Tour 25.00
Residence
Austria 12.24 16.58
Belgium 12.57 17.18  20.00
Denmark 12.65 17.15
Finland 12.48 16.99

15.00
France 13.23 18.29
Germany 14.31 17.79
Italy 13.65 16.27 1000
Norway 13.09 15.94 5.00
Russia 13.17 19.06
Spain 12.16 16.24
Sweden 13.28 19.91 00
RO S S T S S R~ S S N &
Switzerland 11.20 17.39 @a} @0\&0@“& ¢ & Q,fo@é@ \\?\‘\é\@o \*°6\ @;ve 24 9&5:00@ {_\Q&O @1 ©
@’ 2" §
United Kingdom 13.70 18.31 ° & @o\‘\e}”
East Europe 12.36 15.53
M Group Tour [l Non Group Tour

Others in Europe 10.16 16.70

o o

unaadaya: NIENTIMIViBITEAZAW hitp://www.mots.go thimore_news. php?cid=436&filename=index Lifisdayaillaiui 4 ganau 2560
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Average Spending per Capita of European
Tourist in Thailand : January-December 2016

Per Capita Spending (Baht/Day) Average Spending Per Capita (Baht/Day)
Country of 7,000.00
Group Tour Non Group Tour

Residence
Austria 5,379.04 4,597.99 600000
Belgium 4,706.47 3,970.82
Denmark 5,724.80 5,256.17 5,000.00
Finland 5,413.90 4,928.56

4,000.00
France 4,948.50 3,735.77
Germany 4,863.50 3,594.92

3,000.00
Italy 5,285.70 3,886.79
Netherlands 5,674.42 412658 500000
Norway 5,260.26 5,162.27
Russia 4,450.82 4,442.49  1,000.00
Spain 4,860.69 3,827.10
Sweden 4,994.58 4,193.26 0.00
Switzerland 5,634.09 4,390.74
United Kingdom 4,992.32 4,161.43
East Europe 5,493.98 4,247.39
Others in Europe 4,959.04 4,580.52 i Group Tour I Non Group Tour

unasdaya: nsznInIvaafisuszfivg hitp//www.mots.go.thimore _news.php?cid=4368filename=index Li"fistayaiiiadivil 4 aa1ay 2560

WHUAN 16 Nslddnevesinvisaiieaglsy

Mndoyaagalul w.e.2560 Nlinswendeyanaintnvieadisryglsvesndusieysyine
Tngazidenuinduluszningishounguniauduhoudmiauiiniuul wuitusemanidnuiu
U ! dl a ¥ ! dl 1 L ! d‘ d‘ o U I
Unieaiiendumadiumiesielulssmalngluiisiaidenanuinigndsuduusnae Useme

dangy Sade Wiuma wazleesiu uenandullenarsauglutinfouningiaudiuseudamiay as
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European Tourist Arrival to Thailand :
May-August 2017 (wguman-asrinu2560p)

Country of Number of Tourist Arrival Country of Number of Tourist Arrival

Nationality May-17 JunA7 Jul-47 Aug17 Nationality May-17 JunA7 Jul17 Aug17
Austria 4,004 3707 8,612 7249  Lithuania 738 583 508 436
Belarus 502 449 447 44|  Netherlands 11572 114314 34 973, 22156
Belgium 5,168 6,090 14,502 8212  Monway 3,899 10,013 14483 4931
Bulgaria 499 405 148 460  Poland 3,829 3,608 5,182 4541
Czech Republic 1411 1518 2404 1946  Portugal 2330 2,756 3513 5083
Denmark 5,241 7025 13,062 5783 Romania 1243 1,049 1111 1,243
Estonia 380 n W 313 Russia [d  esgsdld  sTeTlg  SBT21lg 54409
Finland 3,554 4109 3,004 2324 Slovakia 894 823 1,063 797
France f 6581 209%3fg  60775lg 62878 Slovenia 318 02 963 4§
Germany d 3060l 0281  50541lg 56348 Spain 8,461 10,560] 235794 U071
Greece 694 640 885 1336 Sweden 7193 12110 12 746 fi812
Hungary 1,025 1095 1,202 1480 Switzerland 9374 2.269), 18,821 9728
Ireland 4225 7034 5,394 6188 Turkey 4622 4,189 5,418 £ 980
Italy 9,839 11,504|, 17,044)4 41239]  Ukraine 2789 2,369 2414 2,908
Kazakhstan 1,780 1,855 2,684 2117 United Kingdom |d 62,646|d 67,259/ d 84.057(dl 79,841
Latvia 300 244 214 M3 Uzbekistan 989 930| 1,603 1,542

unasdaya: naznT9mMIviadfisauasfing http://www.mots.go.thimore _news.php?cid=4208filename=index ihflsTayailiaini 4 ganau 2560

WHUNTN 17 Fruiutinvieaiieddgn
N1531A129N15UYTU Outbound Tourism d1usunaiaglsy
a ¢ o = | I a | = =2 v

PNMFRNEInanuIinvieuiislnneanglsUdiulngiiunvisaiieinigluglsy g Sae
g 86 YBIMTAUMWIBUNLIVINUA UndwvipufiglazIaineUatenisienglsy ddadiuieaua
fovay 14 lngdgavungUatgnnilidunisluviesiien As sluingegn musdiee 8130
waglowily Tdndiuiies Sevag 0.5 fAatuenanddladn n1sudsduseninganungyatgmanaiil
ududewgidanufisnainnisiunisiiiintunglunguusenaglsuiues ((mdsenauil 18)
Inglamguseimandundeuluglsd Ae awu (20%) 8013 (12.1%) uaz diuaa (11.9%) Tungs
Ussweaneguenglsiu Usswalnedunildududdulsenasentiountinviesiiesglsuidumaun
] = @ "o = A a L w A A oA A oA
viouied (dndiuwuan 3%) lnefivsemaluedenegluanudouuiupe Juiiesssmnaiedall

a 4 J [ ! A Y J ' a = v < 1 a
Anullsuteaninlneg (AAFIUKLUIN 2 %) ‘U‘U’Nﬂ']iﬁ/l@\‘iL‘V]8'31‘1/1EJlIF’YJ']lILSUlILL‘?JQI‘UG]@’]@QI?UE)EJ’NEN
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Figure 2:Share of world destinations for outbound trips of EU
residents, EU-28, 2015 (%) - Source: Eurostat

Central and South
America
19%

European Union
76.3%

EFTA countries
37%

Other European countries
6.1%

Notes: Due to rounding, deviation can occur between total and subtotals. EU-28 aggregate calculated using 2013 data for the United Kingdam.

More than three out of four outbound tourism nights of Europeans were spent inside the EU (see Figure 2).

Destinations outside Europe made up only 14.0 % of all outbound trips (see Figure 2):
5.4 % to America, 4.6 % to Asia and 3.5 % to Africa. Only 0.5 % of trips had Oceania as a destination.

WEUNIN 18 LUaiaaengantey
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Figure 3: Destinations for outbound trips made by EU residents within the EU,
in terms of nights spent, EU-28, 2015 (%) - Source: Eurostat

207%

Spain

Italy

France
Germany
Awustria
Greece
United Kingdom
Croatia
Portugal
Poland
Netherlands
Czech Republic
Belgium
Sweden
Hungary
Ireland
Denmark
Romania
Bulgaria
Slovakia
Cyprus
Mala
Finland
Estonia
Slovenia
Latvia
Lithuania
Luxembourg

12.1%

— 5% The three top EU

58%
— destinations (Spain,
— 4 50

— Italy and France)

— 3 20

—i accounted for 44.8 % of

1. 7%

—17% these nights (see Figure

e 1.6%

= 1 3). These trips are dealt

3%

:§§f with in more detail in
=0T the article "Intra-EU

m 0.5% H n

s tourism flows".

p 03"/’:

P 03%

Mote: EU-28 aggregate calculated using 2013 data for the United
Kingdom

WHUAIN 19 dndumsiauniavesinvisaiieglsy

Figure 4: Top 10 destinations for outbound trips made by EU residents outside
the EU, in terms of number of trips, EU-28, 2015 (%) - Source: Eurostat

Turkey, the United States and Switzerland were the top

Turkey

b 3 destinations in terms of number of trips made by

Europeans outside the EU in 2015. (see Figure 4).

Destination Number of trips share (%)
Other non-EU U””i%fﬁmes All outbound destinations 295,620,114
desﬂqggm All non-EU destinations 70,180,239 24%
Top 10 41,176,141 59%
Turkey 9,434,587 13%
United States 9,001,138 13%
Switzerland 6,636,001 9.5%
Switzerland Norway 3,587,889 5.1%
Morocco 2,842,243 4.0%
Egypt 2,483,083 3.5%
China (including Ncérq:ay Rus.sia 2,103,702 3.0%
Hungn:cmg) \_Morocce Thailand 1,951,489 2.8%
United Arab _/ | L 4% United Arab Emirates 1,631,581 2.3%
Emzlzztes T“gin‘:“d R“gig‘a Efnfl China (including Hong Kong) 1,504,429 2.1%
Other non-EU destinations 29,004,098 41.3%

Naote: EU-28 aggregate calculated using 2013 data for the United Kingdom.

WHUATI 20 9AvangUaneninIsiiunisvestinveinedglsy
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Table 2: Trips of residents of Western European countries - Domestic,
outbound and top 5 outbound destinations, 2015 - Source: Eurostat

Domestic  Outbound
trips trips
All trips d) (Thousand) Top 5 destination countries for outbound trips
(Thousand) (‘Jo“"".. (honall Share on total trips of the residents of the declaring country (%)
trips) trips)
3247 10711 France Spain Netherlands Germany Italy
Tres 13959 (233) (76.7), (23.8) (8.7) 7.0) (6.8) (5.8)
10722 86578 France Spain italy Worocco Germany
Beighm Wahts 9301 (11.0) (89.0); (239) (13.4) (6.9) (3.9) (35)
Expenditure 8118 640 7477 France Spain Italy USA Germany
in million € 7.9) (92.1) (20.3) (12.9) (7.5) 4.0) (38)
164139 83737 Italy Austria Spain Netherlands France
Trips e (66.2) (33.8) (43) (43) 4.1) (2.0) (2.0)
611975 699 833 Spain Italy Austria Turkey France
Germany Mights| 1311808 ‘w67 (533 (69) 59) @3) 34) 28)
Expenditure 114 405 44019 70476 Spain Italy Austria USA Turkey
in million € (384) (61.6)! (8.5) (6.5) (4.6) (43) 3.0
175366 23790 Spain Italy Germany Belgium United Kingdom
s i (88.1) (11.9) (2.2) (1.6) (0.8) (0.8) 0.7)
914 664 199 279 Spain Italy Portugal Greece USA
france Nghts, 1113943 @21 (79)  (34) (19) 1.1) ©09) ©8)
Expenditure: 70391 47 204 23187 Spain taly USA Greece Germany
in million € (67.1) (32.9) 47 (34) 23) 7 (14)
25 1702 France Germany Belgium Spain Ialy
Toes 1 (14) (98.6) (20.2) (18.1) 84) (7.0) (6.2)
101 10874 France Portugal Germany Spain Italy
Hixsenboury Nowsy 085 ©09) (1) (179 (105) (10.4) ©92) 80)
Expenditure 1343 13 1330 France Germany Spain Italy Portugal
in million € (1.0) (99.0), (16.2) (11.6) 7.3) (6.9) 5.7
24156 17535 Germany France Spain Belgium Ialy
Tres 4180 (57.9) (42.1) (7.9) (5.2) 44) (3.5) 24)
93313 167 598! France Spain Germany Italy Austna
Netharmnds Mot 280910 (35.8) (64.2) (9.9) 8.2) 7.0) (4.0) (3.5)
Expenditure 14041 3122 11818 Spain France Germany USA Italy
in million € (20.9) 79.1) (10.0) 7.3) 6.7) (5.3) (49)
11088 10628;  Germany Italy Croatia Spain France
e ams (51.1) (48.9) (10.6) 9.1) 44) 27) (1.8)
36980 68 833 Italy Germany Croatia Spain Greece
hustn Mowm 10 (34.9) (65.1), __ (103) 7.4) (6.5) (45) 36)
Expenditure 13455 3965 9490 Itaty Germany Spain Croatia USA
in million € (29.5) (70.5) (10.5) (8.9) 54) (49) 37
Table 4: Trips of residents of Northern European countries - Domestic,
outbound and top 5 outbound destinations, 2015 - Source: Eurostat
Domestic  Outbound
JAEps m:u?;n) m:zncp 1095 oL i
(Thousand) (% onall (% on all Share on total trips of the residents of the declaring country (%)
trips) trips)
= 24371 8920 Germany Sweden Spain Norway United Kingdom
Teal, (33290 2 (288) (50 @7 @7 (19) (18)
S 55137 Spain Germany France Italy Sweden
Denmark Nights] 121202 455 ps @n A4 o ©7)
Expenditure 11895 5997, Germany Spain France Sweden italy
in million € (53.8) 8.0) (5.4) 43) (4.0) (37
R 5 963; United Kingdom Spain France Itaty USA
L O @83 (152) ©8) @8) @7) 26)
43528 Spain United Kingdom USA France Italy
fretand Wos g @99) __(177) (118) a1 62) @1
Expenditure 6535 5165 Spain United Kingdom USA France Italy
in million € (79.0)’ (16.2) (134) 1.7 (5.6) (4.9)
8917] Estonia Sweden Spain Germany Russia
ps), 80 @34) __(55) 43) (18) (14) ©08)
49381 Spain Estonia Sweden Germany Usa
Finland Nights| 128 269 385 58) @0 30) 21 Ao
Expenditure: 12254 7713 Estonia Spain Sweden USA Germany
in million € (58.2) (63) (5.9) (4.9) (3.8)(u) [eX))
" 8689 Spain Finland Denmark Germany United Kingdom
e G el @3 @3) 49 08
& 59 155 Spain USA Finland Greece
sweden Manis, 103 @39 @sv 64 @8 (19 (18) (8
Expenditure. 10701 5850 Spain United States  United Kingdom Germany Finland
in million € (547) 1) 47 (4.3) (3.8) 2.8)
52278 Spain France USA Itaty Germany
Trps). 150414 (3238) (6.9) (4.6) (1.8) “.7) (1.4)
" " . 563945 Spain France USA India Italy
Yalked Wnadom () Yot 00309 . (638) _ (115) ©6) @7 23) 23)
Expenditure 51213 38 096 Spain France USA Italy Portugal
in million € (37.8) (622) 1.2) 7.5) (65) (34) 23)

“u” - Low reliablility.
()2013 data
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23 wumu':ﬁimnﬁumsﬂizqnm“l%' Scenario Planning

NMTINUNULTINAYNS (Strategic Planning) LLUU%@L@&J%@QQLﬁulﬂﬁmmLL;JuE]’ﬂumsUsuﬁu
Tonafiaziiatuluowian dielfaunsosmundmnsuasnagnsiaziilugidanedu Tnsuosan
AusIOUEVANTEtRIANILAT IR INANIzIIAdenN LT sTulugramns iy 1 vieldnuazuuuT
158A17 “Inside-out Approach” Famnziunmsnunulusrerduiszeznas (BU1809219NAU 2 2

AulUTDIHUNNUSENBUN 21)

» Products and
services
High Org  Operations
Influence + Assetbase Scenario thinking
- Costs starts in the outer
- Financial structure circle with the
ORGANIZATIONAL + Branding contextual
. ... Somalingh || - Indushry dynamics e v ciaa.
o Influence ". Market growth shape your choices.
INDUSTRY / - Customer needs } i
TRANSACTIONAL - Competitor moves The scenarios that
ENVIRONMENT - Other stakeholder result connect these
developments three environments in
Or;‘::::;ﬂ':z» . Social change an engaging strategic
CONTEXTUAL - Technology conversation about
ENVIRUNBENT] advances uncertainty and
- Economic shifts alternative futures.
+ Environmental drift
- Political

developments

WANUAIN 21 ATOULUIAANITILATIZAAINOUIARAIETENTT “Outside-in Approach”

(Source:http.//www.mwecog.org/file.aspx?A=53Trel8fePudyGleTG%2BZMVzVE8EwawVtMZ 7TKAz5ZiBc%3D)
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Tonanuladenliuuueuadu muwmnin1Tuwnudnagnslusseenadiesseyen13390010991N
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A1BUBN LU N15ILASIETIAIY STEEP (S-Social, T-Technology, E-Economics, E-Environment, P-

Politics) @a1unsnasurlamelNunInlsenaun 21
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danansgnuinealesiunilan vinlmAaauldwduey (Uncertainty) Windu asdudadusesen
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mslAsnsiuensenisnensal (Forecasting) fmnudes iilosanasdnsilenainay
Aamaralunislddnssuuszann msafeaienisuda vienanIouminensyanatiioseady
anunsafluewianiionvegliidatumunmagudy lumefinsl4iaiesile Scenario Planning 4z
finsanisenudululfvesaniunisaling q feniasietuegnaseudu atfuayulosdnsaihs
mnudeavglunsihidannanuiudsuulainizwindeunisgina sudsarenuansaluns
Ufusmatesdnsiidlusresdu uazanuansalunsiaunsyutasdnsfidaruudusuasmuniuse

nsidsuwlasniieduluauang q egeniasnaznitnsusseze

Scenario

Forecasting Planning

I

Degree Uncertainty

Predictability

Time

WNUAIN 22 ANUEUNUSTZWINNRAN3URY Predictability Way Uncertainty aia99ediian

(N
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Systems Scenarios

The Story

Trends and Characteristics
Combinations & Storylines

e —f T

Causal
Relationships

Visible Manifestations

Patterns

Scenario Logic

Structure

ad a a v ! [ . .
WHUNIN 23 IDN1TAALYNLOUDYITUTEUUVBINTEUIUNNT Scenario Planning

1

-http://classes.uleth.ca/200603/metd4451y/U%200f%201L %20Megt%204451%20Risk%20and%20ScenariosPresentation.ppt)

81


http://classes.uleth.ca/200603/mgt4451y/U%20of%20L%20Mgt%204451%20Risk%20and%20ScenariosPresentation.ppt

Junaulun15911n32UIUNTS Scenario Planning

1a o

Tunaulun139nszuIunIs Scenario Planning tunsyurunisifianudeaneu Lifidesuie

v s

d' % 1 td‘ d‘ U [ d‘ d! o
maqﬂhamqaugmmam LUBIINNTZUIUNTANTOUITUUT Ysuwasulamuaniunisal 9n151n

q

[

N3UUNNT Scenario Planning W4inagUsenaudig 6 Juneundn o Asil (QUEuUnIMUsENaun 24)

=

A

1. srusndeyaiiedarinduyamanisel (Event Cards) Faludayaiieiumenisal aaiunisel
UaqUumIauualdu (Trends and Issues) Nasiintulusuianuaze1vsvdimanssnunalssiuvse
Fdafinidaule lneialuinaziansuidawwldundudadentsuanniesiudsa (Social)

walulad (Technology) LAsw§Aa (Economics) @dkanaau (Environment) wazn13ilas (Politics)

wiolddetai1 STEEP Analysis

2. Jisziiuazszuwnliuniduuswmdndu (Driving Forces) o1avznalinfnnisiufsuwlasiy @
wssnansuumansadunaviulalutagiiu luvasiiusmanduuiaiionvssdiliaunsadunala

Iavauluvneil

3. Uszluvunnvednsananiluauinm tnan1svinune (Forecast) 3MNKNALUAMN KIDATUIIINAD

LUU (Models) #14 9 w3alaen1smnazuvesiilisnwgy Weas1adu Map of Forces

4. 13158471370 Map of Forces 118 3eyseAUANUEIAY kA TEAUAI1L UL UUBUTDINAANTIIN
wsawanfuNUasuRaiy 9 Anuliviusupedadevsewmnnisainienvasiiavizeliinlusuian
anusaiduldnslusesnfuazlid Tnowwaliy (Trends) idunaiululagiu WeneslUluswanly
aanilnasenly Adeudiauldudueu uinnuliviueuissdemeneuuomnludunoud 1Uu
auliniueuiasandndumsnisalvsenwiliuimawliveglaedunds Falagiueraduiies
[ J [ = 1 [ o Ao o v = = 1 1
augeu q wedunaiiu wiluewianeranatgdudadeninnudidguin Fasenanuliviueu

i1 Critical Uncertainty (Aailaiudueudiduingd)

82



5. 1d8n Critical Uncertainty Miludssinumanuazuseiauses wisldlunisasianu X wagunu Y v

Trladunsnd (Scenario Matrix)

6. WyuanInanIun1sainIeugnIsalow AN TIUsTenelams (Narrative) vadusiazannia (Aen
$ud - Quadrant) lngn1s@guldn manIunsainsamansallueuIAty annsaldisiansewuy
msvmmnailsdeiuilutuiy fsenaiidhazas udnduvmnisaiifasasiusyauluunds vie

aradunisussenemgnisallaeiiluils ndndeuaaiunisaliasanas Aslin1snsisdeundy

Jululd andeyanasnangiu

‘e ©
533
eceo0(Dpos-ks 1_
o
<o, Trnpac
T * Eee
&

- Sgenurio

nal_l.rSIS.\ Relevant ~
‘ Todag OO & rue

WU 24 @3UTURBUAN 9 VBIN1SWINTEUIUNIS Scenario Planning

(#1311 : Perfect Link Consulting Group, 2016)
anuaeinvesnnIneuIan (Features of a Good Scenario) fie AIsIUUYANINADIUNITAINTRA N
win1sallueuaniduasale (Plausible), iuneeusu (Recognizable) vafidnsunszuIUNITUAL

v a

gonndeaudyarnmg o Alleglutlagiy, wendesiulssnuiiogluanuaulavseniddsiansaned

83



(Relevant), lusrazninmanisalazidunisanduissaainldiinistawdanialu (ntemally

[
a o

Consistent) wazdinamgnsaiifisUszasruaglifiaUseasd Ianuvime (Challenging)

dofuazuselevivasnislinszuaunis Scenario Planning

[

ToruazUsglorivainslanssuiunis Scenario Planning anunsnasulanad

¥
Y =

1. Scenarios yaunsaiilaanInAIINiIMIede 9 (Challenges) Tudagdulafdu 91nn1931m

v
[ N - o

ATMAEINUBUIAA FIENTEAUTUAUINITHALANUANATINATIA I IIdeNAUNT1UU Ayl
& = v X
anansoNeiunsisunUaslisitu

a

2. madsganmowenldognsdiussansam azdisannsuidgmianizni Sndteinliuims
Fadaeuannsauasiniouaumdeslunsuimsnsuasuulag

3. rlvesdnsfiadestielunisUssiunagniuasunualuiiagdy muieannsofmunasUssady
mudennianagnslng <

a. yilvgTiinsanlunszuIuns Scenarios Planning isanuanunsalunisuimsnieldnnuidss
wazawliiuiuou nstainlivneuaulafuiiadenisusnasdnsundu iliyneulfiousuas
funsusemadsuuUasazauliuiueuresannzwndeunieuon viliannsadauonnseuld

A wenanffudunsduasuliinnisseudvunieluesdvesdidisunszuiunisuazenszau

AMUAILITAIUNSYINURUUSULEstlafunelussans (Collaboration)

2.4 dayangrfiunvnssavisaiiealanuiangsaaunau (World Travel Market London)

unnssuieuiigdlanuvengeaeunsy (World Travel Market London) %158 WTM London U a..
2017 90U o AudusvyuLazdnuansduiuIuIYf Wnwaasuneu (ExCel London) senineiu

Funsi 6 - Sums? 8 waedneu A 2017 WarinnsAasaan 10.00 - 18.00 u.

84



WTM London daiuniilanlunisnuizsznineingsialugaainssunisviendieanin 51,000 518

'
a

fo3Eudyanaalvid 1MaunugIna wazuandsulszaunisalinenisiaiuignamnssulusuing

—

v Ao

AN TIuNTnsTUvisafiglanivienjeuneulagdlngind Ing UssaeAnsidnsiunu fell

Y -

® puUruaznnruiuRuIeINdaLanILaziEuedunLazusn1snneluu

Y 9 Y

o Fuaanuduiusluaievieginia

® iunuANIINEDEIvIAUdAYluwININITIRTET

o ypunuiliduwazuinnssuluilugeavnssunisvisaiien
U oa A & a ¥

o SuavsUsrlevdilavainaluasgune

® L 19IUAINTINATWAUSHATNINITANIUAINTIUNNFIAUFA )

UBNAINNTATNAUSTNT AA1 UALLITINFINAUNY NUNNNTINIRUTEIaNUINTIaaURBUEY
Usznaumignsuszyuuasianunlag ey iasluaueng o ieiiamuaiiudifeatuuwildunig
m3naaluswian Sudsaaiunisaling 4 flnswdsunladulagiu lnsudeeenilu 18 ngu laun
n150u M3UsEn1ATeda NsvieuenTaseassd Msdanuuraausa Jilsvsnaludediva ms
MOUNYUTIIMIT NMTVBUNEIMUUNTUTIS 1SIUTU AUVAINTAIENIUNA ATUNTUTT NTUTEYY

v a ] a v oa A4 aa o o ¢ a a
JEAUSTUUNT N13ViBTiedad9iulnreu dofdviauazdinusaulail nalulagnis@unig aun
o a a o a Yo ] c{' ] a' = o
Unvieaiglansuazgusenaunisans guin1svisanigiveddan n1sveaiierveseivu daialag

= 1 v a @ & 1 al Id LY 4
Lﬂ?@‘UWEJWUﬁZLIG]i%WﬂVl’JIaﬂLLﬁS@EJﬂLL‘U‘UL‘L!@‘VI']lIWEJEJ'N@LL@%LUuUi%IH%UﬂUQ‘Uigﬂ@‘Uﬂ’WIU

PAAVINTTUNTVIBAUNE?

85



U529Rv2997% WTM London

WTM London daidusuunnssuvisaiiealanflasuanuienlunisinnessialugnainnssy
1 = ' a2 v ¥ A a o a ]
vieug Uit 4 nAssy Suduasusnilled a.a. 1980 a leduily nsaeuneu laelvinuagnuis
AUA AU vugidaainnisusenindaias delasunisusenduiusegiaunsvaluriude
nilsdefiuiuseinuanndrin vllididnsineundy 40 Useina Usenaumeginuanidunnil 221

P 1 [

578 warKlBELTINTY 9,000 AU HUAINHUIINUIUNTIIViBARElanuiin e unaulasuAINE ALY
aganluans¥eIndns lnelinszusuieryeduiisreiandnssinguanadusidusysuda
1wy Wvdslaewn Wusu ndsaintunuunnssuvesiisilanuiingasunsulasumuiey

agvhuvivaudndudesieanundnauiiainisoseasudidisiudiuaunin wagdnisnonsaluasy

FoUeRRaIMNIIUNIIBaiedluuIl Meridian Club gsludagduiiaun@ndiuiuuinnda 11,000 518

(%
v

UAAU A.a. 1994 uduun uuvinssuvieaiisalanuingeasunouiinudliunianisnanaly
PNAIMNITUNITNBUNYINATENUNDINANTENUINNNNTVIBANEININTY 8nFI0E 1Y N15AMUATY

WAINTS D N87188195URATEULANLNDAS19AIUATENUNS AUNITINYIFILINADN NISIARINDIN

Y 9

nsneaiisuilatdyninisvaneauiinazguouidenilan nisidudinimnisinuszguseniing

UssnAserusguunsmMuNsviaaieakasnsdsuilaswesanineniAlagesnn1snIsvisaiiealan

(%
LYY [y

waztudaet a.a. 2013 WWuduun guiglafinnsinauesazyssyduiusduduazuinisinen
waluladade vl ufsnisdanuunansuinnssunienisveaiietnis o Jsieidudiudsenau

dArosUInnIINienelanuienssaeunewauislagtu Tutgtuunnssuvieaiiealanuiangs

[y

a0uABUlAAT19NTIRTIMNGINATENINRTOUALEIBYAAINTT 1.2 WauduuIm Inelifdnuansduen

[

Uszana 5,000 518 910 182 Useieuaz)iinia wagdliid13iueundi 51,000 AU

86



ANYULNI5LV1391897%U WTM London

1Y

M319719°9 WTM London wuseenidu 2 nguman laun dinuanadudn (Exhibitor) wags

v oy
£ ¥ 1

WBeuy (Visitor) Jesslimnuauladunisindegsnaluseduuiwviiviedy fidrsiweadudunu

[

2 a ' ! | al' = = o v
NDIANTUIDNUTIEINUNN € qumm%ﬂiimmswmmm I@ﬂmiqﬂagl@ﬂﬂiﬂﬂﬂﬁlﬁﬂ PNU

[

finuansdud (Exhibitors) lusuamnssuvieadisalanuisngsasuney Usznaussuisuazesdns
9 9 S1uanUsEn 5,000 Wit tiduednuiivieasion Auf waruiniseng 4 ieadaiusing A
M uaziasngIRafuiinsinny dsszneusegsafinusiluguuuuiivainvans wu inadignd/
ueudd auildlsansy 6 A viTnsaauiaanon1stu UiEniliunsmsvieadisanaznnsuinislu
fusng 9 fatfuayugpamnssuvieniion Tufaiisauniaiy aunaueg o faduayunisians

msvieaiienluriesdu glinia wieusznea W

Accomodation

Airline

Airport

Apartments

Bed & Breakfast/Guest House
Boutique Hotel
Camping/Caravans

Car Rental/Hire

City Convention Bureau

City Tourism Organisation
Coach Company
Conference & Meeting Venue
Cruise Line

Destination Management Company

Ground Handling Supplier
Group Travel

Heritage Site

Hotel Chain

Hotel/Resort
Inbound/Receiving Tour Operator
Individual 5*/5° Deluxe/6" Hotel
[T/Technology Company

Land Travel

Luxury Hotel Chain

Marketing Services Agency
Museums

National Tourism Organisation
Qutbound Tour Operators

Reservation Systems
Restaurants

Reta

Serviced Apartments
Software Solutions
Spas

Special Interest Tours
Sporting Venue
Suppliers and Services
Theme Park

Tickets

Tour Operator
Tourist Atfraction & Entertainment
Trade Association

Destinations Press/Media Trains/Rail
Distribution Systems Private Gaming Reserve Travel Agency
Event Management Company Private Vila Venues
Event Support Services Professional Conference Organiser Villa

Golf Resort
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Q Search ; -
13:45 14:30
=4 Notifications %) WTM & Trave Adventure Travel, Airline Ground Handling Serv...
" social media
Y My Favorites WTM Inspire Thi o Added to favorites
EVENT GUIDE 471390
%) WTM & Trave =0 =
Discover /" Continuing R Digital Marketing Manager
: WTM Inspire The =
Networking o Reed Exhibitions
Sl da s Company
Exhibitors WTM Aviatio
< Willie Walsh,
*) ] e
Products Group (IAG) ¢ Il am a passionate and enthusiastic digital marketer and
Emirates digital product manager, with over 17 years experience in
Event Schedule the industry working both agency& client side. | have a
wide experience in digital covering digital marketing,
6 17:30 product development, digital strategy, website
Speakers ; i management, email marketing content management, UX
%) World Touris| and usability, e-commerce, optimisiation, social media,
Maps Platinum Suite 3 communities; CRM integration; and Information
Architecture.
o 17:00 - 17:30
Show Highlights . i In August 2012 | joined Reed Exhibitions as Digital
WTM Live Send Message
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THE WORLD'S
LEADING TRAVEL
TRADE SHOW ®
7-11 MARCH 2018
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ITB BERLIN
CONVENTION

7 - 10 March 2018

ITB Berlin Convention fialusnuuszaa Think Tank Fudinisiiugaannssunisvisaiien

waritedesinluunanosunnuindnvesgnaimnssy Tnuiiauefsendouieiiuuuiliuuas
winnssuszaulanvilinisussyudunuiszauanudiiadmsvgnaimnssunisvioaiiedianun
nsnsuilsnsusegudunundenladuauusnilasuanudndauainazaiaie Tuanuduuuid

11NN 200 Fsesiineadusuldusasyssiiulymiulagtu lnefineinstuihnlaeend 400

a a« I

usmedunenegukuugsianiluuinnssulvi GdnsmUseyuduaund 28,000 AWYISIUNTT
U358718N150AUT8LasN5UTEYBUGURNS dmSunisuseudununlud 2018 diviadendn 9
Aarialyil

A1519 4 WIVaNANIUNTAUNUN

WED. 07/03/18 THU. 08/03/18 FRI. 09/03/18 SAT.
10/03/18
ITB Future Day ITB Marketing & Distribution Day [TB Zambia Tourism | eTravel
Forum Stage Day
a4

ITB Destination Day 1

[TB MICE Forum

[TB Destination Day 2

ITB City Tourism Forum

ITB Experts Forum Wellness

ITB CSR Day

[TB German Tourism Forum

[TB Tourism for Sustainable

Development Day

eTravel Start-Up Day
eTravel Lab Day 3

ITB Young Professionals Day

[TB Business Travel Forum

ITB Workshops Day 1
eTravel Lab Day 1
eTravel Stage Day 1

ITB Workshops Day 2
eTravel Lab Day 2

eTravel Stage Day 2

ITB Hospitality Tech Forum
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https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475809
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475835
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=483235
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=483235
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477681
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477681
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477681
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475845
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475905
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475850
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475940
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475865
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475900
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=478015
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475935
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475935
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477676
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477656
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475895
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475910
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475880
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477636
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477661
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=475885
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477646
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477671
https://www.itb-kongress.de/en/ITBBerlinConvention/Program/Event.jsp?eventDateId=477651
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SCHEDULE OF EVENTS / PROGRAMMUBERSICHT

HALL 7.1b
AUDITORIUM LONDON

ITB DESTINATION
DAY 1
HALL7.1a

AUDITORIUM NEW YORK 3

ITB ITY TOURISM
FORUM

ITB GERMAN TOURISM
FORUM

a
AUDITORIUM NEW YORK 2

ITB YOUNG

PROFESSIONALS DAY

HALL 11.1
STAGE

ITB WORKSHOPS
DAY 1
HALL 4.1

ROCM REGENSBURG

OTHER EVENTS

HALL4.1a
ITE BERLIN STAGE

ESDAY, 7 MARCH 2018

ITB eTRAVEL WORLD
DAY 1

HALL 6.1
eTRAVEL STAGE

6

pages 25

OFFICIAL OPENING OF THE

eTRAVEL WORLD: HUMANOID
PEPPER INTERVIEWS HEAD OF
ITB DAVID RUETZ

SERVICE ROBOTS IN

1030-11.00 WELCOME BEGROSSUNG*
NG OF THE
1045- | | coNVENTION
11.00
OVERTOURISM KEYNOTES: KEYNOTE-PANEL: THE INFLUENCE OF 11.00-1200
STATUS QUO, MEASURES, | |INTRODUCTION OF WTCF | |WELCHE TOURISMUS- GEOPOLITICS ON INSULARITY AND SUSTAIN
1100 BEST PRACTICES FROM RESEARCH ABSOLVENTEN TOURISM AND THE ABILITY - APPROACHES TO
e EUROPEAN TOURISM BRAUCHT DIE ECONOMY SUSTAINABLE TOURISM
! DESTINATIONS TOURISMUSWIRTSCHAFT HIN THE FRANCOPHONIE
7 INITIATIVE FOR SUSTAINABLE
TOURISM IN SIDS
FOCUS ON NEW TRENDS AND KEYNOTE: CREATE GERMANY —
OVERCROWDED DRIVING FORCES FOR THE | |PURPOSE, HAPPINESS AND | | EXPERIENCE DESIGN FOR
1200 DESTINATIONS: CHINESE TOURISM CONNECTION: URBANE DESTINATIONEN®
2 MEASURES AND LESSONS | | MARKET GUARANTEES FOI
. LEARNED PROFESSIONAL SUCCESS
IN THE TOURIS|
INDUSTRY?!
TT8 CRUISE EXECUTIVE KEYNOTE: DISRUPTIVE ARTIFICIAL | [13.00- 15.00
PANEL: BORNS BISSIGE INTELLIGENCE |
1200 THE FUTURE OF CRUISE IN BEMERKUNGEN FOR UND | | PRACTICE: “TOURISM AND
e TIMES OF GROWTH AND OUBER JUNGE TOURISTIKER | |POTENTIAL IN THE HOTEL | | MIGRATION - RISKS AND
. PROFITABILITY, UND DEN WAR FOR INDUSTRY CHANCES”
MAINSTREAM AND TALENTS*
LUXURY
THE SHARING ECONOMY - | [ITB INTERJECTIONS SCHLOSSEL. ARTIFICIAL INTELLIGENCE
CHALLENGE OR QUESTIONING THE QUALIFIKATIONEN DER | |IN PRACTICE:
OPPORTUNITY FOR UNQUESTIONED ATITB: | |KONFTIGEN TOURISTIKER: | PERSONALIZATION IN
14.00 - TOURISM DESTINATIONS? || POLITICS AS A IS CODING THE NEW TRAVEL DISTRIBUTION
1445 SEISMOGRAPH - A NEW ENGLISH?"*
FACTOR FOR TRAVEL
DECISIONS?
STUDIOSUS TALK: TIPPS FOR NDC AND DIRECT —1600
TOURISM BOOM IN MACRO-REGIONAL AUSLANDSSTUDIUM CONNECT: REISEBUROS WERDEN
1500 GREECE: SUSTAINABLE STRATEGIES — UND ARBEITEN IN OPPORTUNITIES AND GRON -
148 IMPROVEMENT OR ONE- | | A RECIPE FOR SUCCESSIN || INTERNATIONALEN CHALLENGES FOR NACHHALTIGKEITS-
OFF EXCEPTIONT THE TOURISM INDUSTRY? || TEAMS® AIRLINES AND TRAVEL TRAINING GEHT
AGENTS BUNDESWEIT AN
DEN START*
CONNECTING THE TRAVEL | [HOW CAN THE 108 THINK BIGT BEYOND NDC— -
BRANDS WITH CHINESE || MARKET BETTER SERVE | |EXPANSION UND THE EVOLUTION OF BETWEEN WELL-BEING
MILLENNIALS THE TOURISM INDUSTRY? ||INTERNATIONALISIERUNG | | TRAVEL RETAILING AND | | AND OVERTOURISM —
16.00— IN DERREISEINDUSTRIE - | | DISTRIBUTION PLANNING AND
16.45 TIPPS FOR JUNGE MONITORING OF TOURISM
TOURISTIKER® AT DESTINATION LEVEL
T8 MINISTERS" STARS OR TRUSTSCORE? 17.00- 1745 THE FUTURE OF SHARING | [17.00-18.00
ROUNDTABLE: ONE APPROACH IN VERLEIHUNG DES DGT-ITB | |IN EUROPE'S TOURCERT -
TOURISM IN THE 215T MECKLENBURG- WISSENSCHAFTSPREISES* | | METROPOLISES: TRAVEL FOR TOMORROW
17.00 - CENTURY: TOURISM BASIC DATA FOR POLICY
1745 POLICY CAUGHT BETWEEN 18.00-13.00 MAKERS
GROWTH STRATEGIES AND GET-TOGETHER FOR
OVERTOURISM DGT-MITGLIEDER®

HALL 7.1c
TRAVEL LAB

TIMES OF MOBILE RRST - HOW.
MOBILE USAGE, VOICE, MESSENGER
AND Al ARE CHANGING THE WAY

WE COMMUNICATE WITHIN TRAVEL

PRESS CONFERENCE: THE

ONE COUNTRY, MANY

FUTURE OF TRAVEL IS

DIGITAL

BOOKING BEHAVIOR CURIOSITY BEATS ROBOTS?

UNCOVERED

SHOOT FOR THE AVERAGE, | | SMART PAYMENT

MISS THE TARGET STRATEGIES TO INCREASE
REVENUES FOR TRAVEL
MARKETPLACES

THE FUTURE OF TRAVEL

DISTRIBUTION AND NDC'S
IMPACT IN CHINA

IS YOUR BUSINESS READY

FOR SELF-DRIVING CARS?

PERSONALITIES - HOW
NORTH RHINE-WESTPHALIA
TELLS MULTIMEDIA STORIES

THE SINGLE SOURCE OF
TRUTH: DATA AS THE BASIS
FOR SUCCESSFUL DESTINATION

MANAGEMENT IN THE FUTURE
THE IMPACT OF
INFLUENCERS ON TRAVEL
BOOKINGS, USING THE
EXAMPLE OF A SHIP TESTER

NATIVE TRAVEL
ADVERTISING - BEST
PRACTICES

HOW TECHNOLOGY IS
RAPIDLY CHANGING TOURS
& ACTIVITIES WORLDWIDE

MASTERS OF STORYTELLING:

HOW NATIONAL
GEOGRAPHIC ENGAGES 350M
FANS ON SOCIAL MEDIA

E-WOM AND ITS IMPACT
ON HOSPITALITY
BOOKINGS

EXPERIENCE A SMOOTH ONE

YOUR FACE AS BOARDING PASS -|
HOW FACIAL RECOGNTION
MAKES YOUR TRAVEL

HOW STORYTELLING CAN
HELP TRAVEL BRANDS CUT

BOOKING OPTIONS ON
FACEBOOK AND

WILL ONLINE COMPANIES
SOON TURH INTO BRICK-
AND-MORTAR STORES?

PAYMENTS IN THE TRAVEL
INDUSTRY — A BLOCKCHAIN
SOLUTION

“GLOCALME" - YOUR BEST

THROUGH THE NOISE INSTAGRAM

TRAVEL STARTUP MORE THAN "JUST” A SOCIAL

INVESTORS PANEL MEDIA POST: HOW INFLUENCERS

POWERED BY VIR ARE MODERNIZING THE CONTENT
POOL OF SALZBURGERLAND

PUTTING INFLUENCERS TO | | ONLINE MARKETING

THE TEST INSIGHTS 2018: BEST

"DESTINATION PRACTICES FROM 600

CHALLENGES”

TRAVEL MATE

GERMAN TRAVEL WEBSITES

MANY CHANNELS - BUT NO
OVERALL VIEW. WHAT DO
YOUR GUESTS REALLY

*All sesslons with a German title will be held In German only. f Verarstaltungen mit deutschem

auf Deutsch.

10.30-
11.00

11.00-
.30

1130
12.00

12.00-
1230

12.30 -
13.00

13.00 -
1330

1330
14.00

1400
1430

1430 -
15.00

15.00 -
1530

1530 -
16.00

16.00
1630

1630
17.00

17.00 -
1730
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Key marketing environmental scans | @g1unisaising 4 fidnadenisnaiauasiifinasenis
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Key audiences: nauinedulas

Target

market/segmentation/positioning

Key messages: ﬁwfﬁLLazu’%mi'ﬁ'ﬁﬁLauaﬁaﬂﬂﬂua}mimwﬁu fiada

unique selling point and brand | ANULANAINUIY

messages Gluaslifieniia fezlslisauinfanssudig
Aunnsluegls Saavieaiieneglsthddusiavie
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EFRVEN PR L]
(Research Methodology)

VARG
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(Key Informants)

NAAWS

(Outcomes)

N1INUNIUITTUNTTY
nsAnwIveYALenas

(Document Research)
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WAz ViR gILsUsTnalng

Anwisefiieites
AuuMInaIALLI
Dg19UAINNRAE
fuuaesediolse
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N13815239NBUNITAINIAAUIY

(Pre-tradeshow visit)
ﬂ'ﬁﬁ'ﬁ'ﬁﬂﬁ%EJLLUUﬁ@Uﬂ'm

LU UANUNITHANR LAY
A15M9@D (Questionnaire
Survey)

nmsiudayaluny
Tradeshow WTM 2017 uag
ITB 2018

MBIV UANT

(Action Research)
nsdanaoeldIuTIN
(Participation Observation)
NSEUNWALTIANAU Buyers
wag Sellers (In-depth
Interview)

milﬁusﬁja;ﬂaa"aﬁi’m 9 et
AT

nssuUsegsluau

Convention

Admgsumaianwasay
nsnan fUsENaUNSLAYHldI
Aedesiunsiaunmsvieadien
Toonsslulseing 319U 30 AY

Buyers Sellers lusinauseina
91U 30 AU
fensnsatinaunsvieadien
piimafiAgtes

5

a P
wantlagumgiay
Uszaunsalnelnuau
A1SAANANITYIDILNEN
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YRIFDNLY
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&S % < |
AUAUYTZLAURNIG 9)
WA UAY
A15RANN

n13Uszadanataya (Data

Analysis)

mﬁmwﬁﬂszlﬁmﬂam 7N

doameing 9 uazdoyadilaan
NuUNANTIIeRTisILarnns
dunnwal (Semantic Image
Analysis, Content Analysis

mslinidenaneauiiedinsei
ﬂﬂW%@IﬁﬂiUgNN@ﬂMﬁﬂﬁﬁﬂ
(Researcher Triangulation) lag
Favindu Event Cards o luld
Tun159991 Scenario Planning

Fumuiuiies (Theme)
LRGN

AUMNIULUU (Pattem)
UBITOLA WAy
Uszananaidusauds
d1Agy (Construct) Tu
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521U8UBIY K lidaya NAANS
(Research Methodology) (Key Informants) (Outcomes)
and Descriptive Data UEGEUNTLER TR
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Descriptive Analysis
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o a L d‘ 4 °o v o Y & ! =
sukuunsAuliunagnsndng MlseinalngaislianudAguazdrraliauitussmalneiiaig

wiaulunisfunisiasundasnuwnldumaniuntesednsls lnensiivdoyamewuvaounuilly
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face-to-face administered questionnaire NM3AtIuMUlATaYANIEUIINNGUALTE QY ANLITEA
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lun1svieafierannguaiatensy Aasy wazngugusenaunisgulung Iuiunsdu 51 au laens
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LazNIsEUABAIR1 Traran1sviunsiaInvesnauEineItedtunsvieuiied Aauildlunis

100



d1579R9 MuAaI LU lLLasAian1anITnaIns e lUardinanani1svinaunvinus wdudesususn
1 1 1 d' 1 dy 1 %3 = % = Y3 U 1 a 1 dy
agrasentuluiseweluteglusedula wasiinunoumisdalunisusudasenianianand
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nannsfnelunisiiuteyanguil i luldiewIsuannundouuaznisnnawnuni siiu
dayalusruunnssuviaaiies World Travel Market (WTM) 2017 Wa# 91U Internationale

Tourismus-Bérse (ITB) Berlin 2018laadinsaniunisinununisinudeyanisieludl

3.3 nsiiudayalusiu Tradeshow WTM 2017 uae ITB 2018
Aanssuiintulunuamnssuresiien wisldidu 3 daud AEUAD dIUNITUAAIEUAILAE

U313 aLiea (Exhibition) d2un15UsEYu (Convention) kagdun1snulzid1vuvengy
tvieafleauaziaula (Consumers) maufiudayadslitsutolud

1. nmsdunmegnalidiusiu (Participation Observation)

2. MIFUNWAlTIANAU Buyers uag Sellers (In-depth Interview)

3. mafudeyadesins q etz

4. M3TauUszyalumu Convention

[

n1sdunaegnefidiusin lugueidulidnsunuvesauzinide 91u9U 6 uAunig
31U WTM 2017 wag UnI9891uau 7 AULAUnI99a91u ITB 2018 tn3dedanuaulanazanuuy
NS unLAne1eie nrsaulaluiitenisduuunndanudsisgluaivinvainvany el

AN1150 I UNV BAZITITINTAUUUN NFOUNIAIUITOAR IATIZAUFTITNITHAALARABANTS

U9

o € a = < o & 1 L4 o ¢ 1 1 &
AN1TFUNIYULYIAN ImEnhzmuiumsaumwmmmumsaumwmamalmfdumamﬁ

(Informal interviews) Litelviaunsaiinfslndunivaluazlatoyanivinzan lngnisidisiuauly
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senInetiwnianiilu Trade only day illawuiungudae guiefiunsiuluny 1uauain laens
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dududoyaiunismaianisuuilidunisiiniseain Inglunisandunisiudeyail Unide 31w 6
] = ! [ ¢ & Vv ! A o [ 3 av 4 Ao !
viudl ngudwanglunsdunteel WunguiiegranfimuanuingUszaervesnuide vienisendn
purposive sampling kUl §&a §u1e Tusiu visuar 20 Aw sau9du 120 au taeuvadunis
#0Un1u exhibitors S1uuSe8ay 50 waz Ju1siuauindu buyers d1uu Sovay 50 tneldseyd

1% [ J 1 PN Y o a o % a [ !
noaUy buyers GU’EN‘UigL‘VIﬂVLVl?J quﬁ]ﬁ%‘l’]um%ﬂﬁi‘m%@ﬂL‘VlEJ’JI@W]LH‘Hﬂ'ﬁ‘VHIuaﬂ‘UﬂJBL@EJ’Jﬂ‘L! RIEY
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Y

nsdunvainquiluned isdu 240 au nsAmuangusitegeil Wuluauusunuasaninnisel

YOIUNNNTIUVIDLTIE él’JEJﬂTiLaUﬁ’]i’mLLGiﬁSpJﬁLLﬁ%ﬁ@Uﬂ’]@Jﬁ’JEJUVI?I‘LW]‘L!"IGHZJW]WNW%@WU@QLLGII

azys lneszyveasunulagldiiailidiiu 15 wiil nqudde fvie Mu1siueu I¥n1sdunwalds

9 Y Y

WAeaiu Ao LuKUL intercept interview nisiiiudeyasenislduuuasuanuliaunsavitlalunig

1% ¥ U

U0/ Jedndudeseanwuunisiivdeyanianisdunival face to face Meunaunul (Semi-
structured interview) fagUsuiiumauiduLazldinaiiesiign Ao n1saauaIufiaINITRaIALAL
wliniviuludseld Jezlsiinaravieuiienvzilfsuliuasisfonnssuniousuiie Seddatne uay

'
a v a

fusziuntnideaeunuiieing fe MuAnegisls AUAIIN open to the new shades

msiudeyaiildanauladunleussinulunsfaaudeyaiiufuiudigeivignisnain

U o

Y

dinaungalisa driinnumsvienilewissemalne nyaU3a UseinanSaiea

ﬁagj: Office National du Tourisme de Thailande 90, Avenue des Champs-Elysees, 75008 Paris,
FRANCE

ﬁuﬁ%uﬁm%au: France, Belgium, Luxembourg, The Netherlands, Morocco, Monaco, Tunesia

and Algeria

< ¥ o [
3.4 N1INUVBY AL DLLASNITANNUN

nsiudeyadesieg lunudniunismenisiesgiidenisduuuiiavuauasdangy

Welianusadawdainidelunmsinudeyalanmun lunuunnssuvesdies WTM 2017 d8wdely
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ASIIUFUNUNGEY 110 W99 wazluauunnssuviaawiien TR 2018 Hivasiun1sdununlanedy

120 ¥t InedauusUszianlailu 5 Ussuan wazlinswustinidelunisiiudoyalilaunniign Tnelu

' (%

[
v

flantinifelfiddmsuilimsdunidu 90 de nedautsmumssanudssnaiielud

FT | Future Trends Market statistics and outlook trends

TP | Tourism Products New products of competitiors, trending products

N

M | New Marketing and Updated information on product development,

D | Business Development distribution and marketing

TT | Travel Tech Advanced Techonology in tourism and hospitality
Case studies on responsible tourism, how to develop

ST | Sustainable Tourism tourism sustainably, tools and trends

¢ o/

A1919A20819N1531ATIERITRN I TTUNUILAENITIANGUEITaNITFUNUI LAZNITUUIATIY

v a
FUNAYDU
E % °© ~ §~ [=% £
Venue Theme J & 2 ° Lg e =
S S ‘- = = = = =
WTM Global Stage Networking Area — Ha|N/A 0
EUS500 N/A 0
Responsible Tourism Theatre ST 0 0 0 0| 0| 0
WTM Press Centre FT Secondary Data Collection
Inspire Theatre (EU490) NMD
South Gallery Rooms 7 & 8 TP
WTM Travel Tech Theatre (TT390) TT
WTM Responsible Tourism Theatre ST
WTM Global Stage (AS1050) NMD
South Gallery Room 7&8 NMD

WTM Travel Tech Theatre TT390 T

WTM Responsible Tourism Theatre |ST
WTM Travel Tech Theatre TT390 NMD
WTM Responsible Tourism Theatre |ST
WTM Global Stage - AS1050 TT
WTM Inspire Theatre - EU490 FT
WTM Travel Tech Theatre TT390 NMD

WTM Responsible Tourism Theatre |ST
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Sessions Venue Theme

WTM Digital Influencers' Speed Networking WTM Global Stage Networking Ard N/A
TTG Tomorrow’s Travel Leaders Conference Platinum Suite 3&4 N/A
The Travel Media Market — Global Advertising Trends and how to focus on Respons|International Media Centre FT

- . ) . . . NMD
Redefining the Travel Experience: A Viewpoint from Asia and China by PATA |South Gallery Rooms 7&8
Delivering an Exceptional Traveler Experience WTM Travel Tech Theatre TT{TT
The Era of Intelligent Tech in Travel WTM Inspire Theatre - EU490 |TT
WTM Responsible Tourism Day - Opening and Awards WTM Global Stage - AS1050 |ST
GlocalMe - Your Best Travel Mate WTM Travel Tech Theatre TT{TT
Generation Jet Set: Exploring why Affluent Millennials travel, and how travel fWTM Inspire Theatre - EU490 |NMD
The Rise of the Travel Agency WTM Travel Tech Theatre TT{TT
The changing face of tours South Gallery Rooms 7 & 8 NMD
Beyond Charity: How businesses can embrace the UN Sustainable Developmgq Responsible Tourism Theatre |[ST
Blockchain Versus Blockchain WTM Travel Tech Theatre TT{TT
Facebook: The Heavyweight social champion WTM Global Stage - AS1050 |NMD
Transforming Tourism: the Berlin Declaration WTM Responsible Tourism Th{ST
Sustainable Development Goal Panel Sessions South Gallery Rooms 7 & 8 ST
Is influencer marketing the way forward for destinations? WTM Global Stage - AS1050 [NMD
Can tourism be made accessible for all? WTM Responsible Tourism Th{ST
The Future of Hotel Distribution Technology WTM Travel Tech Theatre TT3TT
Why destinations have to change how they sell themselves WTM Global Stage - AS1050 |NMD
Growing the personal brand WTM Global Stage - AS1050 |NMD
Securing Commercial Advantage: Marketing Responsible Tourism WTM Responsible Tourism ThST
The best of social media 2017 WTM Global Stage - AS1050 |NMD
How to design loyalty into your user experience WTM Travel Tech Theatre TTYTT
WTM Responsible Tourism Networking Reception WTM Responsible Tourism Th{ST

L 4 d' U a v Y v Y o v YV LY 4 . ‘:1' Y
NntenunITelagile VLWVI'1ﬂ'ﬁﬁiqﬂﬂ')‘ﬂ@“l]@\‘iUG]iL‘IﬁG!ﬂ’]iﬂJ"i]’m Session 7lASUNBUNNNY

q

2901 lARIA9E 1M lUT Lﬁ'eﬂﬁamﬁiaﬁmﬂﬁi’ﬁﬂm’f@yjﬂumﬁmeﬁ{]’mﬁﬁ]u Fvent cards @

]
ol
o
g g
gl 5 x
Time Sessions Venue Theme | 2 3 & Synopsis of Events/ Trends/Issues
Il
12.30-13.15  |Learn how tours & activities are the core of quest experience WTM Travel Tech Theatre TT390 T 0 fo o |0 Introduce Trekksoft Program. No any information about events and trends
of the future,
15:00 - 15:30 |The Growing Power of Mobie Maps - How Travelers Find Your ~ [WTM Travel Tech Theatre TT390 T 0 fo o |0 1) The Rise of the East
Local Busness 2) Voice Search-Statistics Growth & Trend
16:00 - 17:30 |The Future of Technology in Travel and Hospitalty (i association |WTM Global Stage - AS1050 T 0 fo o |0 1) User-Generated Content (UGC) - Micro Infiuencer: Curate don't create!
with Travel Technology Iniiative)

=3 v a v 1 [ v =3
ﬂ']’iLﬂ‘UGUE]Ha’ﬂ’]ﬂﬂ’ﬁLL?{QQ?{UQ']SUBQUigLVIﬁ(ﬂN"] 31UIU 100 Usene IWEJVLGYJNLLNUIUﬂ'ﬁLﬂU

AME1Y wazlena1sdsc1e wazyslufingu exhibitors MUuluszAu Destination M1t %N

Y

exhibitor LWL dls sy 3o nauusendununisve azldldsiulilunisifudeyaialings

[

Basziunldlussauganunslatsnsiiduinguszasdnanvesnuidell Mefeganunevaienig

9
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31u3u 100 Aldiudangua1ugiifians Seamudisgnes lnelinmdsenauasunanung

Uaemaiiethundiasizinisiiausliegisdaan lnenuin nguussmansInauunnssuiowied

wTM Td8ulunsiawemilaudunaesany lnensinaiudeyaresaavuigdaleniawnaiiila

ANTUNTNADNUNNNTTUYIDANY 19T WTM Wag ITB a3uganingUaen1ananuafanisis 7 i

AN 7 aguavinelalenia wie Usemeniiiudeya

1 Abu dhabi (UAE) Middle East
2 Argentina South America
3 Andalucia (Spain) Europe

q Aruba South America
5 Austria Europe

6 Bahamas North America
7 Bahrain Middle East
8 Barbados North America
9 Bangladesh Asia

10 Bhutan Asia

11 Bolivia South America
12 Botwanas Africa

13 Brazil South America
14 Bulgaria Europe

15 Canada North America
16 Canary Islands (Spain) Europe

17 Chile South America
18 China Asia
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19 Colombia South America
20 Costa Rica North America
21 Croatia Europe

22 Cuba North America
23 Cyprus Europe

24 Czech Republic Europe

25 Dominican Republic North America
26 Dubai (UAE) Middle East
27 Ecuador South America
28 Egypt Africa

29 El Salvador North America
30 Flanders (Belgium) Europe

31 France Europe

32 Germany Europe

33 Greece Europe

34 Guatemala North America
35 Holland/Netherlands Europe

36 Hungary Europe

37 Slovenia Europe

38 Korea Asia

39 India Asia

40 Iran Middle East
41 Ireland Europe
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Tel Aviv/ Jerusalem
a2 Middle East
(Israel)
43 ltaly Europe
aq Japan Asia
a5 Jordan Middle East
46 Kazakhstan Europe
ar Kenya Africa
a8 Kerala (India) Asia
49 Kyrgyzstan Asia
50 llles Balear (Spain) Europe
51 Malawi Africa
52 Malaysia Asia/ Asean
53 Maldives Asia
54 Mauritius Africa
55 Mexico North America
56 Montenegro Europe
57 Sardegna (Italy) Europe
58 Morocco Africa
59 Myanmar Asia/ Asean
60 Nepal Asia
61 Nicaragua North America
62 North Cyprus Europe
63 Norway Europe
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64 Oman Middle East
65 Panama North America
66 Paris (France) Europe
67 Peru South America
68 Philippines Asia/ Asean
69 Poland Europe
70 Puglia (Italy) Europe
71 Qatar Middle East
72 Romania Europe
73 Russia Asia

74 Saudi Arabia Middle East
75 Serbia Europe
76 Sharjah (UAE) Middle East
77 Sicily (Italy) Europe
78 South Africa Africa

79 Spain Europe
80 Sri Lanka Asia

81 Switzerland Europe
82 Taiwan Asia

83 Tanzania Africa
84 Thailand Asia/ Asean
85 Gambia Africa

86 Tokyo (Japan) Asia
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87 Costa Calida (Spain) Europe

88 Slovakia Europe

89 Trinidad & Tobago South America
90 Turkey Middle East
91 Uganda Africa

92 Uruguay South America
93 Uzbekistan Asia

94 Venezuela South America
95 Portugal Europe

96 Scotland Europe

97 Sweden Europe

98 Indonesia Asia/ Asean
99 Zimbabwe Africa

100 USA North America

3.5 mﬁmi’lzﬁ%’aga (Triangulation Matrix)
nyinseideyailaldnisinszivoyaidanaunin (Content analysis) Ni@115a75I980U
a134d0 (Triangulation) mngde NsUIBUBUTRAUNUVBIUTINGNITUNANYIINUNAIUN DT
srefu nsddunuiliinidediuiu 6 iudlesmiuiinsesideyafuuumisdviunisudiu
oA A D a v Y Ao a v o ¥ A o o
AN LTeTBYRIlaYa/ANAUNY JULUUYRINIATINdRUAUE TN IvINTT Iadiawely Nidwnld

TunidetianunsoagUladu 5 Uuuu fadl

1) n3nsradeuamddudeya (Data triangulation) wueis N1snsIvERUITeyATIE e lHN

Y

[
LY 4

Hugndewisell asidunsnsiraeudeyailiunainunasdayauinnituvasiesd 1lanumileudiu

viselal Fadmnuvasdoyanuilddodunuunniouiu uansindeyaifideldundanugnses 1Wu

Y
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2) n1snsiadavadiiugIdevnsediiudaya (Investigator triangulation) nunedis n1s

AsvdUINEINevodNuTeyaseruiuldfunuimiloutuniownnsnsiuegidls Gdndidense
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uteyannaunuidesunuiildunfinnumiiouiu wansindeyanigidelaundanugnees
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3) N13A3RAUANEIRUEIATIzRdaya (Analyst triangulation) Muefis NslEEIwATI89

e

ayafiuunanaIAauInas 2 au 3uld Aausiinsigiteyaliladaduny waaiiun

v v
av v a 1 [ a 6 v a

Wisuituiu Tunsdildinideddu 6 vimuhmsliesgideyayaieatu uazsinanatudio
Hunsnsnaeunnuwiugwesnaille

4) nsnsradsuaadrlasnismuniudeya (Review triangulation) yanefs mslviyanasiieg 7
ildnauztinidermamumudefumuanmsinszivesiise deraduyananielifdnifeides
Tuaunidde nansnsraaovaudlne s ivin Vi foannsadousldunduteiuaiuuiug A
anysal mudusssn waranuindeie lunsinmeideyasuimlviAnauAavionisimi
Tale) LR

5) nsasaadauaradriuisnisiiudeya (Method triangulation) nunedia nsiieuiiisu
Yoyafilsunainisnisifvsrunudeyavatsdsnisfunnsiedu udrunfionsaniideyadls
aoandosiunioll 1wy msthdeyaussiiuidendu JufvlneiBaumunnguunyIsuiioufudeya
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NUIFUIITNTIATIZANFENIT “A153ATIERLENT” (Content analysis) N15ILATIEY

Poyailunszuiunsinuideiies JuinTunwusdieunidesuiuiutoya autadeduganisiu
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Toya TuRoUNITIATIERToyaTRun N AdTun swU sy 5 Juneulny (Shug Yiaus, 2551,

228-235) lawn

1) msdasuleudeya

Y 9

2) msviiivsefmuasiateya

3) nsmiadeyanseaiiadeazudingm

4) mMsasieunasy wag

5) nsiigadanuuienaveransiaTe

s

[

LAATTUNDULITUAZLDUN Al

& ] o = %
YUNDUN 1 ﬂqsﬂﬂigLUUU?}aga

nsdnszdeudeya fie nsviibideyaiiusiusalauiegluaniniiazainuazitedenis

Wlinsen Fansinszdevdeyailiidiednidvegluauunsidonagldvinsiususudeya

wlalunng u laglidavindu event card agumamiavinasuillemegednanuaunguiiteninug

TuduvesenarsdowaznnaelimsdnnuanuiidnusuazaudnvuzveaganueUalen

nsdndayaldnisdeusedidu Event card wWathunldlunisimsizidsely (Raegransasie

lun1sdadayanienisein Event Card)

WIA¥13849 TH SarabunPSK 32

atlian/szidudAn TH SarabunPSK 28

O FT Future Trends o TP Tourism Products
O NMD  New Marketing and Business Development o Travel Tech
O st Sustainable Tourism
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Millennials a1uladatas daabantn A s anawded laann
Most millennials are looking for: Solo female travel is on the rise with women driving the

« Full cultural immersion through cuisine, local hotspots, and activities. .
9 P solo travel boom. In 2014, Booking.com found that 72%

+ Choices - from the opportunity to connect through mobile experiences or engage

. R ) of American women embarked on a solo adventure and

face-to-face, to an assortment of amenities packages; millennials want options and

flexibility. usually take three or more trips a year. Meanwhile other

« The ability to make a business trip into leisure travel reports have found a 230% increase in the number of

or vice-versa). . .
( ) women-only travel companies in 2016.

O FT Future Trends o T Tourism Products H O FT Future Trends o T Tourism Products
O NMD  New Marketing and Business Development o Travel Tech ' O NMD  New Marketing and Business Development o Travel Tech
O st Sustainable Tourism ! O st Sustainable Tourism
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U ne contrelat

COUNTRY TO WATCH ... wEtWeen Winae It s salel i,
SRI LANKA -- HEAD TO HEAD GlUlC YW LK Us QOIS e 4
CHINA- MASS EFFECT OF OUTBOUND

TOURISM FROM CHINA (FITS)

WECHAT PHENOMENON DIFFERENTIATE...DIVERSIFY OR DIE

LET’S TAKE A TOUR OF THE SHOW... vigaslsiy
ART DIRECTION/CONTENT
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LLOBEGY

: c .
Slogan/tagline
pee

n
y
M al . ral
( + Much morocco + lfee BEE
/ + Hasitall Responsible
+ Full of life * Japan-endless discovery——
Qld meets new (Tokyo)

IN-MARKET VS GLOBAL CAMPAIGN EUROPEAN SELLS THEMATIC ROUTES powsl : zhﬂ;”bf,ﬂ
ASIA SELLS TANGIBLE RESOURCES... B i ime classi (Gresce)
—SUN SAND SEA....??

AREWE......?

Digital Personalisation at scale
e

- B

+
[ &

Speed and scale

mi%’mﬁﬁﬁuﬁw‘%aﬁmumﬁmm%’agaﬁu Un3duaunsainlagesdnuurae 3nvinliaramin
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Content
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mauritius 1 1

CzechRepublic 1
hungary 1 1
china (adventure) 1
connecticut 1 1 1 1
malaysia (culinary) 1
barbados 1 1 1 1 1 1
bulgaria 1
slovania (gastro) 1
bhutan 1

chile 1 1

dominican 1 1

russia 1

peru 1 1 1

manila

ecuador

kyrgyzstan

N

greece

o/
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HaN19IATIENToYRNUNNNTTNYID AN

4.1 YaAUNUIINNITAITIINBUNITANIAGUIN (Pre-tradeshow study)

foyaludmiumawSeudiierirsiunuumnssuvieadslandnudoadlednwas oy
nnsduniuallddeiauenusiididyfe v ITB - Berlin Wusuunnssuriaauiierdmiu
tinvioadisinanglsy Jeldnwazidunisviigsnssumiassia (Business) 11An91 911 World
Travel Market - London @anuingsniamaudwlnaidunaiadmivinvieaiivrnnisngy uay
singnléidulatiouanudl (Market place) dm¥un1s@iamidudn (Launch New Product) wadus
azUsznanidnganeu 5ludlinie mn. ¥ Marketing Brand Concept aneldiaudey Amazing
Thailand: Open to the New Shades of Thailand 1ufiu 91nA15dNA1wUIToFUNARTIALIN
S manuiiuunliufiozantosas wu Siuvesiuszneunsineviedi Sellers finou
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Sunsanludiidiua 39 5o Turaediel 2559 fid uau 45 519 aviuniimiavanas lngd
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n1sUsuAnguiu Tneiudwurlduinasulide n1sienznguianizuIndu 1Yy ITB Asia
Singapore Né1lasuarnudennaziinuilesuindu fanudululdnevsaansvosuday
Useine sAunUseimalne Aisuazaesa1nau Trade lngazluidunisvinnisnaianiy Marketing
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¢ nagnsnisizngulmineniiussaunsalinndu Wy FIT 9nUsewmaly

o nsldFenidnddddiauazn sugusuaulunuuiediu wu influencer marketingas

yMlilauseansnmesiienisegnals

o mislddayaidu big data Tunisidnlanannegrsaesuriiuulduazidnaniiunuimedals

AanIvioeIsaly
e mswlangAnssuluwuu Mobile first

o nisnlanginssunisAnduladaluwuusinladnfsnasniian wu Micro moment
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® msunaUeAUALATATIUTUALULUUATI9YAAT (Luxury)
o nsenguidmngiuennileanngugseny 1wy gngu millennials

o nsldde digital and social media egsmanRasLazlaUszANSA N

oo
& v

PHSYICAL LOCATION
SOCIAL MEDIA T

ﬁ o MULTICHANNEL

NANAITNNAINAINLVDIABURE povet MARKETING
a . —_— \‘
WO ANIINNNTLTEe (Network of Diversity) / 'L
EMAIL
- PAID SEARCH
DIRECT MALL
SOCIAL ADS COMMUNITY L J
PPC wu @ = . REVIEWS FORUM SOCIAL
PR .\ NETWORKs @&
EMAIL @ sBLOG r \ (
I WEBSITE
ONLINE ADS g @ MEDIA ‘ BLOG @
CONSIDERATION ADVOCACY
pIRecT @ h ®

AT STORE FAQ PROMOTIONS
/ WD EM. KNOWLEDGE %, y 4
pR\ BASE

OFMOLITH ECOMMERCE
RADIO
TV - PRINT

[ [ o w1
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WHLAIN 25 NSBUNTIATIetayassAusenaun1sdeans
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Foyanlaainnisdunival ladiludrsisnnudaiuinduainnquiddiuieidesiunig
vimﬁsné’wmuﬁwffayjmwu face-to-face wiala1u150asS U8 waEIIABTUBLLALLA Lag kU
Uszpulunisdrsanasalull (wuvasuanuluniAnuINLUULN)
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® w1 Wuvayadiuyanalaznuy (Profile Data)

1 ~ < a 1 ) [ I3

o Aufl 2 1 uN1sUSEEIUNANSENUADNITYINIUNITAAIAYBILAAE UTELAUY

o dui 3 1Wunisusziliuanundeulunisusudwenemiaunltiunisnainveaunazlseiiu
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IUIUANBULUUADUINNIVNA 51 AU Banan1TiaTIzvidayailsiuasidunsiail
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daufl 1 Uudayadiuynanawaziudl (Profile Data)

AYG wWasigud
(Frequency) (Percent)
LA oald 16 31.40
VAN 35 68.60
Total 51 100.00
GV P53 28 54.90
ANALONTYY 23 45.10
Total 51 100.00
218 Wegndmizewiiu 30 U 12 23.53
31-35 1 4 7.84
36-40 U 10 19.61
41-45 11 21.57
46-50 U 5 9.80
111A71 50 U 9 17.65
Total 51 100.00
Manuieatasiuns Hounin 3 16 31.37
Vioafisauugany 3.5 5 9.80
69 U 5 9.80
10-15 ¥ 12 2353
16-20 U 4 7.84
wnn 20 Fauld 9 17.65
Total 51 100.00

nan1siasizideyadiuyanavesnaukuuasununuIndumaye s 16 au Anduy
31.60% vofnoukuUADUD A Tasdneuuuuasunudnlvgidunemdgadiuau 35 au An
Ju 68.60% Anauwuuasuaudainegluniisauniasgdiuiy 28 au Andu 54.90% uavdeineg
Tumiissuniaensusiuiu 23 au Andu 45.10% lngsredentrsnududsinvesfneou

wuuaeuaulaun drdnauneauatuayuniside (@na.), n1svieunigawvisusemelne, ann
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= 4

g mNIIIviesfsuisUsEmalng, aanduannd@ivdn, pnansainnine1ds, iminedessia
JUAREY, YNNI eLNWUTUNS, 2IANTUSMNT NIRRT Avion1 5V oafieneeedaiy
(8IANITUMITU) N5D 8NN, Asia Life Media (Thailand), Enterprise Asia, Chiva-Som Academy,
Siam Rise Travel wag U3 Unsngalve 910 @vnaw) (KTO) Wudy Hi9e1gveiinouuuaauniy
dllugflongdosninvzawindu 30 U f9wau 12 au Andy 23.53% adasunfedieny 41-45 U 3

<

919U 11 Au Andu 21.57% wazei3eny 36-40 T d9uu 10 au Andu 19.61% dwudalufotia

'
=

91811131 50 U Fefidwau 9 Au Andu 17.65 % feduaziiug geeviuvdeuaiudunguauidl
agAsus 36 VAulUTiTusInvioiun 35 au viseAndu 68.63% Y0IRBULUUABUNUTIINLA Uay
AnaukuUgaUnNiiUsEauMIain sy uieItesiunsies et ka s 6 Yyululidauau 30

A viseAnU 58.82% VBINRBULUUADUAINTIING

daudi 2 wazdaudl 3 Wunrsusziunansenuiivualdusreqddanisiieunisnainnazns
UszifiuanundaulunisusudadefisnisuuiliunisnainvesuiasUseiiu
Wnsuszliunansgnuren1sinaunsnaiatagnisuseiiiuanunieulunisususise
ArmaiuiltunisnainveasazUseiny Wun1simsgimideauSuna (Quantitative Analysis) agly
Luuaeuny 5 Likert Scale Wignounuuaauanuinisussiliunaginsuunluusasy seidu dwsu

szé’mzLLumLazmﬁmJamm‘mmsmaav-hmuuma%mﬁuﬁwialﬂ

MMSUSZEIUNANSZNUABAISTINIUNAITNANA nsusziliuaundanlunisusuadeianisnudliu
ASAAN
ALY 42952 AUAZLUY Asula AT 42952 AUAZIUY nsula
wdy AMUNUY 1adY AMUNUY

1 - lifinaae 1.00-1.80 laifinatae 1 - lainSoutay 1.00-1.80 lainSouay
2 - l4ifina 1.81-2.60 laifina 2 - lainSou 1.81-2.60 TlainSou
3 - fauiunang 2.61-3.40 fwaurunang 3 - wovhle 2.61-3.40 weyila
4 - dwaun 3.41-4.20 fnauin 4 - Ml 3.41-4.20 Ml
5 - fuasniign 4.21-5.00 fnauniian 5 - yilafuIn 4.21-5.00 lamun
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fun3elHlusunsu SPSS Statistics 11e3%u 17.0 Tunshiasgsinan1sadfnaglusunsy
Microsoft Excel 1un15UssuianawasiuauAImiionaninas1a q Inefinan1shasisiuuunda
N3304UN (Descriptive Analysis) Famsneelul Tnsaziiuiinanisussdunanssnuionisinau
mananth 10 Ussdufirzuuuadsoglutasvasnisulanmumaned “duaunn” IneUssiiuiitney
wuvgeuauUszifiuindnansznudenisininunisnaiauaslssfuazuuuedegsga e nslvde
Digital and Social Media 8¢19%a1mvatguaslauseansnim Snzuuuaiowinfu 4.12 5038937
Jusuasileg 2 Ussifuiiinzsuuuedewindudl 4.06 Ao 1159579853A999187 UG 19909 LA
mnzausunguiimaneg was nisidhlanginssulukuy Mobile First Uspifuiifiasuuuiadody
Susuiidne parmdileluniseenuuunsledeliimnrausungulmngesinanizeizas fiasuun
lRABYNTU 4.02 mafasaniseiuiigneunuuasunuUsziliunanssusion L IRand
firzuuuindedoniigaie nagnsmsiarznguidhnung AT 99nYszmATy avuuniadswintu 3.65
Uszifudifiazuuuiadetossosasn fo nsidrlowgdnssunisdnduladouuy Micro Moment
Marketing fiazuuuiadewiiu 3.75 Ussiiufidazuuuadsiosdusufiay fe M71Enguithnae

Millennial fpziuuadswindu 3.80 wazUsemunilazLuunastesdusuna Ao N5 uaYaauA 7

uazaTuUTUAluuUdaguaNIn NTaITeULAT Rvuuafemiy 3.82
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A1514 8 Han1sUsEUNANSENUADNTYNIUMIRaIaLaznsUsTEuanunSoulunsuSuRne ekl snainvesuaarUseLAy

. Usziiumuniaulunisuiumsaiidmauua i
UszllunansznuanisineunIsnann
nIAaNA
drufoauy dudeauy
Uszid/side Awds  |wamumne|  wesgu funds  |[wamumne | anmsgu
(Mean) (Meaning) | (Std. Deviation) (Mean) (Meaning) (Std. Deviation)

anudilalunsesnuuunislddeimngauiu kil 402| ilwaunn 0.76 1kl 341 ilad 0.698
naudmingeg MLl
Msad1sassdaaveiiunnm wesdunimnzauiy Lill 4.06| ilwaunn o614kl 349  hlad 0.731
naatmang
nagnsmsaznaslmvang AT nausemedy 365 iwawnn 0.868 310 wovhld 0.944
13k Influencer Marketing liilduss@vdnw i 384 ilwann 1.00T!||| 353 vhlad 0.946
M54 Big Data lunsiinlananeeiwiaawn il 396| ilwaunn 1.058 310 wevhld 1.005
nmsilanginssuluwuy Mobile First ill 406 iluawnn 0.759%1 333  worhld 0.864
nsdlangfinssumsdndulafielunuu Micro Moment 3.75  dnamnn O.868E 325 wevhld 0.821
Marketing
maiEuedumuarawusuAluLUURERAINN v3e | 3.82| iwawnn 0.953kil 337 wehld 0.848
UGS
Msnzngutmang Millennial 380 dwawn 1.000kg 333 wevhld 0.841
msl#de Digital and Social Media agwanansuas EI“ 412| fwaunn 0.931E||' 347  hlad 0.902
liUseavanm
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lwiweadgituminiansananaissludiuresranisussiliuaiunieulunis
UfuisefianianuilidunisnainveaudazUseiiu asfiuinazuuuadeeglurisuesnisula
Aumne “wlad” war “werila” TaeUssidudignounuuasuanuuszidiiuin “vlas” uasd
ﬂzLLuuLaﬁaqaq@é’uﬁwﬁqﬁa 17519 Influencer Marketing IilaUsean5nm Sazuuuiadomiifu
3.53 Susuitaesiie n1sasassAIRYILUANAIYeIFUA AN URguThnY TazuuuLady
Wity 3.49 Susufianude n15195e Digital and Social Media aghwarnareuaslsuseansnin &
AzuuuRABWInTY 3.47 Suduiidde maudilaluniseenuuunislddelimunausungutveiey
9g191aMm249799 Taziuudsnindy 3.41 dwudn 6 Ussifuiivdelinzuuuiadveglutisveanis
wdaramanein “wevild” Tnedsefiuifinzuuuadsainnsussidiuanunienlunisuiusisie
fiemauwdliiunismanntdesiigaie nagnsnisiarvngutmaneg FIT 91nYsemasu way 77514 Big
Data lunisidlenainegiegeuy; Tazuuulndewitfuegi 3.10 Ussifufifiazuuuindovesiiy

v v

susvaufe nnlanwginssunisanauladeluuyy Micro Moment Marketing invuuuLade
Wity 3.25 UszihuniiezwuuededesiluduiuaiiaesUssnufe nisidrlangdnssulusuy Mobile
First uag N15197¢ngantimag Millennial Saguuuiafewiniun 3.33

[

fodunniliainnisfiansannisemugiuununimsaifaziiuinfiassssifuigney
uwudsunuUsziliunansgusionsiaunsaadidedefieglulsuwoudidewasAdeseu uddl
AndsvamansUszdiuamundoulumsusuisefiamaliunsnainvesssifuiueglulsy
waudwiheiazduns fe 01517 Big Data lumsidhlanaineegvaeun uag Nsdlangdnssululuy
Mobile First Buiiloglunnuninisansaziiuin AxuuLIRABYeINANTENUABNTIILNIAAIALAL

AZLUULRAUDIANUNS LT UNITUS U oA ANIILUI T UN1TIAIATDIARIUTELAUMINAITI T 9974

(Gap) 1nnUsEIiudy 9
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LHUNIW 26 15915 (Radar Chart) lUSeUisuazhUulaagweIn1sUsE i uNansenunan1syinaunIsnatnkasn1suseiliuanunsoulunisususisafamnig
wunltunsnainvedisazUseLiu

Anulaluniseenwuunsigdali
wangautungudmangagaenglangs

viarnvanskaglausyansSnm

nsienguthuvng Millennial £/

mMsuiausAuAmuarasLUsualuLUY |
pyuAINN IDIFYULAN] ‘

Micro Moment Marketing

nsldide Digital and Social Media 814 _

msidlangAnssumsiaduladeluwwu

== U3z UNANTZNURBNITVNIUNITAA A

450+

— meaiassAgauneiuanenuasdu

wingaufungudming

nagnsmazngudimng FIT 310
N Ussnadu

T~ n15L4 Influencer Marketing T9lé
' UseAvisnw

©umsld Big Data lumsidlananaegnades
U

nsulanginssuluwuu Mobile First

== sziiuanunsadlunisusuameiiamawealiunisnain
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weNNTUNIVAFBUANWANAILULTUE (Paired Difference Tests) @adun1snaaaumiy

LANA19YBIALRETENINNGN 2 ndudieg1e Wedeyamiegmvtldnaaeuiiannuduiusiu n1s

(%
o LY =1

X 1 1 1 1 1l = = v A
‘Vlﬁﬁ’e)‘ULLUUULUNﬂ’]iVI@ﬁBUﬁ'J’]&ILLG]ﬂG]’NL‘Uu@J b lnsunagalnnudunusiu fslunsaldldiie

Y

WU UALLANAITBIALLULIRAENITUTZIHUNANTENUADAI T UATITAAIALAL AT LUULRAY

nsUsziiununionlun1susudneianisuunliun1mala FNan1TNAgaUNUIN A1 Sig.(2-tailed)

YosivduUssiuiiaesninal o Aiuinideivuefe 0.05 (MsziuauLTaiu 95%) Amuiasy
1971 AzuuwadnsUTBliuNaNSENURoNYINUNMIRAIAkAzATLLLRAENTUTBEuA NS au Y

msUsuiseianuwaldunisaainiianuuandresiulunnuseiu Assautedidey 0.05 (nns1ewa

NSNAFBUANULANAIUUUIUR - Paired Difference Tests)
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A9 9 HANTNAFBUANUUANGAILUUIUR - Paired Difference Tests

Paired Samples Test
) Paired Differences
Paired Samples Statistics Paired Samples 95%
Correlations Confidence
A Uszibu/sinte Interval of the
: Difference
Std. Std.
Std. Error Std. Error Sig.
Mean | Deviation | Mean | Correlation | Sig. | Mean | Deviation | Mean | Lower | Upper t df | (2-tailed)
Pair | UselluNansenumnan1sney 4.02 0.761 0.107 0.135 | 0.345 | 0.608 0.961 | 0.135 0.338 0.878 | 4.518 | 50 0.000
1 nsnan-Anuilalunisesniuy
mslddelmmuzautu
nauUMUNERENILANILANL A
Usgiliumnunsenlunisususime 3.41 0.698 | 0.098
Aamauuildunisnatn-anudila
TunseenuwuunsTddelivanzau
fungudmaneegnuaniziagas
Pair | UselliuNansznuman1syingu 4.06 0.614 0.086 0.113 | 0.431 | 0.569 0.900 | 0.126 0.315 0.822 | 4.511 | 50 0.000
2 ﬂﬁma'm-ﬂ'ﬁa%”maiiﬁﬁmm8‘1'7i
WANFNNYDIFUA AL ZFUAY
naulmsng
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Paired Samples Test
) Paired Differences
Paired Samples Statistics Paired Samples 95%
Correlations Confidence
il Uszhu/made Interval of the
: Difference
Std. Std.
Std. Error Std. Error Sig.
Mean | Deviation | Mean | Correlation | Sig. | Mean | Deviation | Mean | Lower | Upper t df | (2-tailed)

Usgiliumnunsenlunisususime 3.49 0.731 | 0.102

AEyauwualiun1snain-n1s

aaTIAYAETuANFIYDIALAN

wigauiunguvung
Pair | UselluNansenumen1syingu 3.65 0.868 0.122 0.165 | 0.247 | 0.549 1.172 | 0.164 0.220 0.879 | 3.347 | 50 0.002
3 NIRAA-NALNSNITAY

nauidmang FIT 9nUseinaiu

Uszidiumnunionlunisusudiime 3.10 0.944 | 0.132

AAn1awildunisnaa-nagnsns

Wignguidmng FIT 31nUsema

u
Pair | UselliuNansznuman1syingu 3.84 1.007 0.141 0.467 | 0.001 | 0.314 1.010 | 0.141 0.030 0.598 | 2.219 | 50 0.031
a n139a-n15 Influencer

Marketing Tilgusz@nsnm
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Paired Samples Test

) Paired Differences
Paired Samples Statistics Paired Samples 95%
Correlations Confidence
il Uszhu/made Interval of the
: Difference
Std. Std.
Std. Error Std. Error Sig.
Mean | Deviation | Mean | Correlation | Sig. | Mean | Deviation | Mean | Lower | Upper t df | (2-tailed)
Usgiliumnunsenlunisususime 3.53 0.946 | 0.132
Aamauualdunisaain-nsia
Influencer Marketing T#le
UsganSnn
Pair | UselluNansenumen1sney 3.96 1.058 0.148 0.154 | 0.280 | 0.863 1.342 | 0.188 0.485 1.240 | 4.591 | 50 0.000
5 N5MA1A-N15MY Big Data Tun1s
Wlana1nog19a Ui
Uszidiumnunionlunisusudiime 3.10 1.005 | 0.141
Aansunldunisnain-n1sld Big
Data Tun1sitnlananeg19ae i
Pair | Ussllunanssnunan1svinau 4.06 0.759 0.106 0.152 | 0.286 | 0.725 1.060 | 0.148 0.427 1.024 | 4.889 | 50 0.000
6 nseain-n1siilangingsuluiuy
Mobile First
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Paired Samples Test

) Paired Differences
Paired Samples Statistics Paired Samples 95%
Correlations Confidence
il Uszhu/made Interval of the
: Difference
Std. Std.
Std. Error Std. Error Sig.
Mean | Deviation | Mean | Correlation | Sig. | Mean | Deviation | Mean | Lower | Upper t df | (2-tailed)
Usgiliumnunsenlunisususime 3.33 0.864 | 0.121
Aamunldunisnain-nsitita
ngAnssuluuy Mobile First
Pair | UselluNansenumen1syingu 3.75 0.868 0.122 0.177 | 0.214 | 0.490 1.084 | 0.152 0.185 0.795 | 3.230 | 50 0.002
7 nspaIn-nNsilangfnssunig
Faauladelunuu Micro Moment
Marketing
Usgiliumnunsenlunisususime 3.25 0.821 0.115
Aanaunldunisnain-n1siita
nginssumsiinauladelunuy
Micro Moment Marketing
Pair | Ussllunanssnunan1svinau 3.82 0.953 0.133 0.232 | 0.102 | 0.451 1.119 | 0.157 0.136 0.766 | 2.878 | 50 0.006
8 NNIRAIA-NITULAUDAUATLAZ AN
WUTUA UL UUTLDELANIN RIBISUU
Won
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Paired Samples Test

) Paired Differences
Paired Samples Statistics Paired Samples 95%
Correlations Confidence
il Uszhu/made Interval of the
: Difference
Std. Std.
Std. Error Std. Error Sig.
Mean | Deviation | Mean | Correlation | Sig. | Mean | Deviation | Mean | Lower | Upper t df | (2-tailed)
Usgiliumnunsenlunisususime 3.37 0.848 | 0.119
AEyauwualiun1snain-n1s
UlauoFUALaYAT 1L UTUA LY
WUUNREUANN YTBLTEUNAN]
Pair | UselluNansenumen1syingu 3.80 1.000 0.140 0.460 | 0.001 | 0.471 0.966 | 0.135 0.199 0.742 | 3.477 | 50 0.001
9 nsnan-mMstatznautvang
Millennial
Uszidiumnunionlunisusudiime 3.33 0.841 | 0.118
AAaIluNISNaIN-N15LaN
naulmng Millennial
Pair | Ussllunanssnunan1svinau 4.12 0.931 0.130 0.338 | 0.015 | 0.647 1.055 | 0.148 0.350 0.944 | 4.380 | 50 0.000
10 | nsmana-nisldde Digital and
Social Media ag19vaInvaeLay
laUsednsnm
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=

Paired Samples Test

Paired Differences

Paired Samples Statistics Paired Samples 95%
Correlations Confidence
UseLau/iiada Interval of the
Difference
Std. Std.
Std. Error Std. Error Sig.
Mean | Deviation | Mean | Correlation | Sig. | Mean | Deviation | Mean | Lower | Upper t df | (2-tailed)

Usziliuanundenlunisusudsie 3.47 0.902 | 0.126
firmaunltiunisaann-nslide
Digital and Social Media 8814
nanvaneLaglaUsEansnIwm
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4.2 FadunuiiAnienagnsnisnann

vdsnindnidoiunanduindssemalnglddnnisussyu Trend Talk: 10 Things You
Need to Know from WTM 2017 Tufuil 17 wadniou 2560 u wosUseyu 1 4u 10 n1svieaiilen

'
a

wisdsinalne (ddnaulvg) van 10.00 - 12.00 w. iesenunaliwngMingItesuasnaulala
nuisfirnmaazuulliunesunsnainnisieanetlanindussiaudnn quasidunisiuiude
o = = o v v A A o ] a a ] .:4'
Aunuiamssnlumsi e AunurailuBud unaniee adnluuunIsuvioiiea ITB 2018 91n
a v v oy ] = & a ¢ & 1 N 1
HANTIATIZRTOLANADINITUNRATINVOATINIFDINUNUNANITIATIZAUTELAUA TRsselull

Y

4.2.1 NAENSHRENS NMIUNFUBLUTUALALNTHDLNEITULUUANS

1

nmafuteyasiuau 100 ysu3oan 100 exhibitor Adrsasnuiivuiadilsudusidy
seiuifes lWduuuuruingy udrluiduszdulsena Tumsisedldldlumedidusuuusin ms3de
gsluiinmaiiudogaaniifuananuuuuiiduganmeuaisnis (Destination) Wy v1ade Fady
ywadn 1 au 1 g (1mdsznoud 27) wielusuluruiaainadidiiuiiinseunquiishall Tnenudn
dosana 118 fvwaiflugindiann ddunmsswnuwildlunannansvuaaumieuyosgaving
UangynauazaanuneUatennaiidnianau Wi udainld msdiauemiloutuisaesnunazung

12

Uszimadoniagldsuuszunaazidisiau 1B Tusuailugau

WHUAIN 27 YUIAYDIKIINDBNIY

133



Uszihudl 1 uualdussdusznauvainagnsnisdodIsn1snainLaznIsnInug

unvisaeIngulvang

NFIATINHIINUIN 100 Ingtdnseuludfndasnuiily 15eeiinils Ae Wa15a01g trend

99304 art direction lUfimm1aluy uagi3esh 2 Ao content 138 139931787158 YAUUUNITAATIERTU
Usziiulun eglsmanennviglunul fgavieezls iansawnain 2 wnuiinudn art direction 10y

UTELANLUU max AeNdatiu AudnUseinnAsunties s wNWiesUes content WA1584191N content

VUMV IENENAUUTHANIRUUAUVIERENLAET LTOUIMNFULTON1TORE?

INNTIATIEINUIN Tovar 36 Inaglunquuuuinieyqivasteds Niauteeiailom
wazn1sldaudald ASendnseuienenandtly Tinudl nsdrdvnuusavaeyslddend Tungud
art direction AeudstsuAvIBvsaIsegInNelulosqUeaT 13811 content FoNUTALU

@ o I X ! N v A A v [ 1 [ 1
windaeglunguil Seudeviensearelivesiany Sevay 14% Ussinnuniuassegradaluglv
nsgnsuiundadesas 30 lungu ¥ art direction Lwaun Wiv1EUBIUBE 0819 ADIAIGjUALIY

\we) B¥eway 20 Msgaveenguimalilinmeluil

Art-Content Analysis

Art Direction
(Max.)-Content
{Max.)
30%

Art Direction
(Min.)-Content
(Max.)

14%

WHUATN 28 ANEUEN1TODNLUUNTADENT
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79819115 coding anwuENITUILEUD

Art Direction
(Min.)-
Content

Egypt (Where it all begins)
HEEA i

‘ | ’ mr,.i

Costarica (essential Costarica my choice naturally)

ANEDEIS NISUAUDLUULRNLINUVIEDIIULINTTUVIBI AW Costarica
ANATUVUABD 91U WTM AMNEAASUIAB 91n91U [TB
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Art Direction
(Max.)-
Content
(Min.)

Guatemala (Heart of the Mayan world)

Art Direction
(Min.)-
Content
(Max.)

< '

Morocco (Much Mor occo)
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Art Direction
(Max.)-
Content

(Min.)

nauaula Ae ngu middle east wWiun1suNaUBlULUY minimum WalLARYEBNEIAINY
luxury Seung laedlnwdi v wazdunisldddes wild nseenuwuuwandundn danimdszneu

fegremalul
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PNMTIATIEALENIUTIEEnA tnguennguusemalueidou nuilunguussinaendeu

a

fiflos 5 Ussmeawinduiidisanay WM suladide HaUTud nah vnade wi waiiussne
Feawudlaldsanau WM wildsauenu M8 Tnewuimdndunisiavewuutes Wuusymadien
fuuvutiosuaziauslfegsiualislaensidrsumdninanniaensusinniiniey dauglsy
dnlngiinsiaueludnuuzilon V"fqaaaLLﬂuLﬂuﬁmmuﬁmﬂs‘iaﬁmmLmemmﬂﬂajmszmﬂiu

uauta@eiidrulngiausuuu wn-u1n fanslunissi 10 kaznmdsznaudl 29 aeludl

A1579 10 29AUTENBUNITIDNLUUINUED

Africa 11 1 3 2

Asia 15 8 3 2 2

Asean 5 3 1 0 1

Europe 35 7 7 7 14

Middle East 11 2 1 2 6

North America 12 5 a4 1

South America 11 il 1 0 6
100 30 20 14 36
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NUMBER OF BOOTH/ DESTINATION

NUMBER 40

35
30
25
20

15

o]
NS _BS Ilil
8

2
B o BRI ECI a
0 2
. : Middle North South
Africa Asia Asean Europe East America = America
m Art Direction (Min.)-Content (Min.) 5 2 1 14 6 2 6
Art Direction (Min.)-Content (Max.) 2 2 0 7 2 1 0
m Art Direction (Max.)-Content (Min.) 3 3 1 7 1 4 1
Art Direction (Max.)-Content (Max.) 1 8 3 7 2 5 4
REGION

WHUAM 29 nsdauenulunguussnesiie

IINNITNUNIUITIUNTTUNUI I NTIER LaTesilanaznagnslunisiinisnainiinig

Wasuulawddensgslundmuneidune n1sasienissud lunmsdtaueimiindulunuumnnssy

@

vienfigalanidsandunisyaduaiianissud wilildvunaiuiilunsnszduliiinnisuanilaeu

[

waziludauasndnfdedudn Wesainidunisiesangsia My Intermidiary Tugasianfide

' '
aad =

dmiudnvieaiisvseyananily ssnuinlilelignsisdearsiuansesenivaasnguidnanegiiunn

Y

n :ﬁmaa%’w%’ui?uaﬂﬁﬂmemamsmmmaﬂLLUW@%JW%@'N 7 TugUwuulnde ldunndn dlng
é’fqmLﬁulﬁumwé’ﬂwaiﬁLLamaaﬂ’Lugﬂmeaﬁa Tal# uazdonnudu 9| (slogan or Tagline) d1%5U
AnuIEUaIENIa ﬁwmmmaﬂé‘:’]mmu,mﬂthm?{uﬁm%au’%mwamumﬂ@J'LLsu'qléf Fanuinnis
vioudiensildroudteenn daulugfinuindennudun ﬁﬁwaﬂﬁqmmﬁmﬂumaLﬁulé’ﬂqﬂasi'm

dmiunnAY

[
a

NsasUTURYesduALazUS NSk suAilyalagAdeiansiagunUasiiiniue

U v o

Wuliiussaunisalvesgndinietnviesiivafiegdne uainudnidulszaunisaliindufu

Y

o A 1

AWINRBUNTONTNYINTNNALAIN LU NZLA QL1 555UR Aednardluwuildunisnainuagnis
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doans fie N1sdeladndnyaluazMuNDLUTUA 3 BLTaIBLIEIag Al Eue Derdunguaun
o & S a4 @ A v aa a 3 s v

Audsalunmsnankuunadn Fadagduenvasliiivame fmeomalulagyimdnlauty wusunidewes
A o Y Y My = o | o A A

Audanaaaial Inenaludaslilafinguidivaneiuizianizdaau wuniswuiaiedielunis
TUNUETT LusuAfeInsReiulas wazsuiueenuuuIagiesls wassiulaiiunlunisvieiu
nauiaulaingviged1elsagruanizianzas wlasnuluanuidenisnaindndnsiauiegeiing
nselamnuaanalulad Mobile, Internet, loT (Internet of Things), Al (Artificial Intelligence), Big
Data way Social Network 8nviamalulagiwnansl laiinn1suasusau (Convergence) AUag19MUU
Uy wmsziian1sweulesiudemalulad Mobile Broadband (4G/5G) Miflanusage vinbiguslae

a1unsainfadaya 917815 AI1N3 WUU Realtime uvnduAuazuinisilaugendudeulunis

AIUANNINVDILUTUALAZNANSN1SAaAtuTagiu warazBadaendudoudaiuse 9 lWluewan Tu

% v

Nuuansduadfadisuuuunmsdnaueily waluladunlseneunisdeansdundeuinates lngasy

nsttaennulasanisnan 11 selud

M5 11 a3UNITIATIMLINISANTNUNAENENITAATN

Fiunsnseaiaby Msvieaiiien wnAnndnilaly mMsffiuaunsnaiad
gARIa MIMAINNTViLTIEN Usingluauumnssy
vioaudien
gANIAAaIA 1.0 Ao A | N1sdvasudiuau | Promotion n1sdwasy | fusingliiiveguin

Mduni1siinisnain
wuungulve)

gnnauinen (Mass
tourism

boosterism)

AMSU18 la 9N
Usendunus

gANITAAIN 2.0 AD
Brand
Marketing

Experience

ATEUEASNNITASS
FUNUG
(Host

Relationship)

Guest

AsIanIsUsEaUNISal
LALNNSHEINIIY

fiusngliiudiunans

gANIINAIN 3.0 AB

-
NITANUALUAINY

dodenuoaulail n1sg

fiusngliiudes (Ll

Digital Marketing & |A @ % w L av|& 5 1 ¢ Content finsideulea Platform
Social Marketing Uszaun19ain1s | Marketing nsdedns)

LAUN1Y (Review,

Share)
gANNTAAIA 4.0 Aens | mslddevainvas | deansadauusudnains | usngliiutiossin

L% ® U Integration

Aa®mIunNIS

NANTENUNAMDAIAULAY
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[y

ATaunsniseainlu ANSYIDLIL LUIARMANT LU ANSANTIUIUNITHANAN
8RR ) ASHAIANITNDINEN Usinglunuumnssy
71999187

n1snataifioasns | iadeulvald | Fwndon lnonisldde
NanIENuinfnediau | nasnia @519 | uuusIuday (Omni
3943 a 4 o uldesniiddelan | Channel Marketing)
(Sustainable
Marketing - Societal
Marketing)

Y I =2

nuAaiaiatedl vldmuisanududulunisienudilanginssuvesdnvioaiiend
Jaquuiimshidderuamunuuamzvesnisidudniuni 3n15a519u50951M5AuN19v0nuLes
Judfumunawisaienes lnefinisuanioanagednauiieninunalenalenIunALazaAINYay
(Identiy Expression) Tufiganguiinviesiisianalidanunsousnduiiies inandgaviserednaoly us
4 a ¢dd o a oo a v M ova =~ a =RY
dipdiasendedaiuriinianldluniswansdurmuinldladianuanizianzas suieuifang wild
] ~ ! ] o - 1% = 1% = Y
Jrsiianusvinguilmunenisnaiaidaiauiieliausaieansnisnainlansslauiniu waile
A v 4 Al 1 oAl - P2 Y ¥ o o =i
Ao Sevar 54 vasdeildlufinuanisusysisdeluiingunaly Inadutiausuwnasioniyn
" A o sav v o =i I aa ' i !
winnINagdnauesyssaunisainlavesinrieaiien lunguiinisiansnguidinmingianignuiingy

A5n (28%) wagngu Millennials (35%) axidunguiusazynnunelaleniagmnisnasdeasaieuin

Mo fannuseneusaluil

141




Target market

Target Market: Marketing Communications

LGBT
0%

youth solofemale

7% 7%

Usehhudl 2 N1t UszmAgAn Audendasdunuas

Y a1 4

Asdan1dnisladidudnAeutnsniieundunainfissmelnemasniiuauey

1AEaNIZNISLAUNEINTTINITAAINE IS URaIALALIU  (luxury wedding) @Sasn1dn1sUnEe?
a Y & 1 [ 1% . 1 v = IS t:’l" a v Y o 1

wuedudAlu ngulaedaiiu classify product Aeutnuniioudsemelne IneUillndaiuanin

wonder of Asia kaziigavieiiuluiArintsuuuiauasduidyy Inslalinsnend lunslunuumnssy
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Vouier WM waz ITB lugaviaiedduilnaiatnviewnieldulasuaiuaulanazndnafianis
a 1 ' = = o ] i M v = o s a
WaguwUaseg1an uwiniswadwmataduluvisaesunnssuvieaiied lildnwafwmaininrieuiiedu
Ml wilimsdwmsendnunndulaeysduluneaininvisaiieifidbunisiieies Iussaunisalnig

1 PN A 1 (Y M v ! = ! ! = a [ !

vieudied Fengu FIT vdng Iaelilanads mass linanfsnmisdumeaundungy (group tour) 110
Un laganizluau M8 Inslinddunguuienvieanddniunulagauiuulvg Wy usem
Ctrip? Asfinunsafiudie n1svitanudilanatnduduaruiviedmsunnganunavaisnie danu
yimglunisnegudunainduiuandieainngunaly nswdsunlaed9nisivewmainiu fil
ANUENTY laganengy FIT Melanduaieainil wasneteud@nwinataid lidnlauindu wuimn

1 a o

Uszinadatnlanatatidesuaziinanuseniundanunlavazwervigylunainilvin Iinnsvenedag

q

a81959m57 ToyaglsuedwesniUamssauduilunuy WM diiaulanfe Junareidunaind

v

Mauldsudnvauzaeinisingsialudnisiu Cashless unUssinanisluiede unfiantulan fe

(%
=]

Wldduanae nvdladadaduiou 100% dmuauiioglurinisveniisadiesinazdunainieand
foansouszuulinsou sEuuNazaIuITanaunatnillvlainaznatewdu Cashless vindale wsnzwan
& & ) X ~ X ~ % a & v | = =

Aotduranaludnuwazwuuiund@ulusuian Taelusu ITB dn1siiludnduseanisnandanisiu
Cardless Aolusiasliszuunisldineiisesendedonanslas 1du1un1s touch uardnelaviuy ns
WasuwUasszuunsiganeiidutullidunisnainfaziinnisiuasuniatagssiasiagsliaiuisn

SRR R

2 Ctrip is a Chinese provider of travel services including accommodation reservation, transportation ticketing,

packaged tours and corporate travel management.
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Total Transactions by Card and Cash in Key Countries 2017

100%
0%
80%
70%
60%
50%
40%
30%
20%
10%

0%

South Korea Singapore Hong Kong Australia China Japan India UK us

W Card M Cash

Source: Euromonitor International

o LY

nsAnwInUgINIsIiANdIAyAunsltded s unainduae n151Y we chat we chat
Ao phenomenal Ao Usngnisaingalvgifildsussuunisly social media iws1g we chat 19310

social media platform 8u¢) ns1zdaudnuazaseungqu landscape Wlaluiieswd chat undl

1% ' [
A =

wa ' . = S A 1 < < 1 < 3
AFNUANINNTN line WIAUITOEANUN IG SWWUVWJﬂaEJ'I\?LﬂU translator L'U‘LW!ﬂE]EJN Wuwuea Tu

D.

~ ° v A o A v v e a = P
2U1AR we chat aJLLmummmmwmwLmumauﬂlmaazmn TusuAnn1sndemaInIulaedanisiy
Ao = Py v e ) & ¥ e =
we chat 1UAMUATOUARNUINGY 600 ATUAULATEIUITALUINNNIULNTIEATUUNITLUIINAIAIU
o @& v v oA
UUADIEI09 we chat
Expanding

. landscape
P ~ of WeChat
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MUuNIIANEINUIIRaInIUTAUGUgIU HUTEAaUNITAININTU (sophisticated) dA3ET
Y v a XY [ o . I3 = [z a
i gy liiauglusenitmsdunud “Ussinalneilusainwsnguedu nefdnnginssy

i% ' [

Y03tnNYaAiierduAouT19R” wszartusAdoInduinaumesi g naainduluyundnded

o

Utaunasulluwalruwainaudl

Usziaudl 3 wudldussdusznaunagnsnisieaisnisnana wWisuifisuszndng
nQufuazn1sUfUR Anaviudunsaly

31nnsAndledinisiiudeyadnn exhibitors dnlseuiisuduussiiunulliy

[
= a 1 ¥ =

p9AUsENOUNAYNENNTADANINIMAININMSIEU LI convention AsTAnTuaTe Aouthafiaanm
wansrnsglusulduainnsiauinanidseuanfiaziinnsld Artificial Intelligent (Al) nanada
wealulaBogrmannvats Tngnududniifideimgnanivediannitiaesnuumnssuveaiie fe
(key word) NOWNESS, Instant, Realtime, Personalisation, Segmentation is a must, Me First,
Mobile first, Digital Auvanilitiumsvhmanainiidulwiuil nevaussaudesnimniinnna uife
wuwltumanidldgnnanfsedisdnay widefasannnilujianuifnsdanuduwuiy
WU dn1gsurvey 5891919015 ULUINUTN buyers ddulng§easrinnisnatatagiin1suuangy
\mane (segmentation) wuukUsnuRA1ans (Geographic) issarginusemelnudugnAinudia
Yovay 80 waviileniufinisiinisnainfiiargnguniu demographic @e Joluu wnalvu Ay
f1e Bnzdudnuaziandsnuadunoussna Tlusuiideudredes wazilleauianis
gnandnual lifestyle demographic gidesanuaula luildgisests sandszmaluy wuind
Srnutieniign Tuvaedadnisyadedamamuisionduwuulny uiluanuduatedundunuin
Hamald38n13 segmentation Tugtuuuidadusuuuifney uiluvazrudodsfiud (print) 4

Aeudrawezmhuaueluuwasdady print traditional media MnaTuluauil
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Usziaudl 4 n1sdiauauusud 18a2Mu9M185:1I19115219n08808 In-market

. [ = a & .
campaign NuN1saBa15NUU global campaign

MnnmsdumwainuamThmelunsdiununagninisdeasnisnainifeenisaiuy
sudlimnefunguaainany enfiegiadu nsveafisuisdssmalng (mam.) dsfiniidu
National Tourism Organization (NTO) az¥inagnsnisnainiiazairsnisiuilusefunmsnaina
(global campaign) saufiu Lﬁ'ammm%umiﬁuﬁmﬁaqmzuasﬂasqﬂé{ﬂﬁﬁmaua WUTUA MLV
Aumatad1nuie n19911 global campaign Way in-market AgAvsiinNAaIR NN A@UDE19LT LU
natnglsvaennlaesls nanaelieesinliesls Buhsesinliesls dsnluseannlaesls Bulailide
oenlderls in market Afe waslidy segment adslsAmumsimunnagnimaniie isaua
muALAeINTIINNgutmMINEEUsEINA nagnsnsdeansdianansaianzanastldiunnninge

=

Uszwna 1wy mndndudeaznaindulaiide gnds 18 lifestyle health and wellness 121¢0a79

(%
£ v

Tudnwaguuuildnnuanuimede lasesidudaniuvnu wisagdniunusuiuliaenadasiule
2¢13l3 N151191UN150A1NADITAUTALIULINTY wulduNISAITUANITEaTImuNzAungy
izl [WunsusuiesilngvesmateUssmeguiu anuneiguinlifinnuaunassning in

market campaign #agn13USulWatvayu global campaign Aadadunasisanuvitmelunisadng

WUTUR

31nn1sdnakaznIsduntvalnudn global campaign Nvdesdiagingiy Aanisadng
awareness NISANWINUI N15A0A15N15AR1AR ATy FuAINTIIMIET19zvinegslsli elobal
campaign Jd2usil9LAn in market A N15USUTY (market adaptation) 19 TNz dunaIngge
dielvannsaufumuuuliufingnuud fe wiaznguidimuefonts me first lildnisuisves

NNBENNNNAUABINIT WATAIIUABINITABUILILULE TAgnUdT A3YIuasuiuTening

[ '
= = 1 o

W89 NTO haznraensuianudndunindufiazgievn in market campaign sauiuls

pnf9g19 U Anulusu 88U« 801597 local adaptation campaign tasgnsunaulamsziiaus

. . o < [y & 1 N
AN campaign YauaNTe in market vosglsy lnguaue neia Wundnltunull sz Tinglsuee
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= 1

ilslu beach destination 3o idu Ullysunaula wsgdnisveanie LGBT sgaien liveniy

Y

ﬁl 1 1 U a ! 1 d!
au lal segment naule dndulaanzngulangumnis

nmsdunwaliiudululssinuidnuil msendununsnainiiang in market d1m5u
Uszmelnedndundeaiauisgiusiaiu Ao mnuszwmelngdainisianzaain luxury §reliniu
a = v (Y 1 o w Y v a 1% I 14 ydy 1 o < 4 v
Aniuaenadasiudl irddllviadaasiuidn waalu luxury Wild Jaeuendt widndudesasng
“travel agent exclusively for luxury” Aldliduiisanisuanlay ldlguuu travel agent Avingias
anwLdus WAty luxury uaaasiluamnenayintuwuy luxury 981aReInlanNITeImyeng

4 ail’ 1 o o [ 4 I . Y [ al 1 6 1
ATUU LNT1231N151 Luxury Jumnelu exclusive LWﬁ’]%Q%UUﬁI%LUULWENLLﬂﬂ’ﬁLLG]ﬂbLau EJ']QIN

Uszauanudisa aely AuRBIn1s DMC Adanudeamnaenednudesnisunn
Uszidudi 5 gavedigadu (Unique Selling Point-USP)

nNsAnwInudnguuszmeaglsUiiueig thematic AMUMINEAB N153UL584517 (story)
wantusesesuivie wildleuivneduaniunvieaiied wewiviedu thematic n1s5aa1594
vAsuinuanEedngseadsiunseslmiluSeovisuionfiunaula thematic Niausidu

iunneidslng 1w silk road Tusuinisuadia sitk road AsutnaunegelsinueduAuiiugs

[
P

dunnatdanuduiinianisitiesndudeau

megensieaisesiiunaula AedlemislulsewmeuaBony Yszmedn o uadystngi
o = " a o 14 @ a A = 1 e o o A o
Uausiislasoufslagidaniesludy As Flanders Wouwiinunostons Lagundass 3 AU a1

Soardunisvinaienlilevadlaslseg1etiaula
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Ld@UN190uY Miraula 1w Europe memory gastronomic route @i tomato route

I
YY)

Y a v ] .24' a v ° cq ¥ 1 a o a v & a i .:4'
QuuLLu’JIu&IaUﬂ"Iﬂ"Iﬁ‘W@\‘1LWS?V]W@QUWNWﬂi%QﬂWI%W@IU ﬂ@ﬂ'ﬁi@ﬂLi@QIWLUUSNﬂqu]@QL‘V]EJ'J

v 3 M v d' [ o A A A = I & o =
GEMNGERI Iﬂﬂlﬂﬂﬂ‘mﬂlﬂLV]S’JQQM’JWUW?@?{QWUV}W@QL‘VIEJ’J AL UUNTULEUDTU

SILK ROAD (THEMATIC ROUTE)
FANDLERS (BELGIUM)

EUROPE MEMORIES

GASTRONOMIC ROUTE

(TOMATO ROUTE, TRUFFLE ROUTE)
EATING EUROPE TOUR

TASTE OF ATLANTIC (SEAFOOD TRAIL)

TASTE THE

ATLANTIC

Uszihudi 6 uasgavigrtunisitausalawny Jdazseninalawnunie tagline dmiu
Useinelneld amazing Thailand ayunsaud 1997 aunseiadnil Jaduizesnisnendt ynauand
Ifeghaudug wuliufinufiednin discover ldunlunaneuseing n1sifiusIusIndUsenadun

lanld tagline ozlstne wuannnsfithalaunuunsivsiuuwazuentoilu 2 nqu fe
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o

1. nquidedn dudesninivezlsnlaaimsuise iseeenlydiuiiueeeiise
uldiag sndiegratu InateUssmaiivungavisfinsounquynies i

nsdnauennegrsuulanil wessnldesls Iynaganidens

2. naundereudiaaizasindnwlueyls fe dndwasvenrinsniuesls
Wy U1A2ulARLAULTDY Bee utaual WU Bee aladuily 15127913 Bee

o a @ 1 v = o A 1 I v v
NN etAgInuAY daudaiau @071 Wl old meets new VL&II@

UaNINHNN0E1ARBINTUBNYAEUNTALRLINT old meets new

Slogan/tagline

Wanna be everything/anything

to everyone/anyone This is who | am...

* Latitude of life * My choice naturally

*  Much morocco * |feel Slovenia ..BEE

e Hasit all Responsible

e Full of life * Japan-endless discovery----

* Discover all that’s possible Old meets new (Tokyo)

in Dubai * Where it all begins

+ All you need is Ecuador * Great like our people
* All time classic (Greece)

d‘ 1 =) 1% d' al L4 . . i 1 o o
Minaulafenisairgevienenainuaulanield campaign not for tourist lilgdmsy
tnviesfgnnalideundsenadu Wefnwidayaiuiiunuing collection ved guidebook Ae NFT
not for tourist a9 nYagtuiinszuaresnisiiunisiesiieruiniiuly audisesUsznuiiui
£ 1 a a a . = a a o a PN < I
Unvieaieanuiniiuly (over tourism) Fafinuuidnlunisiinisieaisnisnataiianzidungu s
Faau Aeseinisilulanilidesnismieuinvioaiionaly (not for tourist) lunisdeasinaieg
A oA a a v a Ao . = A A ) '
weongunaulazesesls GuAlilas unAnilfienisiang lifestyle Fain1siaznsdeanstaaudn

Lflgdmsutnvieanieanaly UAesluns personalize Nagasfiunguaulaeganiz
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Usziiudl 7 nagnsnisdeansdesuiuniunisilaeuisnisdeansiuainnisadig

n133u3 aunseienenisindulada (Path to purchase)

a A o o v ' & v °
MINAIATINIULN Fie N15a3519N155U% (awareness) wWudszmalnes1idessi global

[ LY

campaign Mﬂuiaﬂimunmmaa Judl L15aNINNEU LLa’Jﬂ‘U@‘U \dan "?jE) mauiamm%a {j‘ﬂ Judl

Y

'
Y 1

N13n&1983 Inbound Marketing Ao 38n1snseaiefifiiinudrndfmaewte Mhaulawunziungy

Yaa = =

target Yuq wda3<1438nndn AoSenvinanndudn luwuy Inbound Marketing luvauzds
Outbound e Wisulaiiou BulazaglnulFosquonnnauieluaffazdinuui wualiudiny
nmsdunuremadulufismaieatu #o n13vh Inbound marketing 1ndu Tasnsidaudas
mifaefimngauiign faefiumunzaudufienianisdears e n1sld influencer marketing 1N

Alervgiuaenndesiy lnelildnaiafs social media aluuslinuddguasiuugias

(%
a

social media platform @efisrulruuniu uaaglddowaiiodels 35n1519AAe influencer

u

marketing laadlimsiuniud1Aeyvees global and local influencer wagitdunislinudnAmiu

A15a579 local influencer

cCoels>

INBOUND OUTBOUND
MARKETING MARKETING

Transformation of the path to purchase

Inbound marketing
Put anice hook and fish

c Don't just shoot anything

Outbound marketing

Influencer marketing A 1519gfasuilsauiauisadunsruendesiazilusiae
P v a ] a o« . A LA .
wmoolvufadn auuwIRa Ao Inbound Marketing M1uaulanaein Useinalneisy influencer

vous1dulng Ao celebrity 191 Haunu dauneala LALWlUUTINUINNUNRNTTUAD JLTIUEY

Y

'
= =

1 5 1 o/ = . A & = [ = 1 a 1 1%
813817731 1Mﬂ33LUULW8Q influencer MIUAITIUTOAUAUNBIDEIUAEY WALUILLUTZE local

[y

influencer Mia¥1stuan Hag Juilgsng Flipuddeyfun1sm top ten influencer vaslan luusas
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s

a1 el touluanwaeiing influencer Wwululew@edl casting Asia iin13911 big data AILATILY
follower 88191939 NNTAUM active followers WWTITAATILRILTU big data HAuase HAuLTe o
AuALeE199397 Tiladeun TudsvnalvedinisUasi KOL (Key Opinion Leader) lnganuuay 0361
A & X g v Aa v A & Y] v o v W Y

Weotsae 4 1 0udu 3nnsifinuildunisdeansioud Tueu ITB msduuwilinudfyiunisasig
VDO marketing Ineiivanaimdenliuuwinislunisasianiowion1sdearsnarunsalslaludomani

wazdiwwdlunisld VDO agdinnsiiulamaly

Usziauil 8 maviadignguuuusings Audnladefivsemalnegnnanida

nMsATIesisUuUUATYionfisadineg § dautsnisvionflerlneidu in - on- off
viefa UuvUMvieafisissmalneannsndaifungu on Aefinsiindaauevient Evoked
set M1 in AemsiFuindanlunsiindausdaliasiase vieegluanamsedn uaguisdudi off
iaede ladldigniindananeds Uuuunmsvieadienfiusemalneanunsodaidungs on Aefinsinda
Evoked set 11nL31 in Al udanusdlal on Aansedn wazusdum off Waede lilagniings
MnMsnUTdeyanuin dudmmsveaiisavedlvefignnaniuaueuazegluaumssdide Tungy
health and wellness Lﬁaﬂa'ﬂ5ﬂﬁﬁaﬂﬂﬂﬁﬁw§umjmﬁuﬁﬁﬁ best practice 984 health and wellness

[

FrmsuAeduifignnaiaiia i expert aulnuyaesiiazendisgausendalne Fansdildnind

=

Audnil on wé uiiussmelnelailddeasostudldigniindsindu health and wellness Tuadi
wedding daidududlungu on wuriu INNTTNUTTIAF Luxury wedding wiiirdeniu
alouweinan Tun1atad luxury wedding planner lilaandet1eraainiay sndegralsemne
Ingnaennisaunun ngudud 813 insnandasemalneisdiewnsotes annsduniual 3

1 1% o 1 [

) A Yo 1 v v . . = 1 =
amsineidunidnedrandneudne udldlagndringdu foodie experience Lilana1ifia

Y
gastronomy 8¢ HSuad wazUszwaluuauglsuszasesiiuiineu LGBTQ (JuBnuianguaudiiig
in uwsililaendegisusemalng Guan off Nldinfsuszmelnefe world heritage cruise tourism
luxury AlneFandsdulunilanlaegalaiduuds wilssnalneasiinsdauasuisoansveaiienlng

Y | =

YUYUBYINTVIN weluilanmaidnnandenisvie uie1eg195uiinveu wasnanesInda N3
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Y

yionnenasauselevdlvduauyiaadu Tunsdd Meluanuy unnssuvieanen WTM wag ITB ludl
] a A a ! . . ! 1 ! ! = | d' 1

sULUUNIYiBaL I MisenI1 Community based Tourism usiagndla win1snanianisviednetagns

SURnveumINgTINiINTiouigIMAUNgIUTEEUNSITIUNS 99 1nAUT B9 (Local experience)

& L a L4 ] PN PN =) M Vv va € a = o !
Juludnwaensininemviesiiediluiessy wiliilafivssaunisalidedn wazihludnisnseanda

\Ju Overtourism @dlagnnanifiseeaunyiaedsu

Every product is a local experience..

...once you land in the country, everything is local experience

Evoked set (ON) To be Leveraged (In)
* Health & Wellness * Food
* Wedding * LGBT

OFF....world heritage
Cruise tourism
Luxury

AUAIN137IBUNYTI8IMNT Food trend nisdnauedualunguilddainldyais

WYDINIT AUNNIEAD wlidnadugne ldyadaln ldwedadu uiaisnaisesdiunay WAl

o %

sense of place wwilduAs N15UIMNIVRLIRgAY WU lungnganuviasesrudidudieslgni

14 1Yo ¥
= Aaaa [ 0

Jmdadl Weedfuilfegals wazdaaduninianundAduwiituy

ngluuuMIviesiglaniziatzasil vinliduudldunisdnnu trade show ffing

'
a v

ITNFUARIARNIE LU Aa1n LGBT Ndnausaududounes sender iludsiinaula Jaqiudl
nangUszmannaInsElaukazUsznAIRIznausataillasanis WTM lausenan1sdneu trade

show tawgnguil Ingdl 100 buyer NAzu109n1USINAU LY sector Hog9LAYT thematic
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o w @ Y A w 1% . | a [ a
show Mdsagiluiwilunimindunues n15a319 thematic supply viediiganvzauunluiian lagly
gj a‘l’ Yo 1d Y @ v 1 a{' £ al [y
Asetivszmalnelasadudatvayundnlu Hall lwwignga LGBT 1911 ITB Aeld theme fenfiu

f® open to the new shades, Amazing Thailand &slasun1sneUsUDE19RADS
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Uszidud 9 nquduane azlulas 157330 senior group sinluliignnanadatdon

senior traveler Yidufiurnvanlainatondlusuunnssurieafissisaosuiaiinisnaais

[

nauwmung senior traveler tagas INNTAUNWAINUT Wenilane MawenseRulunszidives

= = [ ' o 9 Yo A ' ' X i
nauiidetesuaziianuliudueuluuleviesieg dlitumnarnuaulaluinguaugulmsisnniu ngu

o

seliauinafnimsssnllinemsenisavedauanuied natnlidilng Jegusvinnisliane

ey

Y

| Y 1 1Y

p199¢ien Yistumanmaulaindinguiinafagerunnluiiaesufio ngu millennial Fagazdifds

9 Y

£

Fouazidungu mobile first wazfiddayian Ao fin157i1lidosdearsfuivnies Responsible

tourism wsglagnilsrnuAaiiuudnausiineglulddndrinzainsveuiisanuusuiingeu

INNITHEIUINUIINGANTIUVBINGU LA TOFANUNTUTUNGFNTIUVRY IG Ui
USunagndmufianianisusuives IG 1 wu aunguiivevezlsiilundsdug 60% souluviaaiien
31 wellness 8¢ wifi food fitness winidulssusuvelieonuuulssusy ready for IG wulidagy

Fouadlilimdon dulladuemsingandauadindeudeguany

R' ,-c‘: =, 7 d i . DORIAN
¥ '-T~ > NMO ! JAMES

GRANT
LOLANELL 8 WEEKS 5 WEEKS
WAYNE ELLIOT §$EX ’:4' AN | MCKAY Islesslikelyto | Willhaveto
GERHARDT THOMAS 7 WEEKS 6 WEEKS have childrenbut | pay $2.2 million
4 WEEKS | JUDGE islesslikelyto | Couldliveat if shedoes, she for an average
Willbe highly 3WEEKS | dieof canceror | home until mid will have them Sydney home
i educate Shouldlive to 90 hean disease | tolate 20s younger in2040

! Idl = dy b= 1 ya A = ! b ! dy
naulninwedannuiaslidnweg1dlng®a Ae Alpha fie 3nngu z wasialuaind
[ val 2 @ ! LY ! A = =2 1o w Aaa
au1uelslidn Jadunqu alpha danvaizngu alpha Aevsiinisnwiwanddgyife winwieidin
1 ¥ [ < a ¥ ! a ! 2/ a 14 J
aguukairlilunziidnug medesiiongegieios 90 w1919 Tuld Ins1wlasu w1919

(%
Y

lidusamilows 1wienmagdu dufnnasiigniviasiidusineigios oradumneaunguiinn

auitluu anywhere anytime wildfssdaninviteuasiuieadiesn Yssuim 20 duinaneidu
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millionaire 1o wie1avzlifiviuey wiaglifinegimszdnuasdsnunaing Segment nay

« { PN ~ = |
U9 WNLLU?IUNL@]‘UIWLLagﬂJﬂ'ﬁﬂa'nﬁN LYU

Taste of Place- TERROIR (soil) fis unan3e 1uniwinsuaautadn fu soil
nquilinaneiludnnau 8n segment s nquitlinnuauladusinduiuves

I3

. 2 | I3 I3 o ' o o o
Kidults A® Waﬂgﬁmyammﬂmm E]WEJLEIE]%LLEYJLLG]’J’]E]EJ']ﬂVl’WDL‘VIEI’JLL‘U‘U

millennial
BLEISURE 3111183 business iU leisure 90L1830198 1893111915373

nau youth ngutenvu nguiliisnenudungueainiluguin Wunguld
= ! = v < ¥ 1 a a o 3
Anwide Weun1wdengy Wudy wiueumnain UK eoawmsidy diduaun

= o P a o A
Wunamunseunluissunidede

saa o

Nau creative tourism ABAUAAATINATIANLTHUSITUTINAEY Fiogan
X v & Y = . . & 1 < = d‘
Fuanlmdugengiu1d1uds creative tourism Aunagilunilsly market

Yraula

Tusu ITB Hnsienunseanquyadu Tnedliiiunnuddguasdliiuuuie
ugrewarnil lnenuinfivateUssimadalilaniiununagnsiiaisiane

nauiilauszauanudnsa nsi@auniudn nsazsuiinaiad aasli

v v «

ANEARYAU 1399 81115 Halal Fadudadendadanuduiale

o

naudmuneeingg wallaennaesiunisuuingudnvieaiieiieliaiuisooenwuudue

viesfigrlivangaula laevvm. Felawuald 6 ngudsnmysznaull
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Jutamas Wisansing oonoINs:uu TH B

TOURISM
PRODUCT

fian http://tourismproduct.tourismthailand.org/

Uszifiudl 10 nagnsnisnaadumalulad Artificial Intelligence (Al) wagn159in
Big Data \Juuszifiuiignnanianniigalusanalulad duinnisih Al uldlunsvingsherieadion
o19vzfuiFosUndnasiiliifiuldegramly Wy nsldidesane deans ndeyafu Al szuy
chatbot mu‘d‘mﬁmﬁ’uqmnmwﬂﬂ interrupt engage Ao Al ﬂaWLﬂuﬁa\‘IUﬂaﬁwmaﬂ ﬁqﬁﬁﬁ]ﬁmﬁ
uiinanladin personalization at scale fivinlnsnovaussmudesnsseRudaanyanasild
Tagendamalulad amnuvaneie luedn edesmsiunainnguilivune mass Ae narangulugjis
dossauazisnuduanizie Nitch Aoiagnainianiy widunaniealifeglulandndely
WW51271 personalization ¥39 nitch @u1savilanien15dn digitalunlduazdsaiunsald scale A

o Y M v =3 P Ao o & A A o £ =2 1 1 1 =
mmmwﬂmﬂummﬂmﬂﬂ UsgnuranuniasUul EN‘V]‘L!ﬂﬂ’]iﬂﬁ']@@]@ﬂﬂﬂﬂ']@]@lﬂ@ﬂ’mﬁ@L‘UEN

Usziiufl 11 (3991159AN159819858U ANAIMTNIsHRIL B uree g Waily

¥
=

98141308 WTULADUT TN Ap NITIAUNIIUNYY UnViauieIdesnisauaIfuae luen

Wigun vinduAnusurayey Yiiin1sna1eg1as over tourism BE19UINTINADINUNNNTTUIBUNYY

AuvaneAetinvietfigtidnuinnfiuluudy msauunlilanednsssmitudnvesne iy
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gpeslsusimnysusziaului agdansivduiuiiiatuegnels Usswunuiauls de vanedesns
v K . . A o A Ay 4 a v a = [
Mu3e4 second tier city Wilaudssinalnesiniieiidewinunain willteyaniiaulme lidnay
o A v v a . . 1 S0 & v a P ) v . .
Midlsadasiunainyse second tier city agelsidndudesusmsilomantya (manage first tier)

[
Y

197 wszlaiinednals dnvisadiedfazly first tier naw over tourism AR first tier WSIzaLY

[

n1sdnnsiiensyateliautym uwides dan1sn1snseaname nsdan1sduuliladAmwindunis
'd !

an1sauianiifideuselovuiiinginnisvisaiiets “manage sentiment not CC caring

capacity”

]
=

v i A v = o A ° I DY ] = v
Toyan1s 9 wailladanuandu 10 vin 1 desaviaweluasuumnliumunisvisaiie gy
N8IT0IANUNTTBUNESUNS Tueu 10 things you need to know from WTM lagitnlenalvil
[ a a [ ! °o w ¥ o v & v L3 =
nsanUssiusasiaAnyssausng o unagudAgliinun dndu dnsiwnnisal (Event cards) Lile

TNUNUBBNKUUNITAUMYAN BRI

Unswnnisal (Event Cards) dldldlunishasizidmuaganinewian tagndanquilunuinmy
Tngyq 5 ngu Tauvivan 168 namgnisal (eeinaazuluund 5) msdanguignisaid T
anmuwindenn1s danu nalulad Awindew wsugha aiiles (STEEP) nsoaunsnldludszidud
Aertesturdenismanain Aldimualiluinguszasd uazaeandaafurindelunsduanising q 7

[

Usngluauumnssuvia el fail

1. mjm Macro Tourism & Travel Trends &3l uau 40 Tu
2. ﬂfjfu Tourists Behavior Trends #id7uau 44 Tu

3. nau Technology fiuau 31 Tu

4. nau Travel Experience/Products #3111 34 Tu

5. ndx Sustainable #91w3u 19 Tu

4.2.2 Fan1saunEaiAUAAIiLAe Open to the new shades

] a =4 1 14 = [ dll
ANTE1933AINUAALRUFINIYLNYINY N1580&15 Open to the new shades U

Usgnelng 3nnqueidnsanaununadesiolull (What do you think about tourism marketing
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concept of “Open to the New Shades of Thailand” ? Please give one word which comes to
the top of your mind) a1nAsdunainutdulnglidudlainfesnisdeansiieserls LazAoudis

duau (Confusing) wardidnwiunilenluuulanadninuraula wazdesnisAaunuiuindessls 8n

o = < 1 = o 1 M o [ 1A [ 1 &
wauntieiud awneisaiaueeslslmiudlivilainfeesls dnnswazusslull

Reaction Respondents
Confusing (What!) 45%
Interesting 20%
Curious 10%
new 10%
Total 100

4.3 MIIWNULUNTIUYIBINEIVIUsEmndlng

n1511199097U WTM 2017 7 London vesuszimalngliyisosaumainvaisves
Auduazusnis neld campaien Open to the new shades Tneildoezlunislfiiiudeauln
yesdumuazUinsvisniiionafuiidneguin uidsannsadumlinAnyuyedvalufifss 16
911l shade Inalq Idiane anmsdunvainuiusifinsinauedudlmivend uinguiusznounis
flatanudlaludemunuvesnagnsnsdeans silwauiuazusnmsiitiluiaueliléfiamaizas
wnziteliaenndoneld campaign 4 Ustiduitlddudimnuimelunsdanisdieliinnis
Feusevesnisdndusiunagnnisdeans fu nmseenuuuAnassauduazuinisiluluiianis
ety afuayulidudoudeniu anuvaievansvesssdnsiinsmnududndedeniaiviiliing

Juauadumuwazusnisianuliaude WewSsuisuiumsg1awtu Tunsafnwivas Inuielnun

Fessmanulndnazinunlimenu Wuseafedfusgrnaunau

159



I ¥
Y o =1

nsluaznisinausvesUsenamedaiuludnvue Afunvaddu way dWem
(Art -Max, Content-Max) a319mnulansuldanedduiianla sainsidads fausssuviosaullda
wansannsnfsamadlalsifuegned mnwdsuifisufunsindeanslunguussimedug wuimn
Uszmalnedeanisufunisnsiumiamsnisnain Whduganunsuatemisiiiianm sophisticate
1T D1eEIsaRiansaneenLUUNSAeanslttausaNasTy Wuaste Tuwuy city Aflsteanmui

wazanuludludifedtu lawunu

WHUAN 30 Y§ Nsvisaiieuistsemalng Tunu WM

dlofiansannissana B Usenelngld campaign Weafu Tnglusu M8 Aflvuinlngniney
WTM 370 Si51unugsznounshinnuasagsindundn Jefnuinaiuilidmiunaasandy
dnllngjufeniudnvansUszima Mfunsasngsianniinsihauduaguinisuiuans i
Funede Tumsidnsiue T8 Susumdlneldinsulsiuiludu udasdmin uas esdns iiesan
finaidnsanauuenduwiil ysuenduly Wilddu 1 pavillion finnsiegavesusasdminuas
sdnsfidnueuiivuiu wu e e iy nisdulne Juq Tnensaduayuldaudsanasn
10 Triantessdnsiiug wsmsdeansvesUsamalne denumanevans livuaielunanensd a1n
mMsdunwainuysuiulasianis ngamwaviues Alawdnvaiidullewiuate wilunsdoans

Ynauaviliiiudn Wuilosiiuaiouiniin
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una 5
NANISATVUAYANTNDUIAR

5.1 WWIAAN1SINYIN Scenario Planning

nszUIUMTITefemaila Scenario Planning Wuiin1sAnidsdousgruluszuuiivaunun
nnguinuniiuds (The Iceberg Theory) fildsunisseusuegraunsvans uaggninlldlunis
Aeswiimanisaling 4 feduluddnifieadrsnsiudeunlas (Transform) udpsesiuiaiions
Aaduls (Adapt) Tuewrnn WMANITIAIS 9 17]'Lﬁm“ﬁuﬁ’mqiﬂaLﬂﬁ%ﬁiﬁLﬁuzﬂLL‘UU (Patterns) %30
wualify (Trends) Aaunsananisaild Tnefisinsiuniainlassarousismisiiafiidussuy
(Structures) Tidoulosiu TaseadisianangnimuimiainaadonasauAnveauyed (Mental

Models) idasindnasldiludunawranisiinmenisalsiig o waUae Metimedla Scenario Planning

Dunszuaunistunsfiniganinewandiuindenusundng & vesn1svisiiealng

Mndeyaisadunliunsvesiivuarianianisnainnisviesiiendudiuunn aldsuns

dnauelusuunnssuvisuieisyavlan lngassnundnfiaiudfey laun World Travel Mart

' 1%
= o

(W.T.M.) Bedntuiaaunay Ussinadangy wazd1y Interational Tourism Borse (ITB) Berlin @44
a ca vl VU a v Y = v a [y s ' r.:l' 1 =
insaueidu Yseinawesdil augdnideldiiudeyanianimain wasndnduannisvieaieslnlg &
Wiauelagdl¥gIygaunisvisaiielannnydlan vuniduuuluunssuiesigiseaulan Mg
au1saillduselevilunisivuadmunedgnseansaunisieuieivesUssnelnelaly
(% o I . A = o Y @ 1 ] PN < a
au1An Iaen153nvindu scenario soganInowIAN FeagyinlmauinnsvieaiierasululuiiFnsg
o Wodnmewianianseransallilits waziluluiiemslunisimuegnsaansnaiunse

wemzgtuiiaailulugn 10 Yt

nsaanmewannauRildlunisivuaununsaesululagiu Wunsdsinudidyingae
egelsmindvanisalangg AaTun1uyan1MmEINY NTEUIUNISYII Scenario Planning 34

' Y o v Y . g v " Y] Al & a ¢
sUnuuAeutaduteu Inefeadl Scenario Team Nildiianegsuiu eanUselau 1AsIER 1100w

BUIANBENALUAAUNE LHB99INNTTUIUNITNILAATUADIDIREMANANITBISU N15911 Scenario 7
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AuyTiLUU 0193z osldianednenaiiies In1svinuadvingiedietes 3 U laudiusenitlavia

[

Scenario ka3 bouA UsEm wad Wudu Tunuddeilasivuswauezddeiviganviisnudfg

o

1 ! d' v n:‘lld a = a é’ « . . ”
MePUNSViBaEInsImiulusell Javeiseniiuanigiailin “Scenario Team Thailand” lag
o =¢ ¢ D a -:4' v 13 % o w ] - o ] = 1
milafanthienuddingitedunisvhaumunsaaindmsunisvieaiied dilagn1sviesig s
Uszmdlne Feganinouaniianintull s dunadnsa1nn1svine uiuy Fast Forward fiandaiian
4 a{' = a a 1 L o & awv o 1 A o oA ~ 4
Wouiian waviuseansninasan losiudnvindunisidednseuiiodun 2 wwew 2561 Weasviou
amanunsainsvienfienvesussmalnglutiagiu Musuuesvesiideivaifiunumymasnunis

Vieaigranulsnuivanaie wazlunumvainuanelnedsieunugsiuszauanufndiulugiue

“Scenario Team Thailand” TunANwWINg 3

The scenario Team

A cross-functional team

Neutral Facilitator

Technician

. Optimist auituaduuis

. Male

Pessimist
auftuadly
wise

Economist Female

Source: METIER SCANDINAVIA

Spurce: André Kroneberg MARINTEK, Scenario Planning
Retrieved from http://home. bi.no/fgl320458/ScenarioplanningB12001. ppt
Retrieved on 3 August, 2017
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RG]

]

®  LNDLAUILUINILATAINDUIANYDIUNITAAINEINTUNISYIBWAEINY (Scenario

Planning for Future of Tourism Marketing)

e nausysziunagns (Strategic issues) Wigldiluuwiminisaniuanunisnaie
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“Stories about the future that are never completely right or wrong. A way to learn what
we should do if a given future occurs. Intended to challenge paradigms (mental models)

and prepare us for action -- not predict the future” (Adam, 2016)
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THE SCENARIO PLANNING MINDSET

Today PLANNING HORIZON

POINT
FORECAST

Planning for a short term .
point in time.

RISK MANAGEMENT

Identifying and planning for both short
and medium term risks.

We're going to talk about is longterm planning where we FUTURE 1
identify multiple futures and work backwards to identify the R —
work that needs to happen today. So, we begin with the end in F;g:ﬁg’r'i‘;
mind and let that drive our planning. /
FUTURE 2
SCENARIO PLANNING
. . Possible
Looking cut decades and letting .
the future drive the planning. Scenario
Mote: FUTURE 3
.ﬂ@ A scenario is aset of assumptions about how drivers of change interact. _— “
v Scenario planning isthinkingaboutthe implications of different scenarios. sziﬁ;ri‘;

Retrieved from http:/ fwwwtrb.org /Resource ashu? sn=Workshop-in-a-BoxPowerPointPresentation
Retrieved on 3 August, 2017
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Scenario Planning

Range of possibilities

A few years
from now

oo

Range of possibilities

This year
Last year

Source: Woody Wade. Wade & Company.
Retrieved from http://www.servicedapartmentsummit.com/media/1279/woody-wade.
Retrieved on 3 August, 2017

Using Scenario Planning to Ensure Sustainable Choices

Most strategic decisions are made base on the conditions that an organization see
directly in front of it. However, the impact of many of these decisions may not be fully
realized until a much longer time horizon has elapsed and conditions have changed-
sometimes dramatically. As such, many decisions guickly become “legacy” choices.
Scenario planning, in taking into account a longer term view, produces more sustainable
decisions.

New Technology Platform

10-30 years

Regulatory/ Policy Change 10-30 years

Acquisition

Avg. New Hire Tenure 5-8 years e.g. 10-yr. Scenario Horizon

Near-term “Known” Horizon 10 20 30
Typical Impact Horizon (years)

Spurce: GBN Global Business Network. Monitor Company Group.
Betrigved from http: .mweos org/file. aspx?A=53Trel BfePuSy Gl ET G342 BEMVEVEEwaw WelAZT KAzSZi B3 D
Retrieved gn 3 August, 2017
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Top 5 Global Destination Cities: Global
Destination Cities Index 2017

Single person....

LOW GROWTH IN EUROPEAN

TOPS

The top § Global Destination Cities are lecated in Asia and Eurape. These,
destinations remain competitive bt this years mast notable mave was
Singapers pushing New York te No &

Impertant;

As demagraphics change, tourists who travel alone are
now a significant market niche. In Germany, 37% of
households are made up of a single persen (the most
common in the country), in the United States a third of
households are occupied by single persons and in the
United Kingdom an estimated 11 million people will live
alone by 2031.

OUTBOUND TRAVEL

Qutbound travel by Europeans grew by 2.5% in the first
eight months of 2016, according to World Travel Monitor®
figures. Among major source markets, the top performers
in terms of outbound growth were Poland and Ireland
(both +7%), the UK, Netherlands, Spain and Denmark (all
+6%) while the German market grew by 4%.
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Muslim Millennials Traveler as new market to

specialize and reshape.

How will changes in demographics affect us?

#2483 15 2008 . Dy, el (T G of Tevhnology on Touom

Future World Population Aging

In two years, 75% of the workforce are going to be millennials, who

L4\ d Musiim Millennial Travelers

MUSLIM CONSUMER MARKET

1.6 Billion
T —

uss
300b
Muslim
Travelers

2026

-

Muslim Mille
Travelers (MMTs)

They il sigricanly o shape e
Wizl el

love to travel, they want to travel now, and many times, which is
wonderful. They are the best allies for the travel and tourism
industry, because they also care about the destination, the culture,
the nature, and sustainability, Furthermore, we are seeing a large

isi i - = ravelli

Populations are getting older

Europe, 17% of citizens are over 65 years of age. Given its

@) Ygasath
o mports [ ot gt [, P — S—
Cerlan Dulceme, Unesilain Culcome : Cetlain Duleonie, Unzsatan Ouleore: ertain & Jrertain Culkome:
Age—friendly tourism How can travel brands appeal more to the Millennial’s of the Middle East? Trends in Asia Pacific
According to statistics it is estimated that in Spain, by 2023 Tra\/el Market i AT kv
there will be almost 20 million people over 64 years . In # Interrational arrivals increase by 43 millions a year on average, Asia Pacific

grows the most in outhound market

» "ME" First : Alipay, Mandarin speaking, ‘Wechat Channel
economic situation, the Committee of Resions of the European » Technology
Union encourages the creation of community policies to # “Nowness” Real-time Real-stary experience/fesdback/engagement
support this tourism so there is a varied and suitable offering R e : avareness of quality products
for people over 65 in terms of their needs and purchasing PN e e 4tk enc B Marvmade nighttime entertainment: identity/stary developed as
power, altractions
Jrp—— ot [Prye— —
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Growth ... continued... favdiswmanifivindaio Chinese Outbound Wellness Tourism
CATEGORY DATA Table3 Inbound Gity Atals 2012:2017 will be a Huge Force
T:T.‘ rrmm———— e Chinese tourists are becoming increasingly

« Esmmentor i
rade Mirvees

Health/Wellness conscious - slowly, but surely
transitioning from a form of travel geared towards
material consumption to travel more focused on well-

being aspirations.
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China is BY FAR #1 Recent Leader in Wellness Tourism
@ e

* Annual Grovth
Rate 27%

Leading Growth Markets for Wolinass Tourlsm Trips, 2015-2015

s

* Global Average
of 6.8%

The Future is Mental Wellness

Mental wellness will be the biggest future trend.
Destinations bringing in neuroscientists and
psychotherapists . Meditation becoming seriously
mainstream. Part-mind, part-body workout brands.
Apps that track your mental state

Massive focus on sleep.

Millennials Transform Wellness Market

Travel to deepen their existing wellness practice,
rather than have their wellness light switch on

*  Transfer of from the destination Spa brand to
the local wellness expert: millennials crave
vacations & retreats curated by their trusted

experts
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Driving Force %aﬂﬂajmﬁﬁw 3¥NOUMIY Traveling is well being. / Travelling is a basic

need. / Traveling is a new circle of life / No retirement, travel more, live longer / Design To

Die
WAN133LATIEN Driving Forces ¥a4ngu Tourists Behavior Trends
ngu Tourists Behavior Trends lafAldanAzuuuaIN event cards ¥91UA WUIT event
a [ & a . 5 13 [ [ ::sll
cards ‘V]Qﬂ ﬂLaaﬂIﬂﬁJ‘WQ’]iﬂJ’m’m Important ey uncertain Ui Usenaunieusslaun il
Top 10 Global C Trends for 2018:
:p - ove monsumer rendser = Millennials = Mobile First
merging Forces Shaping Consumer Behavior
gian 02 06 J 100 for flights and hotels on a smartphs
—
11Q
27%
Instagram's Most Popular Travel Hashtags of 2017 Millennials vs Generation X
Spenders on LUXURY & WELLNESS TRAVEL .
How do they communicate?

(55,503,273 posts)

#travelgram

(53,960,085 posts)

#instatravel

(14,100,674 posts)

SURVEY RESULTS

Nilennials — Generotion X

51.5%

57.9%

38.9%

(48,880,307 posts) (2,421,954 posts)

[y T o

a

’ - Organize their trip via an app 62.8%
Book transport via an app 70.3%
@ #feelgood "
Austagpam 5 . Use a chatbot or instant messenger to  |50.3%
(5,323,361 posts) communicate with the hotel
Ready to share consumer habits to 74.2%
wellbeing improve their experience
How n ar o
do w?
. o ol

67.1%

Uisalan Cule s
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Family Travel Trend
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People are increasingly making last-minute plans

* Modern family will innovate

family travel

* Designing own travel plan

Over the past two years, fravel-  "Tonight” or *Today" Hotel and Air Queries
related searches for “tonight”

and “today” have grown cver
150% on mohile. Peaple are
regularly searching for “Mlighls
today” or “holels tonight"
mEe s sl
. ' v

e s
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A mini Ice Age could hit by 2030

e b fmateo oo k20 8030

Hice-ase-hit-2039-sve-usglobalsarming sdantists-<laim-

F156608 it cbahara, asper Hamill Tusscay 2 Jan 2018 1101 am

Scientists have claimed that changes in the activity in the sun could
soon cause temperatures to plunge across the world from abeout 2020
to 2050, Professor Zharkowva belisves that the sun goes through cycles
which periodically cause a drop in the level of heat it produces. This
phenomenon is believed Lo have caused the Lillle Ice Age belween
1645 and 1700, Zharkova believes sunspot activity will soon slow again,

causing a mini Ice Age

Cuttan Pulune; L lan Guisarre;

A mini Ice Age is enough to save us

from manmade climate change.

LT

T mingacientistclaim:

15660/ Tto-chy o Hammill_ Tuesclay 2 Jan 2018 11:01 srn

Michael Brown, an associate professor of astronomy at Monash
University In Australia, said “There is 40 percent more of the greenhouse
2as carbon dioxide in the air now than during the 17th century, and
global temperature records are being smashed,” he claims. *A new
Maunder Minimurm would slow climate change, but it is not encugh to
stop it.”

[ L

Carbon Reduction in Cruise Industry

Global cruise industry (Hish sea cruising)is in arowing

Touristphobia in Barcelona, Spain

Responsible Tourism

Case in Kerela, India

U tuicrises

tendency. Currently, there are around 300 ships. In 2018

carbon reduction will.
ing EL ()

rategic management
by introd

) Directive to certify.

verify, benchimark and re ssion in long term. The

policies wil be implemented as KPis for operational level,
including programmes for employess, lghting and voluntary

offers for guests (CO2 Offset)

The phenomenaon of anti-tourists by Barcelonese people is  Creation of framework
the hot current issue devastating Barcelona’s tourism. The
government has developed public-private partnership
platform as a “working group” to share and discuss
sensitive issues among the stakeholders. To embrace every

stakeholder is a key to reduce touristphebia effect.

LY

- Certification
- Tariffs

CSRis not working. Economic

injection into the system does helpt

Create local supply
Different chains / enterprises
working groups

linkages)

ol brzarta renatat it Iepertant.
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activities (Community
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Businesses will compete primarily on Thailand Opens to Rainbow Shades One Belt One Road developed in China

User Experience 163 T8 2088 Mo Dy e
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s usinesses il COMPEIE. e
4 on user experience

e
Ao 85 .

Thailand is officially endorsing LGBT tourism for the first time by
being “Presenting Partner of ITB Berlin 2018 LGBT Travel”. This is a

= e
new user Experfence

milestane for the Tourism Authority of Thailand in its marketing

efforts, Thailand has been known for a long time as a LGBT-friendly | (57

. . y destination, due to a deeprooted culture of tolerance in the
Lt 3 population. TAT is now ready to also highlight Thailand to the LGBT

2020

community. TAT is going gradually into that market, all in subtle

nuances.
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Exporiential travel and a sca ¥ the authentic. s about connecting to
From silent Spas - to wellness From classical concert to intensive ”
. st
monasteries and “down-time painting classes at hotels, sy hecdng o e
u d d. keaten track The United Nations Werld Tourism Organization predicts that
abbeys” - to silent eating wellness retreats, spas and studios i orersing econamies will grow to 575 of the dlobal market
by 2030, an increase from 47% in 2010, A big driver behind this? The
search for the new, local and authentic, & iy e, by Lo Fo 2018
Wt nptert o e S [eTm—
: Language travel-
Thailand stands as powers of luxury Language travel

Where do all these students come from?

tourism in Asia...

studentmarketing

The report highlights the major destinations for luxury market
will be both Europe and the United States, equating to two-
thirds of the total. Also Singapore, Thailand and the IM\
Philippines stand as powers of luxury tourism in Asia. Spain \«W

is one of the main inbound market of luxury travellers and
UNWTO

each year, more companies start working in this segment T
AFFILITE MEMBEF
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Accelerating Growth in Technology: . . o .
CCEErating larow N IeCnRO08Y; Machine Learning (Artificial Intelligence) What about AR and VR?

WD IT3-2018 b Dyt Editors (T Bt of Teshnotogon Toursid

v

Future Digital Thinking in Travel

iachine leaming is alresdy dramatically

ging. simplifying and improving the [ AR will make travel an even better experience, and VR will help you to
travel experience acrass our industry. We see a huge opportunity in this trenel

see and decide before you get there. Virtual reality will allow you to
Accelerating Growth

Ressleration < » inany are excited about autormation and personalzation and the ease-of-use it

position yourselfin a destination that you haven’t been to before,
brings ta the business traveler. X . o y
allowing you decide where to travel, giving you a Uittle teaser or taste of

biggest benefits are stll to come - the abilty to 2nalyze and act on ination. i will h X o |
rmassive dala sels; lhe understanding of emerent rends; and huge reductions that destination. It will not replace the travel experience, but it will help
you decide between destinations. Augmented reality will be very useful

e cost and power required ta search, book and senvice ravel.

¢ <top toward tansfonming the for places where there’s a Lot of culture; cities that are living museumns.

¥ Butin 2018, machine learning will take a

business travel lands It's going to fascinating to use your phone or your iPad and see how

: i ewzrrents bappenes e o oy e a1, 3 m they were before.

cs mpervet 2 o, A that mproccenznt will onteue t :

et et [ Ml ettt Wt
Sl Culsanve Unlan Culuae i G Unatan Guan i Cuarz Culeir

o " . e
Immersive New Technologies in Tourism Industry 80% of businesses want chatbots by 2020 Voice Search-Statistics Growth & Trend

> Businesses are begnning Lo see the

5 of all searches will be voice searches by 2020 according to comscore

Virtual Reality (VR)/ Augmented Reality (AR) / and Artificial

Intelligence (Al) are new ways to capture an audience’s imagination

benefils of using chatbots for thelr About 3% of searches will be done withaut a screen by 2020." via Mediapas

) N ) . . consumer-facing products, according to a "We estimate there will be 214 million smart speakers in the US by 20207
with technologies (such as virtual tours, 3D simulations and survey by Oracle.
urvey cle.

ing 1o Activate
interactive VR experien . . + r « i »

teractive VR experiences) » hen asked which emerging Lechnologies they are already using and which the woice recagnition market will be 2 $601 million industry”,
« 90% of respondents: Product videos help them make they intended to Implement, 0% of respondents said they already used or according to a report from Technaviovia Skyword

purchasing decisions. planned to use chatbots by 2020, Chatbots are Interactive software: > “This year (2017), 25 million devices will be shipped, bringing the tatal number

o slatforms that reside in live chat, i, and SIS d behawe of veice-first devices to 33 million in crculation.” based on a new study by
- 64% of respondents: More likely to buy a product after platiorms that resle in apps five chat, emal, and Sk and can behave in 2 ’ ey
_ ; ) human-lke marner. Vaicelabs via ediapost
watching a video about it i ittt 3553558k 1 g
ps— Tt e g gy [ -
Uizl Cuteoine N Coarlein Cubue ol Qb

Blockehain is expected to take five to 10 years Thailand Go or No go with Digital Currency. | Travel Planning Sources for Leisure Travelers

to reach the Plateau of Productivity B ding-

regulations, molly Jane Zuckeman Feb 12 2018

I s Hype Cycle for Data Management

On Feb 13, 2018, Reuters reported that the governor of the central Bank of Today's travelers roam
the entire digital
landscape in search of
The Bank of Thailand cited cancems over digital cumencies being used for travel ideas throughout
their journey.

ore and during travel,

Thailand has asked all banks in Thalland 1o stay away from cryptocurrency.

llegal activities, such as money laundering or temorist activities, and noted

that cryptocurrencies are not legal tender in the country. However, the

inister had stated on Feh, 7 that

system (MOBYE) — are sxpected to Bangkolk Post reported that Thal Finance
lateau of

[y sty st e e, et the Thai govermment will net ban crypto trading, but will work on
=4 Hosktien s i ke Constructing a regulatory framework for digital currencies.
are expected five o 10
B yesrs, - — e @
sldanmslavanuuuszysanuiidhmnesiiu Al Key to Personalised Experience How to Reach

. \ % 16 02018 Ners D Eciion
‘Vl']Qqﬂﬂidﬁﬂﬂﬁilkﬂﬂ‘l’\lﬂw’]ﬂﬁwﬂQwﬂlu Chinese FITs / SITs ? 66"-!‘

e
The future of hospitality should be one that combines -
»  Disitel landscape : popular rise of use — Ctrip, CITS, OR Code, Wechat Pay

technology with a human touch to create an enjoyable but | 5 ¢ ienvats - 60% of total outbound travellers

Location Targetes vs. Nurloca

S ———

Accarding to BIVKelsey estimates,

annual U5, meble ad

inal] vl [RSTRUIRN R ——

. . B ) . S .
gro from $33 billion in 2016 to §77 authentic experience. Artificial intelligence (Al} may be the ®  Planning and bocking Lravel enline (mobile is fast growing @ 14% of
illion by 2021, The lecation & o
¥ i iveri iohly-r - ; outbound booking in 2014 to 50% in 20151
serion af that averall meole 2 Hi key to delivering a highly-personalised guest experience. . s
G s B N
soend is orojected to grow from $12.4 The opportunity to understand and analyse every point of ; ) ) - i .
tillion in 70 324blion in2021. ®  Sharing the trip experience (Self-driven content) through WeChat
This graeth trandiates to 38 percant of the guest experience—and to make more innovative, more L] erary, paymeant, veucher and coupon through WeChat
overall mobile ad evenues today, i b e | informed decisions—but need information to flow ®  Tiavelreview siles - Malengwo & Qyer
rowing to 45 percent by 2021 N . N ®  Chiness FITs : Time poor, rich money
sreeine P ! seamlessly through their systems in order to make it work. " 4
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Omni-Channel Strategy

Omni-Channel Strategy
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JUABUN e N15EZ1NUTIIBLARBUNINBUIAR (construction of the scenario matrix)
UNDUN & NIFHVIULIDINTINBUIAR (construction of the scenario narratives)

fo819n19twNuA1a Wdavihganineues audadenistuimdeunlainsgiuiegimainansy

Scenario Planning Process :
Critical Uncertaintiesin Oil & Gas Exploration

4 potential
scenarios for Energy consumption patterns
Company's

Scenario Scenario

1 2
g P . N

Critical ancertainty 1 scenario Scenario
Environmental
regulation 4 3

Spurce: Woody Wade. Wade & Company.

Retrieved from http:/ /www servicedapartmentsummit.com/media/ 1279 /'woody-wad e pdf
Retriewved on 3 Ausust, 2017
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AMANUINT 1 A29819N1539AN Event Cards

User-Generated Content (UGC) - Micro Influencer:

Curate don’t createl!

rateda conten

g noticed
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UNVDANYIINUNUNITIININANTSUE WU ?

> 60% of searches for destination come from mobile ™ w N
devices.
> 79% of travelers completed a booking after doing | ©f ravellers completed s

booking after doing

research on smartphone (70% more than in 2016) | research on smartphone
(70% more than in 2016)

859 . L.
5% - » 85% of travelers decide on activities only
of travelers decide b . . . .
on activities only after having arrived at the destination.
after having arrived
at the destination. Fa https:/fwww.thinkwithgoocle.com/consumer insights/travel infographic mobile shapes customer
journey/ Jul 2016

@ Future Trends O TP Tourism Products

O NMD New Marketing and Business Development @ 17 Travel Tech

O st Sustainable Tourism

1
¥ = I
Pl EJIG]%’]ﬂﬂ’]'ﬂ?J"HEU’] LLUUIZYANTUN UNALNRIUY
1 o/
6 1 =%
v
N19DUNTUABANTULUUNNNI AL NIGIVU
b T Y
According to BIA/Kelsey estimates, Location-Targeted vs. Non-location-Targeted
SFTIEHTDhOﬂES versus non SFT\EHTPhOﬂES
annual U.S. mobile ad spendingli]
m Non-location Targeted m Location Targeted
will erow from $33 billionin 2016 %80 $72.1
65.2
$72 billion by 2021. The location- P
. » 60 38% $48.7 45%
targeted portion of that overall g $40.2
= §40  $326
mobile ad spend is projected to i
grow from $12.4 billion in 2016 to 5 320 .
$32.4 billion in 2021. This growth $0
2016 2017 2018 2019 2020 2021
translates to 38 percent of overall Note: Numbers are rounded.
mobile ad revenues today, growin Source: BIA/Kelsey, 2017
to 45 percent by 2021. n http:/fwwew.biakelsey.comylocation targeted mobile ad spend reach 32 billion 2021/
@ T Future Trends QO TP Tourism Products
O NMD New Marketing and Business Development @ T Travel Tech
O st Sustainable Tourism
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People are increasingly making last-minute plans

"Tonight" or "Today" Hotel and Ai '
Over the past two years, travel- onight™ or TToday™ Hotel and Air Queries

related searches for “tonight”
and “today” have grown over
150% on mobile. People are

regularly searching for “flights

Jan1,2014 Jan1,2015 Jan1,2016 Jan1,2017
” « . n

today” or “hotels tonight.
Source: Google Data Jan 2014 June 2017 115,
fia https:/fwwwe thinkwithgooele. com/consumer insights/consumer immediate need mobile experiences/
Lisa Gevelber Aug 2017 Mobhi rch. Micr omen

@ FT Future Trends O TP Tourism Products

O NMD New Marketing and Business Development Q1T Travel Tech

QO st Sustainable Tourism

in
th to purchase has exploded
s complexity-

Travelers visit, on
on average, 140

average, 38 sites - :
before booking a sites in a 45-day

vacation. path to purchase.

Exped, J 2016, Expedia

+114% in 3 years

@ T Future Trends Tourism Products
O NMD New Marketing and Business Development Travel Tech
Sustainable Tourism
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Future World Population Trends

World population growth, 1750-2100

A\, Annual growth rate of the world population

The world population is

projected to grow from 6 billion 1:3; EAEAR '
in 1999 to 9 billion by 2044, an 16
increase of 50 percent that is ::;
expected to require 45 years. 1%
Other Graphs: World Population Z:i
Growth Rates: 1950-2050. 0%
0.2%

Annual World Population ol
Change: 1950-2050.

1780 1800 182C 1880 1900 980 2000 [2020 2040 2100

@ FT Future Trends O TP Tourism Products
O NMD New Marketing and Business Development Q1T Travel Tech
O st Sustainable Tourism

2036 Forecast Reveals Air Passengers Will
Nearly Double to 7.8 Billion

Major Domestic Markets
Miicn O-D passenger joumeys (10, from and within) Top Ten Passenger Markets

25 Million O-D passangar journeys (10, from and within)
1200 o

1000 20 Indonesia

300 Japan
600
400 Germany
150 ndia 180
) France
0 160
0 300
140
300 UK / 0
;:d::osva 120
250 Japan n A
Spain ?,'.',:::W A4
20 Turkey 150 .% i
£ France 100
150 — H's
/ = / "
100 2014 2034
L]
a % 2014 2%
T =) 2016 2036
@ T Future Trends O TP Tourism Products
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GDP Per Capita in 2018

GDP Per Capitain 2018
The annual shifts aren’t big,

International Monetary Fund forecast although notice that China has
l $0-2k [0 %$2-10k W $10-40k W $40k+ [1 No data eradually improved from poor

to lower-middle-income.

@ T Future Trends O TP Tourism Products
O NMD New Marketing and Business Development O 1T Travel Tech
O st Sustainable Tourism

Future World Population Aging

Populations are getting older

Percentage aged
60 years or older:
Bl 3096 or more
B 10 to <30%

I <10%
World Health
Organization
@ T Future Trends O TP Tourism Products
O NMD New Marketing and Business Development O 1T Travel Tech
O st Sustainable Tourism
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80% of businesses want chatbots by 2020

Y

Businesses are beginning to see the

Deep learning voice & chatbot in a nutshell

benefits of using chatbots for their Deep Learning/LSTM

consumer-facing products, according to a
survey by Oracle.

’ The survey included responses from 800
decision makers including chief marketing
officers, chief strategy officers, senior

marketers, and senior sales executives Hotel APl

Destinati
from France, the Netherlands, South heck

Checkout

Africa, and the UK.

7
[/

When asked which emerging technologies they are already using and which they intended to implement, 80% of
respondents said they already used or planned to use chatbots by 2020. Chatbots are interactive software

platforms that reside in apps, live chat, email, and SMS and can behave in a human-like manner.

fan : hitp://www businessinsider.com/80 of businesses want chatbots by 2020 2016 12 Bl Intelligence , Dec. 14, 2016.
@ FT Future Trends O TP Tourism Products
O NMD New Marketing and Business Development @ 1T Travel Tech
O st Sustainable Tourism

Accelerating Growth in Technology:

Future Digital Thinking in Travel

Future Thinking in
Accelerating Growth L
in Technology / " ¢

Artlhcmilvnelhgcn:w- Cloud Computing

e Voice - VUI - NLP Predictive Analytics
xru""""'r/
e T .

Virtual Reality Augmented Reality

Proteg Press Wsiee ]

1400 1450° 1500 1550 11600 1650° 1700 1750 1800 1850 1900' 1950 2000 /2050 Source: Daniel Wishnia, Digital Marketing Consultant, GCH Hotel Group GmbH

. ; - Presentation in WTM Londo ¢ b 017.
Progress will not be slower — it will be faster. Presentation in WTM-London 7 November 2017

Look at the chart and you see, that many improvements happened in the last 50 years. Within one generation our

lives improved a lot. And that improvement will continue to accelerate.
Source:https://asgard.vc/tag/acceleration growth/

|
@ T Future Trends QO TP Tourism Products :
O NMD New Marketing and Business Development O 1T Travel Tech !
O st Sustainable Tourism |
|
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Businesses will compete primarily on User Experience

: efe changing technology Source: Frank Reeves, Co founder and CEO, Avvio,
% of bUSinesseS Wl” comp A game E erience  Presentation in WTM London on 7*" November
89 - , on User eXPerience A’ Wl” be fhe new user Xp 2017. “How to use Artificial Intelligence to
primarily

Maximise your Direct Bookings”.
Accenture, 2016

Accenture, 2016 .
Most exciting business opportunity ms‘“m“m“m“v‘u{ﬁm‘m"mms

Source: https://www.superoffice.com/blog/customer experience- statistics/

2020

As according to a Walker study, by

When Econsultancy conducted their survey for Digital Marketing Trends, the year 2020 customer experience
they asked companies to state the single most exciting opportunity for will overtake price and product as the
2018. The results? Customer experience (or CX) came in first (beating key brand differentiator.
| _content marketing and mobile marketingl). ________________________________________________
@ T Future Trends QO TP Tourism Products
O NMD New Marketing and Business Development @ 1T Travel Tech
O st Sustainable Tourism

Global Competition is Rising as Tourism Shifts

toward Emerging Economies.

BUSINESS LANDSCAPE

Global competition is
rising as tourism

shifts toward [ 7 O/ % ><
emerging economies. o - o
Emerging economies’ Travel and tourism in the top
With more competitors in more share of tourism grew 10 fastest-growing glebal
= = from 30% in 1980 to 45% destinations grew 17.3%
places, DMOs need more in 2015 and is expected to CAGR (2009-2016)—3X
timely, deeper insights to direct reach 57% by 20301 faster than the U.S. (5.6%)2

their marketing budgets where
they will attract more valuable
visitor segments. (j) 7 O O

of Americans age 50+ planned
to take at least one demestic
trip in 2015, and 1/3 planned
one “multigenerational trip”?

@ mostercara MNOVEMBER 7TH 2017 WORLD TRAVEL MARKET 2
@ T Future Trends O TP Tourism Products
O NMD New Marketing and Business Development Q 17 Travel Tech
O st Sustainable Tourism
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Travel Planning Sources for Leisure Travelers

CONSUMER LANDSCAPE

Today's travelers roam
the entire digital
landscape in search of
travel ideas throughout
their journey.

Before and during travel,
consumers seek out digital
information—articles, blogs, video,
experts, advice from family and
friends—to inform their journey.
Along the way, they generate
huge quantities of data and

new marketing and engagement
opportunities.

@ mastercard

Future Trends
New Marketing and
Sustainable Tourism

—
= Tourists visit 38 travel
sites to plan their
trips in the 5 weeks
(=) before the journey?

Travel planning sources for Leisure Travelers?

Internet

Family, friends, etc. offline - 5%

Family, friends, etc. online T %

Informational brochures I 23%
TV o 20%

Magazines/newspapers I 15%

Books = 14%

Travel agents =39

800 or toll-free number N 10%
Travel groups B 79
Radio w79
Other =N 5%

NOVEMBER 7TH 2017

Business Development

of leisure travelers

decide on activities
only after arriving at
their destination?

WORLD TRAVEL MARKET

Tourism Products
Travel Tech

New Insights and Approaches are needed to

Effectively Compete Going Forward

REASON TO ACT

DMOs must arm themselves with

Use of digital travel tools will
continue to accelerate...

Identifying most valuable visitor

New insights and approaches are needed
to effectively compete going forward.

better intelligence to understand

changing consumer sentiments and behavior, and design marketing
programs that are relevant, raise awareness, and build loyalty.

Industry leaders recognize

segments is key to profitable growth the need for a new approach

Increasing touchpoints and data
insights, especially among the young.

3470

of Millennials are likely to
plan a trip based on someone
else's vacation photos or
social media updates?

‘ ) mastercard

Future Trends

...growth of [tourism]
revenue was larger than
the growth in visitor
numbers indicating that
the strategy of targeting
higher spending, higher
quality tourists had been
a great success over the
past year."

Tourism Authority of Thailand?

NOVEMBER 7TH 2017

New Marketing and Business Development
Sustainable Tourism

‘ Destinations around the
world are stepping up
their game with new
tourism attractions and
increased marketing
investments...
traditional marketing is
no longer enough to cut
through the clutter.”

Singapore Tourism Board?

WORLD TRAVEL MARKET

Tourism Products
Travel Tech

232



Top 5 Global Destination Cities: Global
Destination Cities Index 2017

GLOBAL DESTINATION CITIES INDEX 2017

TORPS

The top 5 Global Destination Cities are located in Asia and Europe. These
destinations remain competitive but this years most notable move was
Singapore pushing New York to No 6

BANGKOK LONDON PARIS | SINGAPORE
19.41 MILLION VISITORS 19.06 MILLION VISITORS| 15.45 MILLION VISITORS 14.87 MILLION VISITORS 13.11 MILLION VISITORS|
IN 2016 IN 2016 IN 2016 IN 2016 IN 2016
4% GROWTH IN 2017 5% GROWTH IN 2017 4.4% GROWTH IN 2017 7.7%GROWTHIN 2017 | 2.6% GROWTHIN 2017
‘7 " mastercard s
= NOVEMBER 7TH 2017 WORLD TRAVEL MARKET
QO T Future Trends O TP Tourism Products
O NMD New Marketing and Business Development O 17T Travel Tech
O st Sustainable Tourism

Blockchain is expected to take five to 10 years to reach the
Plateau of Productivity

Sevee o messen Hype Cycle for Data Management

Dataww\ __Event Stream Processing
o Tl s e Of the 35 other technologies
B-DBMS Jslytics highlighted on the 2017 Hype

Cycle for Data Management, four
are judged to be transformational

SQU Interfaces in nature. Two — event stream

expectations

‘s‘:o?:“’ Object Enterprise Information Archiving
Enterprise Taxonomy Data Integration Tool Sutes processing (ESP) and operational
and Ontology / SaaS Archiving of Messaging Data
Poas for Dota O apolinsios uerickon e in-memory database management
Integration \ \ Analytical In-Memory DBMS
Document Store DBMSs

oo SQ rstaces \\m“ o system (IMDBMS) — are expected
Logical Data Warehouse As of July 2017 to reach the Plateau of
' = fated o Houshof | St Mot Productivity within two to five
time years, while both blockchain and
Plateau will be reached
O lessthan2years © 2toSyoars @ 5to10years A morethan10years © oporers distributed ledgers are expected
Source: Gartner (September 2017) https://www.gartner.com/newsroom/id/3809163 to take five to 10 years.
@ T Future Trends O TP Tourism Products
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Power Comes from Engaging with

Empowered Customers
pos pos

Top 6: Some closing thoug
- n
Age of Age of the ., We don't read we scal . Geta 3+ party perspective
Age of el customer. Words.... less is more ;
Ageof - bution information. 2 o . personalise the experience
ufackuiog ik 3 We are creatures of habi o
= ue . Conduct testing (user and multivariate)
4 Number of clicks? Not an iss!
s Mobile might mean compromises « 80/20 rule
1990 - 2010 2010-7?2? 6. Do some testing « Constant iteration and evolution
1900 - 1960 1960 1990 «  Digital does not work well in silos
S + Position digital at the top table
Mass manufacturing Global connections Connected PCs Power comes from e
makes industrial and transportation and supply cha;‘ns engaging wnéh h tS ’
powerhouses systems make mean those who empowere: -
successtul dstrbuton key. control e 8 key thougd
information flow
e Make it feel like the start

Make it obvious what you exist for

T 2
. e . . . e i i bvious
Digital user experience, thoughts on increasing = Mk e e e
i 4 5. Focus on the search
happiness, engagement and conversion. o Streamiine forms
7 Include social selling/ proofs
Source: inspiretec.com. Presentation in WTM London, 8 November 2017 S Fereconallaation
______________________________________________________________________________ :
QO FT Future Trends QO TP Tourism Products !
O NMD New Marketing and Business Development O 1T Travel Tech |
|
I

O st Sustainable Tourism

The Rise of the East

China leads best performing outbound travel markets Millions of Chinese
CHINA 18% tourists are addlhg
SOUTH KOREA 1% dermand to markets
UsA I 7 around the world.
POLAND 7% ACCOrding to the
IRELAND I 7% World Travel Monitor,
UK 6% China was the best
NETHERLANDS I 6% performing outbound
SPAIN 6% travel market in 2016,
DENMARK I 5% spending a total of
GERMANY 4% $261 billion on foreign
travel, more than any
Fig. 7 Best performing outbound markets 1-8, 2016. other country’s
Increase in outbound trips (%)
SOURCE: World Travel Monitor 1-8, IPK International 2016 outbound travellers.
Q T Future Trends QO TP Tourism Products
O NMD New Marketing and Business Development O 1T Travel Tech
O sT Sustainable Tourism
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Voice Search-Statistics Growth & Trend

» “50% of all searches will be voice searches by 2020” according to comscore
» “About 30% of searches will be done without a screen by 2020.” via

Mediapos
» “We estimate there will be 21.4 million smart speakers in the US by 2020

according to Activate

> - By 2019, the voice recognition market will be a $601 million industry”,
according to a report from Technavio via Skyword.

» “This year (2017), 25 million devices will be shipped, bringing the total

number of voice-first devices to 33 million in circulation.” based on a new

study by Voicelabs via Mediapost
source: https://www.branded3.com/blog/eoogle-voice-search-stats-growth-trends/

@ Future Trends O TP Tourism Products
O NMD New Marketing and Business Development @ 17 Travel Tech
O st Sustainable Tourism

32bn spent on ex-UK travel (£63.4bn by 2025)

70m passengers traveling ex UK
confidence

omer C

; i
Travel company failures knocking cust

Online holiday booking scams uUp 19%

35% of UK population are 50+
Over 50s hold 76% of the nation's financial wea th
Jime poor society (some are also cash rich!)

Tech + hUman = a personalised customer experience

@ T Future Trends O TP Tourism Products
O NMD New Marketing and Business Development O 1T Travel Tech
O st Sustainable Tourism
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Abu Dhabi, Greek National Tourism Organisation, AC Group, Tourism
Ireland and Fortymee Ltd win WTM London 2017 Best Stand Awards

» Best Stand Design was won this year by Abu Dhabi
Tourism and Culture Authority (ME200, ME201 and
ME204), for a space that successfully blends old and

new. Features include a worman weaving a carpet and - 3 Simplicity proved the winning ingredient for

lity buggy ride for visitors to try. Fortymee Ltd (TT237), which won this year’s

a virtual rea

» The Greek National Tourism
Organisation’s revamped stand
(EU1200, EU1250) won Best for

Business.

Best Stand Within the Travel Tech Show.
And Best New Stand was won by DMC
company AC Group (GV655) who the judges

felt had made good use of limited space.
» Agiant stooping over a bench to provide a fun selfie S ER™ 3
opportunity won Tourism Ireland (UK1400) the

accolade Best Stand Feature.

Source: http//news wim.com/abu-dhabi-eresk-na 12 IriS| anisation-ac: I I
O FT Future Trends O TP Tourism Products
O nNmD New Marketing and Business Development O 1T Travel Tech
O st Sustainable Tourism

World Travel Market 2017 Industry Report: Brexit and USA

Tourism One Year on From Trump’s Election

*
% %| 2.BREXIT 3. USA TOURISM ONE YEAR
L \, ON FROM TRUMP'S ELECTION
MORE THAN HALF OF | 6 %
TRADE SAY BREXIT HAS
NEGATIVELY IMPACTED  OF INDUSTRY 27% OF UK
THE UK'S REPUTATION SAY THEY
i WILL HAVE HOLIDAYMAKERS
DESTINATION LESS LIKELY TO
Ui GO TO THE USA
N CS R S IE PRICES
oA e
MAIN POST-BREXIT MORE THAN 25% E
CONCERN OF COMPANIES 16% OF COMPANIES
1 SAY IT WILL IMPACT Yoindlle o lizs
RECRUITING HAVE CHANGED 4 / 10
j OVERSEAS STAFF THEIR MARKETING TRADE SAY
AS A RESULT OF SA IS
----------------- ' THUMP BEING IN THE =ow|NOTA
550/ WHITE HOUSE COUNTRY
0 T0DO
SAYIT WILL /3 SAYITWILL BUSINESS
HAVE A NEGATIVE WITH
IMPACT ONTHEIR  |oacrONTHEIR
ORGANISATION 2018 HOLIDAY
@ Future Trends O TP Tourism Products
O NMD New Marketing and Business Development O 17 Travel Tech
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World Travel Market 2017 Industry Report: UK Trends

S 7] TV fuelling tourism
= 8. UKTRENDS
VAR One in 10 holidaymakers have booked a
MORE THANMALE holiday to visit locations “seen on screen”,
MU TN ALY reflecting the wider frend for ‘setetting” which
l I 0 g;: ?:E:LSOV‘I{IOLL sees film and television locations become
PEOPLE BOOK TAKE THEIR holiday hotspots.
HOLIDAYS
CHILDREN ON
BASED ON HOLIDAY DURING Shows mentioned by respondents include
DESTINATIONS TERM TIME Inspector Montalbano - an Italian cime
INTVSHOWS ZLE/  cromasetinSicly - and APiace n the Sun,
which offers advice about buying homes
: abroad.
MORE THAN
NINE OUT OF 10 With Brits booking more than 45 million
T HOLIDAYMAKERS overseas holiday trips each year, this could mean that 4.5 million foreign holidays annually
‘ ARE AWARE OF are taken in locations inspired by TV shows.
I 4 THE ABTA AND
ATOL LOGOS WITH There Is plenty of potential in the UK domestic market too - about 53 million staycations are
SORHOLKAYMAKERS 7/10 LOOKING taken each year, suggesting that more than five million could be heading for destinations
:FN m ha ;g%;::‘%MAWHEN ' they have enjoyed watching on TV.
“THAN £100 GETTING HOLIDAY Q Tourist boards and tour operators are taking advantage of the “screen tourism” trend, and
‘BEACH READY'...
NCLUONG 4% ON @ ABTA developing marketing campalgns and itineraries to promote the locations fo fans.
PLASTIC SURGERY The Travel Association
AND ONE QUARTER One of the most popular TV shows Is Game of Thrones, which has been filmed in locations
ONA SPRAY TAN as far apart as Iceland, Northern Ireland, Croatia, Spain, Morocco and Malta.
@ T Future Trends O TP Tourism Products
O NMD New Marketing and Business Development O 1T Travel Tech
O st Sustainable Tourism
B R K SN
World Travel Market 2017 Industry Report:
Italy is the Most Popular Destination
4.COUNTRY FOCUS WTM London will be responsible for
ITALY IS THE MOST generating around £3 billion of fravel

I / IO popuLARDESTINATION:  [ndustry contfracts, with lHaly (549%) and

WITH SIX OUT OF TEN

HOLIDAYMAKERS AND Greece (35%) identified as the top

TRADE TO 70% OF THE TRADE

CONDUCT """"" countries to do business during the event

s at ExCel.
TUNISIA AT COUNTRIES ) ) o
WTM POISED TO UK Holidaymakers were asked which destinations
\/ BENEFIT FROM
-l DEALS AT . S
n WTM LONDON they were interested in visiting in the future.
HOLIDAYMAKERS =
INTERESTED IN Ty omrrer > 60% - [taly
VISITING TUNISIA
B > 54% - USA
TRADEANTICIPATES o
MORE THAN 50% & » 48% - Greece
GROWTHFORCHINA WA LE”
AND ITALY IN 2018 > 20% - Cuba
QO FT Future Trends QO TP Tourism Products
O NMD New Marketing and Business Development Q1T Travel Tech
Q st Sustainable Tourism
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Mixed Fortunes for China OQutbound

> By 2022, we expect that China will be the world’s largest Top Destinations Benefiting from China Arrivals 2012-2017

source of outbound tourism demand, with 128 million trips, 200 /,—o-\,‘.__.
15,000

overtaking the US as the country with the highest propensity

for travel abroad. Growth is set to be very strong, at 8.4% l:ﬁ .

over the period 2017-2022. Outside of Asia, the US and -t e

France are likely to benefit the most, due to their China- 012 2013 014 015 016 2017
ready approach. ~+-HongKong ~B-Thailind  —d-lapan  =w=South Korea

. : , —+=USA Tawan  ——F Vet
» Chinais already the largest source of tourism expenditure, i ranee e

Malaysia ~ =#=Singapore

growing by 10.9% over 2017-2022, driven predominantly by

Source: Source: Euromonitor International

GDP per capita, and the rise in middle-class households. -

# Duet ting tensi ith Chi d the travel

> Japan saw the strongest increase in China arrivals growth e E oINS Fensien= e ene e fave
over 2013-2017, with a CAGR of 54%, amounting to an

additional six million Chinese arrivals thanks to simplifying

ban, where the Chinese government is restricting
tour groups to South Korea, Chinese arrivals to the

country fell 39% in 2017. Worsening relations with

the visa process and the weak yen. Taiwan has also led to a decline
@ F Future Trends Q TP Tourism Products
O NMD New Marketing and Business Development QO 17 Travel Tech
O st Sustainable Tourism

UK hits an online ceiling but plenty of growth elsewhere

Online % Penetration of Travel Sales to Residents in Key

> For most countries, online travel sales
Markets 2011-2022

e ——Uk are increasing at a strong clip year-on-
o 60 ~&-Us year. However, with this new dataset in
]
% . _*_Fra,m Travel 2018, we’re able to see that in
E a0 =i India
'Tg Germany the most digitally ready markets, like the
®20 —Teepan UK, that sit atop Euromonitor’s Digital

Russia
0 : : : — China Consumer Index, there is a ceiling to

2011 2012 2013 2014 2015 2016 2017 2018 2015 2020 2021 2022

how far online travel sales can grow.
Source: Source: Euromonitor International

» UK online travel sales to residents started to plateau in 2015, and are not expected to exceed 70% of the
total travel market over 2017-2022, with offline securing the remaining 30% share.
> Despite the appearance of an online ceiling, other traditional markets like Germany are way below the

curve, and offer strong incremental growth, in tandem with the strong growth coming out of China, Russia

and India.
@ T Future Trends O TP Tourism Products
QO NMD New Marketing and Business Development @ 1T Travel Tech
O st Sustainable Tourism
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Bleisure

» Research conducted over the past year suggests a new demographic is coming
into focus - travelers who stay an extra night to see the sights, enjoy a new
city and get some down-time.

»  Over 40% of business trips in the U.S. today mix business and leisure.

» On average, adding leisure to a business trip can extend a stay from two nights
to more than six.

» In 2018, we expect more business travelers will take the opportunity to add
some fun, learnings and relaxation time to their business trips.

> In this trend, there are obvious advantages for travelers, And also for hoteliers

who benefit if they can attract this high-value guest segment.

| Source: Roh Grevher, Feenda | Recember 27, 2017, Phocuswirg Foregast 2018 Rise of the machings (and humans) _hilpsy/wuv Ahocuswire.com - o o - o
@ Future Trends O TP Tourism Products
O NMD New Marketing and Business Development QO 17 Travel Tech
O st Sustainable Tourism

Machine Learning (Artificial Intellicence)

» Machine learning is already dramatically changing, simplifying and improving
the travel experience across our industry. We see a huge opportunity in this
trend.

» Many are excited about automation and personalization and the ease-of-use it
brings to the business traveler.

» But the biggest benefits are still to come - the ability to analyze and act on
massive data sets; the understanding of emergent trends; and huge reductions
in the cost and power required to search, book and service travel.

» But in 2018, machine learning will take a big step toward transforming the

business travel landscape.

L _Source: Roh Grevher Egendia | December 217, 2017, Phoqusiirg Foreast 2018; Rise of the machings (and humans), hipsy/wwvephocuswire,com - - — _ — _
@ T Future Trends O TP Tourism Products
O NMD New Marketing and Business Development @ 1T Travel Tech
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