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!
Introduction 

!
Thailand’s tourism has been rapid increasing for a decade,the number of tourists visiting the 

country has been rising from year to year. It cannot be denied that Thailand is considered a 

dream destination where tourists wish to visit in order  to lay down on the beach as well as 

visit sites of national heritage.Although,the various tourist attractions make Thailand 

outstanding from others countries ,it is not enough to compete with competitors in the tourism 

market today. Thailand needs to find a way to increase its value as a destination and 

differentiate itself from nearby countries. The ‘memorable tourism experience’ is known as an 

individual experience which relates to travel activities for the whole journey . It creates a 1

sense of belonging and provides meaningful memories for visitors. This theory can be an 

innovative direction for Thailand move towards to bring tourism into a modern era, also 

creating an agenda to grab the attention of stakeholders. 

!
!
!
 Tung, V.W.S. & Ritchie, J.R.B, “ Exploring the essence of memorable tourism experience,” Annals of Tourism 1

Research (38)(4), pp. 1367–1386
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!
Chapter 1: Thailand’s Tourism 

!
Tourism is now recognised as Thailand’s most important service industry. It has contributed 

greatly to job creation, income distribution and foreign exchange. Thailand has welcomed a 

total of 26,735,583 visitor arrivals in 2013, exceeding the year’s original target of 26.1 million 

and presenting a 19.6 per cent increase on 22,353,903 international tourists in 2012.  Tourism 2

constitutes 20.2% of Thailand's overall GDP.  Despite the on-going political issues in 3

Thailand in 2012-2013, the number of tourists visiting the country are still rising. Time 

magazine reported that Bangkok was identified as the most visited city in the world by the 

2013 Global Destination Cities Index , while Suvarnabhumi Airport was the world's most 4

geotagged location on Instagram in 2013.  5

 “ Thailand welcomed 26.7 million visitor arrivals in 2013” ,January,14 2014, http://www.tatnews.org/thailand-2

welcomed-26-7-million-visitor-arrivals-in-2013-exceeding-target, accessed September 1,2014.

 World Travel and Tourism Council.Travel & Tourism Thailand Economic Impact 2014 ,(London: Harlequin 3

Building,2013), 1.

 Megan Willet. “The 20 New Most Popular Cities For Tourists”, http://www.businessinsider.com/most-popular-4

tourist-destinations-2013-2013-6?op=1, accessed September 1,2014.

 http://blog.instagram.com/post/69877035043/top-locations-2013, accessed September 1,2014.5

http://en.wikipedia.org/wiki/bangkok
http://en.wikipedia.org/wiki/suvarnabhumi_airport
http://en.wikipedia.org/wiki/geotagging
http://en.wikipedia.org/wiki/instagram
http://www.businessinsider.com/most-popular-tourist-destinations-2013-2013-6?op=1
http://blog.instagram.com/post/69877035043/top-locations-2013
http://www.tatnews.org/thailand-welcomed-26-7-million-visitor-arrivals-in-2013-exceeding-target
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The strength of cultural identity, beautiful scenery, friendly people and good value 

destinations are the motivation for tourists to come to visit the country. Since the demand for 

travel in Thailand has increased in the past decade, the Thai tourism industry has limited 

ability  to assist visitors. Thus, there are many competitors in the market who look for 

opportunities to offer to tourists and motivate them to change their destination. The main  

competitor for Thai tourism for the same target audience are Cambodia, Malaysia, Vietnam, 

Indonesia and Laos. It is therefore necessary for Thai tourism to find interesting approaches to 

encourage tourists to decide to travel to the country. 

!
Overview of Thai tourism 

!
The national agenda has integrated tourism as one of the development issues. The Thai 

government has established many tourism organisations to improve the quality of tourism and  

support tourism growth. Thailand aims to become a quality tourism destination at the 

international level to generate more income for the country. The overview of Thailand’s 

tourism in this dissertation will be divided into 4 sections to illustrate the Thai tourism 

situation and how it supports travel experiences in Thailand. 

!
1. Tourism Organisation 

The Thai government established the Ministry of Tourism and Sports to take responsibilities 

on developing, supporting and promoting tourism, sports and recreation in Thailand. The 

responsibility in the tourism sector has been divided into two main organisations:      

!



4!!!
The Department of Tourism  

The department of tourism focuses on developing tourism service and industry, with their  

responsibilities including: to promote and support policy and planning, implementation, and  

service evaluation. The Department of Tourism is therefore more involved in service 

backstage, knowledge transfer and standard assessment. The three bureaus in the department 

also have different roles - Bureau of Tourism Services Development, Business and Guide 

Registration, Bureau of Tourism Attraction Development. 

!
The Tourism Authority of Thailand  

The Tourism Authority of Thailand (TAT - formerly named the Tourist Organisation of 

Thailand or T.O.T.) is the tourism organisation which is responsible for promoting tourism in 

Thailand. It was established on the 18th March 1960. TAT has an important role in promoting 

Thai tourism to the global market. Their marketing strategy and tourism campaigns “ 

Amazing Thailand” have made Thai tourism renowned in other countries. Furthermore, these 

tourism campaigns and promotions have raised awareness in thai society about images of 

Thailand’s tourism. The Thai government aims to create the Department of tourism and TAT 

as tourism development agents. However, there is no recognition in connectivity between TAT 

and the Department of Tourism.The website of TAT and the Department of Tourism are 

difficult to find information for, while the Amazing Thailand website doesn’t provide 

attractive points to tourists. 

!
2. Policy and Planning 

The Eleventh National Economic and Social Development Plan of Thailand (2012-16) and the 

Tourism Development Plan are the two main policies that direct tourism trends in Thailand.  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Both of them focus on expanding the market to increase the number of tourists,  as well as 

increasing environmental responsibility and social participation. 

The Eleventh National Economic and Social Development Plan of Thailand (2012-16)  

The policy on the tourism sector in The Eleventh National Economic and Social Development 

Plan of Thailand (2012-2016)  concentrates on building the tourism industry to be more 6

competitive in the global market. The government will support research, knowledge and 

technologies to drive Thailand’s tourism industry as distinct from competitors. Moreover, to 

attract tourism investment, laws and regulations will act as an incentive to facilitate the 

investor interest.Government will improve tourism infrastructure to increase the tourist 

attraction’s quality .Environmental friendly and community collaboration will  be the key to 

motivate the participation in the society. 

!
The Thailand National Tourism Development Plan (2012-16)  

The Thailand National Tourism Development Plan‘s vision is to make Thailand a quality 

tourism destination in the competitive tourism world market. Tourism in Thailand has to 

generate income for the country as well as considering sustainability, equality and balance in 

action. The strategy mentions that tourism in the country has to achieve a position in the top 

five travel and tourism competitiveness among Asian Country , while the income of tourism 

has to increase 5%.  The strategies to achieve the goals include: developing the infrastructure 7

and logistics of the tourist sector, improving tourist attraction sites, promoting a creative  

 National Economic and Social Development Board “The eleventh national economic and social development 6

plan (2012-2016)” , http://www.nesdb.go.th/Portals/0/news/plan/p11/Plan11_eng.pdf, accessed September 
1,2014

 The government public department “Thailand national plan development Thailand’s national tourism 7

development plan”, http://www.thaiembassy.sg/press_media/news-highlights/thailand’s-national-tourism-
development-plan,accessed September 1,2014

http://www.nesdb.go.th/Portals/0/news/plan/p11/Plan11_eng.pdf
http://www.thaiembassy.sg/press_media/news-highlights/thailand%E2%80%99s-national-tourism-development-plan
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economy, creating a confidence in Thailand as a good country to visit and increasing 

participation between public and private sector.  

!
Although the National Tourism Plan has covered the whole aspect of tourism development in 

Thailand, it doesn’t have a strong influence in the policy. Objectives and strategies are more 

focused on mass tourism and increasing the number of tourists, more than sustaining 

resources or improving visitor travel experiences. Research on sustainable tourism in 

Thailand has said that the “Thai tourism industry has developed many plans and regulations, 

but they have never been adequately enforced"(Kontogeorgopoulos, 1998) . The top-down 8

policy made the implementation of the plan lack the necessary on-going development. The 

scarcity of skilled authorities causes implementation of the plan to be stressed and difficult to 

continue. Corruption and political power causes the development to struggle to progress.  

!
3. Social Collaboration 

The collaboration between the public and private sectors in tourism development are mostly 

focused on business advantages and tourism industry improvement. The Tourism Council of 

Thailand acts as the representative of Thailand’s tourism industry operators. Its purpose is to 

work across public and private sectors to promote tourism development. However, in reality, 

there are many difficulties in collaboration between the organisational and implementation 

stages. The policy doesn’t come into practice because it is controlled by government 

authorities, while the implementation stage does not allow locals to apply their ideas and 

work with those running projects. In addition, the slow working process in government made  

 Kontogeorgopoulos.“Thai tourism:pattern,trend,and limitations” in Pacific Tourism Review, Vol.2, 1998, pp 8

225-238
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collaborations struggles and becomes more complicated. On the other hand, the public and 

private sector don’t share their resources with each other either. 

!
4. Visa and Entry Regulations 

In the past, Thailand is generally provides tourists with visa exemptions for a short stay of 15  

days to tourists from 49 countries (Australia, New Zealand, the USA and most of Europe). 

The new visa regulations of 2014 were announced by Thailand’s immigration bureau to 

extend tourist visas from 15 days to 30 days. The announcement included the government 

granting a three-month visa-fee exemption for tourists from mainland China and Taiwan as 

another attempt to revive tourism.  The purpose of this is to increase the tourist economy hurt 9

by political crisis. The uncomplicated visa process creates a welcoming image for the country. 

However, to maximise the quantity of visitors without considering the quality of tourism has 

brought troubles for the country. There are many tourists, who have been blacklisted by other 

countries,have entered and immigrated to Thailand, while some of foreign gangsters have 

used Thailand as a hub to commit crimes or threaten people. 

As Piyaman Tejapaibul, president of the Tourism Council of Thailand, has said “the policy 

would help attract a lot more tourists into the Kingdom and would restore the entire tourism 

sector.However, the government should invest in Advance Passenger Processing machines at 

all entry points to prevent illegal immigrants or those on a blacklist from getting into the 

country.”  10

 The Nation/Asia News Network. “Thailand OKs 30-day visa extension to tourists from 49 market” , Asian One 9

News,August 30, 2014, http://news.asiaone.com/news/relax/thailand-oks-30-day-visa-extension-tourists-49-
markets, accessed September 26,2014

 Suchat Sritama. “Tourists from 49 markets can now apply for 30-day visa extension” , The Nation, August 30, 10

2014, http://www.nationmultimedia.com/business/Tourists-from-49-markets-can-now-apply-for-30-
day--30242088.html, accessed September 26,2014

http://news.asiaone.com/news/relax/thailand-oks-30-day-visa-extension-tourists-49-markets
http://www.nationmultimedia.com/business/Tourists-from-49-markets-can-now-apply-for-30-day--30242088.html
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SWOT Analysis 

!
1. Strength  

!
Beautiful Scenery 

Thailand has a reputation for beautiful sceneries and a rich diversity of natural attractions. The 

TAT’s “Tourist Attitudes & Satisfaction from travelling in Thailand in 2010” survey shows 

that the first reason tourists usually decide to travel to Thailand is it’s beautiful scenery .  11

!
A mixture of geographically distinct areas attract tourist to visit and explore the country. The 

northern part contains mountains, steep rivers and vibrant jungle, famous for trekking to visit 

hill-tribe villages. The southern part of the country is a long peninsula which has the 

Andaman sea on the west coast, renowned for its crystal clear waters and white sandy 

beaches. Phuket is one of the most popular destinations in this area named “the pearl of the 

Andaman sea”, providing a metaphor for it as a paradise island. On the east coast is the Gulf 

of Thailand, which is more rustic and is famous for diving. These various experiences in 

Thailand are attractive for tourists to experience,with the exotic surroundings compelling 

tourists to feel fascinated to visit. 

!
Thai Welcoming and Hospitality 

A “Land of Smiles” is an internationally known definition of Thailand, portraying Thai people 

and their characters in the ways of happiness and enjoyment. Research from Psychology of the  

 The Tourism Authourity of Thailand ,”Tourists Attitude and Satisfaction for travelling in Thailand”,11

(Thailand:Market Wise,2010),29
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Thai People: Values and Behavioral Patterns identifies that: “Thai people have ‘Smooth 

Interpersonal Relationship Orientation’ as a national characteristic. This orientation is 

characterised by the preference for a non-assertive, polite and humble type of personality 

(expressed through appearance, manners, and interpersonal approach), as well as preference 

for relaxed and pleasant interaction”.  In addition, Being friendly and welcoming is defined 12

in Buddhist beliefs as “You will receive good things when you give something good to 

others” while from a different perspective, in Thai society people consider that “being polite 

and welcoming are an important manner for Thai people”.  13

!
Richness of Culture 

Thai culture is mainly influenced by “Theravada” ,the oldest branch of Buddhism. Many 

traditional beliefs, art, architecture and ways of living are linked with Buddhist principles. 

Thai temples or “Wat” are decorated with multi-coloured tiles, golden Buddha statues and 

pointed roofs. Moreover, a mixture of influences from India, Laos, Cambodia, Myanmar, 

China and Islam increase the uniqueness of Thai traditions, with cultures in each region being 

different. For example, the culture in Northern Thailand has more influences from 

neighbouring Myanmar and Laos, while the Southern part is influenced by Islamic culture.  

!
Not only Buddhist culture is seen in Thailand, as there are a lot of Islamic, Christian, Hindu, 

and other religious traditions and beliefs that are also in the society; it is common that 

Mosques are located next to churches or Hindu temples in the centre of town.  

 Suntaree Komin, Psychology of the Thai People: Values and Behavioral Patterns (Research Center, National 12

Institute of Development Administration, 1990),p148

 Nguyen, Toung Hung, “Thailand: Cultural background for ESL/EFL teachers.” PhD diss., Cuyahoga 13

Community College, 2005
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!
Thai cuisine and art are clearly considered an exquisite piece of Thai tradition. Thai art 

features a distinct kind of delicate decoration, while Thai food combines many fresh 

ingredients and delicate cooking processes in each dish. As David Thomson, the famous Thai 

food chef, has said:  "Thai food ain't about simplicity. It's about the juggling of disparate 

elements to create a harmonious finish. Like a complex musical chord it's got to have a 

smooth surface but it doesn't matter what's happening underneath. Simplicity isn't the dictum 

here, at all. Some westerners think it's a jumble of flavours, but to a Thai that's important, it's 

the complexity they delight in”.  14

!
Mc Dang, a Thai celebrity chef, has also explained the important features of Thai food: "What 

is Thai food? Every country in the world has its own food profile. It reflects its culture, 

environment, ingenuity and values. In the case of Thailand, these words come to mind: 

intricacy; attention to detail; texture; color; taste; and the use of ingredients with medicinal 

benefits, as well as good flavor”  15

!
Value for Money 

From “Tourist Attitudes & Satisfaction from Travelling in Thailand in 2010” research by TAT, 

the third reason that influences tourists to travel to Thailand is that it is inexpensive and gives 

good value for money. From the purchasing power parity conversion factor (PPP), the cost of  

 Ian Tucker. “One night in Bangkok on the trail of Thai street food | Life and style | The Observer”, The 14

Guardian, September 19, 2010, http://www.theguardian.com/lifeandstyle/2010/sep/19/bangkok-thai-street-food-
david-thompson, accessed August 24, 2014.

 Svasti, ML Sirichalerm, The Principles of Thai Cookery ( Bangkok: McDang Dot Com, 2010), p.26.15

http://www.theguardian.com/lifeandstyle/2010/sep/19/bangkok-thai-street-food-david-thompson
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living in Thailand in 2013 is 0.4 times compared to USA .While Sweden, China, UK are 1.3, 

0.6 and 1.1 respectively.  16

For example, the cost of a Thai dinner in a mid range restaurant is only 3-5 pounds for one 

main meal and a side dish. The five-star hotel brands cost less than in Singapore, Shanghai 

and Tokyo. Value for money does not only mean providing affordable price, but also includes 

whether tourists also receive impressive service when travelling in Thailand. 

!
2. Weaknesses 

Lack of Ability to Communicate in English  

The language is one of the main problems for foreigners who travel in Thailand. Thai people 

speak Thai as their mother tongue, and mostly have poor skills to communicate with 

foreigners. Hotel staff and travel service agents have basic skill level to communicate in 

English with guests, while other Thai’s cannot easily speak or understand English. English is 

much more widely used in tourist cities and big cities in Thailand, and is not in Thai rural 

areas. English translation does not often appear, with signage, information and maps. All 

produced in Thai. Furthermore, Thai people are often afraid to communicate with foreigners 

in English because they are not familiar with the language. 

!
Instability of the Country’s Political Situation 

It cannot be denied that the instability of Thailand’s political situation over the past several 

years has affected Thai tourism’s image. Since 2006, Thailand has continued to have political  

 World Bank, International Comparison Program database .“ Price Level Ratio of PPP Conversion Factor 16

(GDP) to Market Exchange Rate.”, January 1, 2013, http://data.worldbank.org/indicator/pa.nus.pppc.rf, Accessed 
September 28, 2014.

http://data.worldbank.org/indicator/PA.NUS.PPPC.RF
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protests and unrest. A coup d'état has played a main role each time when the protests have 

become more aggressive. In the latest protest from November 2013 - May 2014, where 5 

months of political instability took place, the military declared to take control of the country. 

After the country declared a state of emergency in 2014, the number of tourists dropped to 

4.9% in the first four months.  These on-going incidents have created negative images that 17

have affected tourism in Thailand. The protests and coup d’etat have  decreased country 

reliability, creating a conflict between reality and the advertised tourism image which has 

made tourists hesitate to come to Thailand.  

!
Safety and Security  

Although, the crime static in Thailand is moderate , there is pick-pocketing, bag snatching, 18

and credit card fraud in tourist cities. Thieves and robbers are usually located in tourist 

attractions or crowded areas. There are also scammers who will take tourists to fake jewelry 

shops or sell them expensive travel packages and illegal taxi or Tuk-Tuk drivers that may 

charge excessive fares to foreigners. In addition, when these incidents happen, the 

investigation process is very slow. Violence in the South of Thailand still continues, such as 

bombings, and gun crime. 

Safety and security are important factors to motivate people to come to Thailand, for these 

factors reflect the country’s stability and well being. No one wants to end up in civil war 

during their trip or to get robbed on the beach. Therefore, Thailand should improve the 

security system to make for a livable tourist atmosphere.  

 Park, Kyunghee. “Thai Martial Law Seen Hurting Bangkok, Phuket Tourist Arrivals.”, Bloombergs, May 20, 17

2014, http://www.bloomberg.com/news/2014-05-20/thai-martial-law-seen-hurting-bangkok-phuket-tourist-
arrivals.html, accessed September 28, 2014.

 Harrendorf, Stefan, and Affiliated with the United Nations Control. International Statistics on Crime and 18

Justice. (European Institute for Crime Prevention and Control,United Nations, 2010)

http://www.bloomberg.com/news/2014-05-20/thai-martial-law-seen-hurting-bangkok-phuket-tourist-arrivals.html
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!
Inconvenient Infrastructure 

Public transportation in places like Bangkok are average, where there are sky trains that cover 

the main spots in the city and buses are crowded but good enough to allow tourists to travel 

around. However, on the other side of the country, especially in rural areas, buses and 

trainaare very slow and frequently delayed. The stations are hard to find and signage and 

information are in Thai. Thailand’s transportation also lacks linkage between the different 

types of systems. For example, it is hard to travel from the train stations to a tourist attraction 

or town centre by bus in the countryside. Tourists must share a taxi or private transit which 

charges a much more expensive fee than buses.  

Thai public services are accessible. Hospitals can give a standard treatment while doctors and 

nurses can communicate in English. Free WIFI is only in Bangkok and big cities, but is 

unstable and very slow. Tourist and recreational infrastructures are not fully 

developed .Museums, parks, and theatres lack of keeping and maintenance. 

Thailand is a developing country where facilities and infrastructure need a lot of 

improvement. While travelling in Bangkok and other tourist cities is not problematic, tourists 

still cannot rely on the tourism facilities of the entire country. 

!
Pollution and the damage done to Natural Attractions 

The dramatic increase in the number of tourists has changed the ecosystem in natural tourist 

attractions. These places are dirty from over-use and some animals have become extinct or 

have migrated to other areas. Coral and marine life has been destroyed by  ferries and tourists. 

Pollution has been a big problem for Bangkok for decades increasing each year due to urban  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growth. Methods of waste management have not been effective, leaving the canal water dirty 

and contaminated. 

These environmental problems have not only affected the image of travel attraction image, 

but have also increased tourists worry of their health when travelling in these area. Moreover, 

the degradation, pollution, and over-use reflect the failure in tourism management of the 

country. 

!
3. Opportunity 

!
Hub of Transit 

Thailand is situated in the heart of Southeast Asia. It is surrounded by Laos, Myanmar, 

Malaysia and Cambodia. Thailand has welcomed 15,370,049 in 2013 to Suvannabhumi 

Airport, a main international airport in Thailand.  .There are many transportations which are 19

connected to neighbouring countries such as the low cost airline to South east asia ,trains from 

Bangkok to Singapore or Vientian (Laos), or a bus to Cambodia and Laos. Tourists can stop in 

Thailand for 2-3 days to enjoy Bangkok before traveling to other destinations. The character 

of playfulness and fun can attract tourists to stop by and explore the town. Moreover, the size 

of the city centre is concise enough to allow tourists to experience it in a short time. 

!
Theme Experience 

With a diverse culture and geography, Thailand has the advantage to create many themes of 

experience to attract tourists such as cultural tourism, eco-tourism or adventure tourism. The  

 Department of Tourism “International Arrival to Thailand at Suvannabhumi Airport”. http://19

newdot2.samartmultimedia.com/home/details/11/221/621, accessed September 28, 2014.

http://newdot2.samartmultimedia.com/home/details/11/221/621
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unique culture in each region offers an indigenous experience for tourists. From hill-tribes in 

the North to a fisherman village in the South, the authenticity of Thai living is portrayed. The 

world heritage sites in Ayuthaya and Sukhothai illustrate historical Thai architecture and art, 

the uniqueness of which will attract tourists to visit the country. In addition, theme 

experiences are an opportunity for Thai tourism to sustain tourism ecology. Instead of 

promoting mass tourism, which can cause a negative impact on tourist attractions,  various 

themes can offer personal experiences to tourists which will reduce the issue of over visiting 

attractions. For example, eco-tourism can be an activity to reduce the negative impact to 

nature as well as raising tourist awareness on sustainability issues. Moreover, eco-tourism 

creates jobs and provides income to local people that may also be used as funds for local 

conservation. 

!
4. Threat 

Political Unrest and Terrorism 

The political conflict is rooted within Thai society since it  is related to the society structure. 

Thai people are divided into two main groups, middle class (yellow shirt) and lower class 

grass root level (red shirt). As the protest has been prolonged, the Thai military has increased 

its role within Thai politics. A coup d’etat has been used as a symbol of revolution by the 

military. The anti-government protests in 2008 caused more than a thousand tourists to be 

blockaded within Suvannabhumi airport after protestors blocked the buildings entrance  20

When Bangkok was shut down due to the protests in 2014, this caused an immense impact on 

tourists’ mobility. The six major intersections in Bangkok were closed and used as group  

 Thai protesters shut down airport, BBC News, Nov 26, 2008, http://news.bbc.co.uk/1/hi/7749399.stm, access 20

August 28, 2014.

http://news.bbc.co.uk/1/hi/7749399.stm
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assembly area before the protesters walked to parliament and government buildings. 

Insurgency in Southern Thailand has  remained for decades in 3 southern provinces 

(Pattani,Yala,Narathiwat). According to the Pattani post, more than 6,000 people have been 

killed during this time.  21

The on-going inconsistent situation is dramatically influencing the country’s image. Tourists 

have found that it is hard to predict the situation in Thailand as well as avoid the possibility of 

threat while travelling. Moreover, the failure of government operation has raised the questions 

to many visitors about their security while they are travelling in Thailand. 

!
Increase in the Cost of Living  

The Thai economy has continued to increase as the country has  developed and pushed itself 

to emerge on the international market. Both exports and imports have dramatically increased 

during this decade, with such market growth raising the currency exchange. In addition, urban 

growth has brought up the Thailand Consumer Price Index (CPI) to its highest ever rate in 

2014.  22

Thailand is famous as an affordable destination, yet the increasing cost of living has effected 

tourist expenditure. While it is no reason for the country to stop its economic growth or 

reduce the currency exchange rate, Thai tourism should be concerned about competing with 

others countries that offer affordable prices at the same level of quality.  

Thailand through a Foreigners Eyes  

 Seven Injured in Explosion near Hospital in Southern Thailand , Pattani Post, May 28, 2014, http://21

patanipost.net/2014/05/28/seven-injured-in-explosion-near-hospital-in-southern-thailand/, accessed August 28, 
2014.

 Bureau of Trade and Indices Thailand. “Thailand Consumer Price Index (CPI) 1976-2014”, http://22

www.tradingeconomics.com/thailand/consumer-price-index-cpi, September 28, 2014, accessed September 28, 
2014.

http://patanipost.net/2014/05/28/seven-injured-in-explosion-near-hospital-in-southern-thailand/
http://www.tradingeconomics.com/thailand/consumer-price-index-cpi
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Hollywood movie is one of the most influential types of media to bring Thailand to the world. 

The image of the dream destination for Western people who want to escape the town they live 

in to find their own paradise beside the beach has represented the sense of the exotic to those 

countries. The beautiful beach and undiscovered natural attraction has been presented with a 

feeling of adventure in “ The Beach , Tomorrow Never Dies . On the other hand, in The 23 24

Hangover 2 , Thailand was presented with several negative aspects such as the sex trade, 25

wild parties , the mafia , drugs and corruption. Thailand in the movies has therefore been 

represented as a country where unexpected incidents happened. A sense of surprise from the 

culture, city or  nature has made the image of the travel experience in Thailand as an exciting 

place to visit. Exotic pieces of nature such as  tropical plants, elephants or the appearance of 

Thai people are charming to tourists who want to experience something different from their 

routine. Similar to this, Lonely Planet has described Thailand as “friendly and fun-loving, 

exotic and tropical, cultured and historic, Thailand radiates a golden hue from its glittering 

temples and tropical beaches to the ever-comforting Thai smile”  26

!
On the other hand, Thailand’s image on the news is far from how it is seen in the movies. The 

messy town where big political protests are regularly held is often seen on the BBC news or 

in newspapers. The civil war in the South of the country is published with a headline of the 

image of an unstable situation in the country has affected the country’s reliability. 

!

 The Beach, dir: Danny Boyle, 200023

 Tomorrow Never Dies, dir: Rogers Spottiswoode,199724

 The Hangover 2,dir: Tod Phillips,201125

 http://www.lonelyplanet.com/thailand,accessed September 28, 2014.26

http://www.lonelyplanet.com/thailand,accessed
http://www.lonelyplanet.com/thailand
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From TAT research in 2010, the factors which help tourists decide to travel in Thailand 

because it has beautiful sceneries, a richness of culture, friendly people and value for money. 

77% of tourists gave positive reviews about travelling in Thailand as a beautiful country with 

exciting experiences, friendly people, tasty food and sunshine, while 2% left comments about 

language problems, traffic jams and dirt and pollution.  27

!
Brand Positioning in tourism market 

According to branding Thailand research from TAT’s “Tourist Attitude & Satisfaction from 

travelling in Thailand in 2010” , the key components of Thainess in tourist’s perception are: 

place, people, product and procedure. 

!

!  

Source: TAT Research : “Tourists Attitude and Satisfaction for travelling in Thailand” 

!

 The Tourism Authourity of Thailand,”Tourists Attitude and Satisfaction for travelling in Thailand”,27

(Thailand:Market Wise,2010),29
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The components  of Thainess are a variety of tourist attractions, empathy and friendliness 

from people, delicate to detail and spontaneity. The definition of Thainess in a tourist’s 

perspective is fun, fulfilling, friendly and flexible  28

!
“Amazing Thailand”  

“Amazing Thailand” is the first tourism campaign that has made Thailand’s tourism renowned 

globally. The campaign was launched in 1998 to differentiate Thailand from other nearby 

competitors. The campaign represented Thailand as an amazing place to visit,capturing the 

country as a place of leisure. This advertising has illustrated the how exciting the experience 

of travelling in the country can be, where there is great diversity of culture and natural 

attractions. From the success of the “Amazing Thailand” campaign in 1997, The Tourism  

Authority of Thailand has continued to use the same branding until today. However, in 2003 – 

2004, Thailand tried to change the country branding into something more mature. The new 

campaign was named “Unseen Thailand” and “Happiness on Earth” to promote the country as 

a luxury leisure destination. The campaign wasn’t as successful as “Amazing Thailand” since 

Thailand was already known as an exciting place that would amaze tourists when they visit.  

!
!
!
!
!
!

 Ibid.,3228
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Chapter 2: The Memorable Tourism Experience 

!
 The “memorable tourism experience” is associated with multiple interactions with the social, 

environmental, and activity components. It is a combination between the memorable 

experience and tourism experience. The memorable experience’s meaning is “a mental 

journey that leaves the customer with memories of having performed something special, 

having learned something or just having fun”  while the tourism experience is “an alternative 29

experience of time, that is, time off or holiday time, which appears as an alternative rhythm, 

free from constraints of the daily tempo” . Tourists create stories during their experiences 30

and they present these stories to others as memories of their trip. Storytelling acts to both 

consolidate and recover experiences from memory, and an appreciation of storytelling 

provides listeners with a deeper understanding .  

!
  Sundbo, J. and Darmer, P., Creation of Experience in the Experience Economy, (Cheltenham:Sundbo & 29

Hagedorn-Rasmussen, 2008), p.83.

 Wang, N., Tourism and Modernity: A Sociological Analysis.(Oxford: Elsevier Science,2000),p.216.30
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How to create a Tourism Experience? 

!
“A tourism product is what you buy, a tourism experience is what you remember”  

(Canadian Tourism Commission) 

!
To create a memorable tourism experience, a tourism service provider needs to plan and 

provide the way for visitors to become more deeply immersed in the tourism product/service 

and become engaged in an emotional way. Tourists will experience the place through feelings, 

sensations, stories and interaction rather than simply tourism products/services. The trends of 

tourists today have changed from visiting the tourist attraction to wanting to experience the 

real culture of the city. Tourists are more interested in travel activities that allow interaction 

with local people more than in the past. 

!
The Tourism Experience 

A tourism experience is holistic, and is necessary to involve many tourism activities. A good 

tourism experience can increase the value of a tourism system and tourist satisfaction, as well 

as motivating the tourists to come  or even return to the country. The most important things 

for delivering the best tourist experience are: a great product that emotionally connects with 

tourists and fulfills a basic need or desire, a deep understanding of the traveller, and an 

understanding that allows the tourist agency to anticipate what they need better and sooner 

than they know themselves. 

How is it Possible to make People Memorise their Tourism Experience? 
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People memorise the situation through their perception and transform the experience into their 

aspect and store it as a memory. When they face a similar and familiar situation, they will 

recall the memory to make decisions and interact with the people or problems. 

Perception and the Perceptual 

Perception (from the Latin perceptio, percipio) is the organization, identification, and 

interpretation of sensory information in order to represent and understand the environment . 

The sensory includes sight, hearing, smell, taste and touch. Each sense relates to a particular 

stimulus and nervous system. For example, when people touch the object, the touch receptors 

in the skin will cause the feeling of hot, cold, smooth, rough, pressure, tickle, itch or pain. The 

messages then pass on to the brain to identify the object and send  messages back to the hand 

in the same pathway. The sensory senses cooperate through developing the impressions so the 

individual gets a perception about the environment .  31

!
The Perceptual Process 

Perceptual process is the process of creating individual experience under a persons own 

perception. This stage encompasses multidimensional components such as body movement, 

emotional feeling or intellectual understanding. It is continual and naturally occurs when 

people perceive many stimuli. 

!
!

 Solomon, M., Bamossy, G., Askegaard, S. and Hogg M, Consumer Behaviour: A European Perspective 31

(Essex: Pearsson Education Limited,2010) 

http://en.wikipedia.org/wiki/sensory_system
http://en.wikipedia.org/wiki/information
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!!!!!!!!!!!
! ! ! ! !
! ! ! ! Source: http://bcomm2110-01.blogspot.co.uk!!

From the perceptual process model, there are three stages to create perception. Starting with 

sensation, people expose themselves to the environment. The stimuli will invigorate their 

feeling through their sensory. In the attention stage, they will focus on some part of the 

information that they are interested in or has  provoked their feeling. Interpretation is the stage 

of constructing the message that they get with their attitude or opinion toward this situation to 

transform it to be their own experience. Individuals get the same information but how it is 

interpreted differs because of different needs and experiences . Although the perceptual 

process is often used in marketing strategy, it is important for the tourism industry to have an 

understanding of human perception. The process gives benefits not only in increasing 

customer satisfaction and business values, but also by creating brand identity and customer 

recognition. 

!
The Memory Process 

After the perception stage, humans will choose some part of the experience to remember.  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There are three stages to form memories: 

Encoding is the process of transforming experience into useful information as it is connected 

to the existing memory or interesting information which relates to individual interests; 

consequently it can be easily to store and recall. 

Storage is the process of recognition. When the memory is kept, some of it lies outside of our 

awareness, except when we actually need to use it. This consequence is a part of the sub-

conscious and psychological change.  

Retrieval is the process of recalling the memory and reusing it as an attitude to the current 

situation. These memory processes are important for the tourism industry to present the right 

message to tourists and ensure that they store long-term memories of their time that are easy 

to recall when they are exposed to inducements.  

!
How Perceptual and Memory Processes are important to the Memorable Tourism 

Experience ? 

!
Perceptual and memory processes are the main structure for creating a memorable tourism 

experience. Both processes need to have the same theme in order to create a strong impact on 

tourists to make them remember their experience of a whole journey. 

!
In perceptual processes, the tourism service provider needs to prepare environments which 

allow tourists to explore with their five senses. The place and activities should have a strong 

identity to make them focus more on the current situation. This attention can be created in  

!
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different ways such as good experiences relating to what they like or stimulations which make 

them more curious and want to discover more. Tourists easily pay attention when they 

encounter a familiar situation that they are used to. For example, the Intercontinental Hotel in 

Thailand’s atmosphere is different from one in Finland. Despite being under the same brand 

and delivering the same service standard, each different location has a different culture and 

perception. The hotels have to adapt their design and service to match with their environment. 

Therefore, it is easier to communicate messages to their main customers and make them feel  

welcome and to re-visit. The adaptation of product or service to different cultural identities is 

due to brand strategy to ensure that tourists will receive the same values and information. 

Another example is how tourism campaigns use the adventure experience image to make 

people more focused on the message inside. The activity image can create a curiosity to the 

senses and attract people to see and use their imagination to create their own picture. The 

activity images do not only provoke people to imagine but also remind them of past 

experiences or their inside needs. For example, when office workers see how happy travellers  

are in the tourism campaign image, some of them will want to escape their routine lives and  

experience the same things as in the picture. Attitudes and experiences of the past are key 

factors of the interpretation and response stage. It is related to individuals’ memories and what  

tourists face presently. Each tourists have different opinions on the same places. Therefore, 

experience providers have to ensure that what they provide is suitable for their target group. 

Tourists will relate their present feelings to the past as well as thinking of their reaction after 

their experience in the future. In some cases, individuals will react with their sub-

consciousness. Therefore, service provider need to understand both needs and hidden needs. 

The travel period is the other factor which affects  this stage. Travel means that people don’t 

live in the same place, so tourists will be aware of the different culture and react differently to  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what they are used to. The difference culture also causes a problem of interpretation and 

responses from the different understanding between local people and visitors. Tourism service 

providers need to create a flexible environment that allows tourists to relax and react naturally 

to what they perceive. Such training for staff is needed so that they may understand many 

cultures and regulations of each country; staff are the main actors for service. If there is some 

accident or misinterpretation, they should be able to handle it effectively.  

!
People remember what they meet from what they perceive. Tourism service providers need to 

create a good memorable experience for the tourist. Tourism activities are related to multi-

dimensional factors, and service providers should therefore provide good experiences for 

them as it will encourage them to come back and suggest the country to others. 

!
Why is the Memorable Tourism Experience important for Tourism in 

Thailand?  

!
Due to the high competition in the global market today, many countries try to improve their 

tourism sector to increase visitors. For example, today Singapore focuses on representing the 

diversity of their culture (Chinese, Malay, Western) in their tourist campaigns. The country 

impresses visitors not only by improving the city, its architecture and culture, but by also 

ensuring a pleasant that the whole journey will be a pleasant experience by building 

convenient transportation routes and making a easy maps for visitors to explore the city. 

Despite Thailand having a strong reputation as a travel destination, it still needs to organize 

the tourism system as is is seen from the tourists point of view as a big picture to utilize the  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country’s resources properly. The beautiful scenery, richness of culture and friendly service at 

a reasonable price is the main temptation for visitors, but if it is not connected and systemic it 

can be a big problem for travellers. Moreover, the memorable tourism experience has 

differentiated Thailand from its competitors. While tourism in other countries play with the 

experience portrayed by campaigns,, Thailand has looked at the big picture and organised so 

that the entire experience can be remembered. This concept increases brand value to the 

country, with he unique brand positioning stimulating tourists to discover the uniqueness of 

the country. 

!
The theory of the memorable tourism experience is important for tourism. It is a strong 

narrative for visitor experience and influences their decision-making before to after their 

holiday. Past memories are one of the main factor visitors decide to re-visit or recommend the 

destination to others. Based on the analysis of Hoch and Deighton (1989)  of Thailand’s 32

tourism situation ,the memorable tourism experience gives the following advantages to 

Thailand: 

!
➢ Increasing Tourism Income: 

Tourists will spend more when they revisit. The memorable experience encourages visitors to 

travel to the same destination, since they are impressed with their experience and want to 

come back to enjoy it again. Travellers will trust their good experiences and use them as a 

reference before making a decision to spend money. The number of tourists increases because 

friends and families become inspired to visit the country as well. 

 Hoch, Stephen J., and John Deighton. Managing What Consumers Learn from Experience ( Center for 32

Decision Research, Graduate School of Business, University of Chicago,1988)
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➢ Keeping Loyalty and Creating Trust with Customers: 

The memorable experience is a kind of promise. It will not break tourists’ expectations in the 

middle of a journey. The visitor will have a smooth trip when they visit the country and return 

home with good memories. Loyalty will arise after travellers trust the country and  feel 

comfortable to re-visit or suggest the destination to others. 

!
➢ Word of mouth: 

Word of mouth is important for promoting the country, for it is powerful and has no cost. 

Online reviews from travel experts on tourists’ memories from their trip can encourage 

thousands of new travellers to visit the same destination, while family or friends can be an 

influential reference to make tourists decide to book a ticket and travel there. 

!
!
!
!
!
!
!
!
!
!
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Chapter 3: How can Thailand create a Memorable Tourism 

Experience ? 

!
In the competitive tourism market of today where customers have various destinations to 

decide between, the memorable tourism experience is key to differentiating destinations in 

order to attract new tourists and compel the previous tourists to revisit. 

!
How to create a memorable experience in Thai tourism ? 

!
According to Pine and Gilmore (1998)  five key points for experience-design principles are 33

theme experience, harmonising impressions with positive cues, eliminating negative cues, 

mixed memorabilia, and engaging all five senses. 

!
1. Theme experience  

 Pine, B. and Gilmour, J,” Welcome to the Experience Economy”, Harvard Business Review,Vol76 : 97.33
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In order to create a memorable tourism experience, Thailand needs to set a strong brand 

image to communicate to tourists and make the country’s image stand out from competitors. A 

successful destination brand needs to convey the expectations, or promise, of a memorable 

travel experience that is distinctively associated with that destination.  

Tourism campaigns and advertising must to stimulate the audience’s emotions. The 

communication of content should be written by spectators, content makers and residents to 

make it authentic and varied. The themes should cater experiences from pre-travel to post-

travel, not only presenting a concept of “Amazing Thailand” in the advertising but Thai 

tourism has to engage stakeholders to create an amazing experience for tourists.	
  When tourists 

think of Thailand ,they think about exotic experiences, exciting journies, friendly people, 

good food and Thai culture. To make tourist feel amaze while they travel in Thailand, the 

place and activities should deliver an inspiring and interesting experiences. For example, 

tourist attractions should offer adventure or local activities for tourists to try such as learning 

to cook local food from hill tribe villages or trekking to see a rice field in harvest. 

Experiencing the country with locals who can explain a history of the place and bring tourists 

to experience local living can be one of the stimulation to make tourists more excited in a 

journey. In addition, a theme of memorable experience should be aligned along the same 

lines. It should be training or a service manual for stakeholders to make them understand the 

concept correctly and deliver services in the same way. 

!
2. Harmonised Impressions with a Positive Cue 

People easily memorise their impressions as a memorable experience. Travelling is the 

activity which brings visitors to explore many parts of the country. Therefore, Thailand should 

improve its infrastructures such as transportation, tourism facilities, and communication allow  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for a convenient journey. Furthermore, the country should be concerned with safety and 

security not only for tourists but for the whole country. The trip cannot be amazing or 

impressive without first being protected. The government should be sure to get rid of 

criminals and corruption to improve the country’s image. The perception of human trafficking 

and the sex trade have influenced tourists to have a negative attitude to visit Thailand. All 

experiences of the trip should be consistent, supportive and personal to the tourists to make 

them relaxed and encourage them to remember a good experience from their journey. 

!
3. Eliminating Negative Cues 

Even though it is impossible to ensure tourists are satisfied for the entire journey, tourism 

service providers can work to diminish undesirable experiences from a trip. There are two 

approaches to reduce negative incidents. Firstly, they should plan to reduce risky factors as 

there are many occurrences or frustrations which can create an unpleasant memory. For 

example, tourists can get lost because a map shows incorrect information. As a result, tourists 

have a negative attitude to the service provider and have a bad experience in their journey. To 

diminish the frustration factor, tourism service providers should research tourist behaviours to 

arrange supportive factors in their journey. One of the popular problems for tourists is 

language. The tourism department should provide information on tourist websites in English 

or other widely used languages to give a clear explanation to visitors. Secondly, planning to 

manage failure, tourism service providers should plan to handle accidents and prompt to solve 

the problems. For example, the tourism police hotline should be accessible, and the police 

should know how to manage the situation when the accidents happen. The investigation 

process has to be fast and correct. 

!
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In order to eliminate negative cues, the government should establish a one-stop service centre 

for tourists to visit and contact when they have questions or face insecure circumstances. The 

staff should receive training to deal with tourists’ incidents. Furthermore, a tourism one-stop 

service centre could work closely with the community to look after the tourists and create a 

blissful environment. 

!
4. Mix in Memorabilia 

Memorabilia is an object that people keep as a memory. The memorabilia engages tourists, 

creating and reminding them of a memorable experience. Memorabilia makes the travel 

moment special and recalls the memory of travel after visitors return home. The object itself 

may have intrinsic value, or simply be a symbol of past experience. Without the owner's input, 

the symbolic meaning is invisible and cannot be articulated. For example, the Eiffel tower 

model can be a way to remember a Paris trip. It can remind tourists of how happy they were 

when they travelled there. Memorabilia does not only recall memories for visitors, it also 

creates word of mouth and attracts new travellers. One object with a good story from a past 

visitor can motivate a newcomer to experience the same journey. 

!
The Thai Tourism Organisation should arrange national memorabilia to give to visitors. The 

memorabilia must represent Thai culture to easily remind tourists of their experiences on their 

trip. The souvenir should be practical and something that can be used while they are travelling 

in the country. For example, the Tourism Authority of Thailand should offer a map package 

where tourists can collect stamps from where they have been and put in the map to remind 

them of their trip. The map can also contain a barcode so that they can scan and store it online 

to share with their friends and family.  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5. Engage All Five Senses 

Sensory plays a main role in creating perception and stimulating people to remember their 

experiences. The sensory should support and enhance its theme. The more senses an 

experience engages, the more effective and memorable it can be. Some cues heighten an 

experience through a single sense affected through striking simplicity (Pine and Gilmore, 

1998). Beautiful beaches with white sand and blue sea inspire a reputation for Thailand’s 

beaches. Tourists expect to relax and enjoy the seaside during their travels. The pleasant trip 

can be destroyed however if they cannot lay down on the beach because it is covered with 

trash instead of white sand, if music from nearby parties is too loud to enjoy seaside or if 

smoke from traffic interrupts their moment to chill out.  

!
To avoid this situation, the Thai Tourism Organisation should work closely with local 

municipalities to make sure that all facilities and infrastructure supports tourism activities. To 

represent the “Amazing Thailand” theme, an experience should use the cultural to engage the 

senses of tourists. For example, street food events are one of the most popular activities that 

stimulates tourists to explore Thai culture. A market with plenty of food presents the richness 

of ingredients, smells from herb create an exotic scent, and chefs cooking at a kiosk along the 

street illustrates a spontaneous moment to make the trip more memorable and exciting. 

!
Project Implementation 

!
Policy and Planning  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Policy and planning is a blueprint for tourism development, related to front stage and 

backstage work to deliver a memorable experience to visitors. To make Thailand’s tourism 

stand out from other countries, the Thai government should integrate a memorable experience 

as an innovative key to improve tourism. The issue should be put on the national agenda, with 

the new tourism policy clearly defining the character of the memorable experience that 

Thailand wishes to deliver to tourists. It should include the method of how to create a 

memorable experience, as well as the strategy of implementation. Furthermore, the policy 

should be based on research and insight from related fields such as communities, the private 

sector and tourism service providers. 

!
Implementation 

The Thai government should play a main role in supporting the implementation via funding, 

innovation, knowledge and network. Since the memorable tourism experience concept has 

only newly emerged in Thailand, the government should create and provide a  tourism 

experience design manual or toolkit to stakeholders. The manual should include key values, 

methods and case studies to inspire stakeholders to use the approach of creating a memorable 

experience for tourists, as well as developing their business or organisations. The department 

of tourism should set up workshops or training for stakeholders to gain knowledge and 

practice with those with more expertise. Project follow up is necessary for governments to 

observe and give advice to the tourism industry. Monitoring should be organised by local 

authorities to strengthen the working relationship between the public and private sectors. In 

addition, to create a memorable experience for tourists, tourism service providers need to 

work together to create a smooth journey. Funding is of course an effective factor to stimulate 

the working process, while knowledge and innovation increase efficiency in the projects.  



36!!!
!
Evaluation and Development 

Evaluation is beneficial to assess achievement and gain feedback from the policy 

implementation. The assessment should take data in quality and quantity to learn what are the 

problems and opportunities. Since the memorable tourism experience is mainly related to 

emotion, the process of data collection has to include interviews and observation in order to 

get deep insight from tourists. To make the evaluation and development process effective, the 

Department of Tourism should participate with TAT to develop a tourism strategy from the 

insight and feedback that comes from tourists.  

!
!
!
!
!
!
!
!
!
!
!
!
!
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Case Study 

!
Tourism Tasmania 

Tourism Tasmania is a good example in creating a memorable tourism experience. The 

organisation was established by the Tasmanian government to maximise the potential of 

tourism in Tasmania. 

!
The tourism campaign “Behind the scenery“ has illustrated meaningful experiences 

distinctive to Tasmania such as nature, heritage, food and wine. This was represented through 

the story of destinations to attract tourists to travel to Tasmania. The experience before travel 

is shown on the Tasmanian tourism website “Discover Tasmania” with beautiful sceneries and 

enjoyable activities. On the Tourism Tasmania website, it offer routes, themes and informs on 

provided services along the way. Tourists will have to navigate the website through stories 

from each of the the locations. The actual route of nature, heritage, food and wine is a part 

which generates ‘natural experiences’ and encourage tourists to discover ‘Tasmania behind 

the scenery’. Within the context of the experience economy, Morgan gives a good summary of  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what is at stake: “The tour becomes a drama, a journey of discovery, scripted to bring out the 

true character of the place, delivered by people who are able to put something of themselves 

into their roles and build real relationships with their guests. In the new marketplace, the 

winner will be the one with the best story”.  34

!
Tourism Tasmania did consumer research and industry consultation to gain an insight before 

lauched the tourism theme “Go Behind the Scenery”. From Tourism Tasmania, research 

identified that people who were the most likely to visit Tasmania all had in common an 

interest in exploring and learning more about themselves and the world in which they live.  

“ The campaign emphasises that behind the scenery experiences - the nooks and crannies, the 

offbeat and original, and Tasmania's natural beauty set against the brutality of our 

environment and social history “  35

!
Good tourism facilities in Tasmania allow tourists to have a smooth journey to experience ‘Go 

Behind the Scenery’. The road requires a high level of maintenance. It attracts tourists to drive 

from one end of the island to the other. The dramatic scenery along the road creates an 

exciting journey and sense of exploring. The collaboration between Tourism Tasmania, stake-

holders and visitors has developed Tasmanian experiences and tourism services. The media 

content about travel in Tasmania do not only come from Tourism Tasmania but also includes 

information from locals, experts and visitors to offer variety and authentic content to 

audience. To promote tourism events, Tasmania partnered with communities or private sector  

  Morgan, M., “ (2004) From production line to drama school: higher education for the future of tourism”, 34

International Journal of Contemporary Hospitality Management ,Vol16: 98

 http://www.tourismtasmania.com.au/__data/assets/pdf_file/0015/19221/Fact_Sheet_Go_Behind  35

_the_Scenery.pdf ,accessed September 28, 2014 
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companies to set up festivals or collaboration projects to expand the market and develop a 

relationship between organisations and Tourism Tasmania. 

!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
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Conclusion 

!
The memorable experience theory has emerged globally as a new way to increase the values 

of service by making it personal and impressive for customer. This is especially important for 

tourism, as there are many countries which try to improve customer experience and offer a 

customised service to visitors.  

There is no guarantee that the memorable tourism experience will increase market growth or 

attract a million people from all over the world to visit Thailand, but the country should start 

to consider the tourism experience as a whole structure as well as improving Thailand’s 

tourism as an entire journey. The government should seriously take on the concept and apply 

it from policy to implementation. Planning and strategy must be clear and easy to implement 

by all stakeholders involved. Tourism development cannot be achieved if there is a lack of 

support in funding, knowledge or the connection to government. Some have said that 

bureaucracy will stop progress, but it is better to maximise the capacity of government to 

support and innovate a new concept to improve the country. At the same time, the authorities  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should change their work to be more effective and innovative. To create a memorable 

experience cannot be achieved by work in only one sector, for  a collaboration is needed to 

improve the whole journey.  

!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
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