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RESOURCES, INCLUDING ENERGY CARRIERS

Source: EEA 2016.
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MNote: International travel control implies: 0- no restrictions; 1 - screening
arrivals; 2 - quarantine arrivalsfrom some or all regions; 3 - ban arrivals
from some regions; 4 - ban on all regions ortotal borderclosure
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1) nsudagundasnemuilssgnsuazdean (Demographic and social change)

2) msdfunisviaanadlinaulandsrauana (Individualization)

3) msuwnalulagndasuudassluuunissiiugsnanazssuuaruananluln (Digital
transformation and automation)

4) guanuazANdzaIANIauALKUY (Health and hygiene)

(WNBTIA GUAN, 2564)



nsilasunlasmegnulssainsuazdenn (DEMOGRAPHIC AND SOCIAL CHANGE)

Generation

GenerationZ

GenerationY
(or Millennials)

Generation X

Baby-boomers

Silver-hair
generation

Age

Travel preferences

< 24yearsold
(born after 1995)

| Open-minded, bucket-list
oriented, love adventure and
eco-travel, love nightlife

24-37 yearsold
{born between
1981-1994)

Travel solo or in pairswith a
friend, visitfamily, prefer all-
inclusive, relaxing and
romantic gateways and sports

38-53years old
{born between
1965-1980

Focus on experiences, travel
less frequent than other
generations, family trips,
sports, business trips

54-72 years old
(born between
1946-1964)

Focus onrelaxed and non-
adventure trips, big spend

> 72years (born
before 1946)

Large group travel (more than
4 people), deep pocket, long
vacations, big spend

Hospitality preferences

Influencers

Non-traditional hotels, Social media

eco-hotels

Smaller boutique Advertising
brands, shared

economy (AirBnB)

Resort, family hotel,
business trips

Tour groups,
search engine
tools

Tour groups, word
of mouth

Upscale, family hotel,
traditional hotel
concepts

Upscale, traditional
hotel concepts

Tour groups, word
of mouth, family

Changes after
CoviD

Less fear, ready to
travel with fun
(short-term),
budgeted

Less fear, short-
term travel,
respond to travel
campaigns

Fear, limitbig
spend, limit
business trips

Fear, somewhat
limit travel

Fear, limit travel

Source: Everydaymarketing, Index Creative Village Public Compary Limited, Krungsn Research
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Phase 1:
Begin over

Focus on key interventions to
build confidence in domestic
tourists. Focus on campaigns to
attract GenZ, GenY and Gen X.

Source: Krungsn Research
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Phase 3:
Bubble tourism

@

Conduct travel bubble with
targeted provinces and pair
with countries with similar
success to Thailand in
suppressing the COVID-19
virus.

Phase 2:
Boost fun

Still focus on domestic tourists
and long-term expats. Build
confidence of baby-boomers

and silver-hair generation.

Phase 4:
Build-Back-Better

- @

Thailand reconnects with the
world and re-ignite demand.
Thailand improves enabling
capacity, transform safety and
healthcare services, with
efficient, effective and purpose-
led supportfor sector growth
and development.
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JOURNEY EXPERIENCE MAP) Purchase
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« Context driven
* Ratings and reviews
« Mobile
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Source: Whitehouse (2013)




LRUNUTLAUNITUNITLAUNIGARIUNNAINED  (CUSTOMER JOURNEY EXPERIENCE MAP)
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(Rowett, 2020)
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Purchase

* Upssll

e Cross-sell

_* Upgrades
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5 s, et Next trip  ~.
7 Plan Departure » Collect data y
i « Personalized * Notifications « Update travel profile
* Social * Upsell * Individual offering
* Location

* Travel profile

Trip

* Activities

« Context driven

* Ratings and reviews
* Mobile




TOURISM 4.0
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Source: Penceny et.al.(2019, p. 5)

Tourists

residents

Tourist
service
providers

Government
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" Tourism platforms : TripAdvisor, Agoda, Airbnb ua:z Local Alike



CONCEPTUAL
FRAMEWORK OF TOURISM-

RELATED ONLINE
PLATFORMS

Individuals/
private-
enterprise
focus

Mass tourism offers

’ TakeMe Tour
Airbnb
ToursByLocals ‘
Withlocals I Like Local
Local Alike

Specialized tourism offers

Source: Ditta-Apichai et.Al. (2020, p228)

Community
focus
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TRANSPORT PLATFORMS: GRAB UBER uwaz MALTA PUBLIC TRANSPORT
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ONLINE PAYMENT PLATFORMS

Alipay

WePay




CIRCULAR TOURISM
ECONOMY

Circular design: nnsaanuuugsanuae
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Use and life extension: n13assl
gauamnTg a1 lunanag
Ve lilasdnanAuANAAT BRI L

N19LsINATINAL (collaborative consumption)

Value recovery: wengnuiungs laaas
gnieanueiz lue e

Circular support: nsvimuimalulatinadia
Wanunsndoelunsiaeuudaslilgimssgnanis

VNIV NG

(Circular city funding guide, 2020)

Feedback between tourists ° @ ~ Proposal of a sustainable
and/or professionals to tourism offer from the
improve the sustainable r é w tourism industry

tourism global offer

VIRCGULAR
s TOURISM

Choosing a sustainable
transport for the stay

T

Sustainable stay (Hotel
establishments selected,
local consumption,
waste sorting...)

Selection, planning

and booking through
a sustainable

process

Source: the circular tourism sector (Oreve, 2015)
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