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Thailand successfully usedtourism to bring about economic recovery after the
Asan financial criss. Tourism receiptstotaled US$6.7 billion in 1999 and
contributed 5.4% of Thailand’ sGDP. Morethan4 millionThasaredirectly
andindirectly employedin thetourismindustry. TheThai economy isexpected
to grow by 4.5%in2000whileinflation isprojected to bebetween 2.5% and 3%.

Thailand experienced growthin total visitor arrivalsbetween 1998 and 1999 of
5.7%. In 1999, Thailand attracted 8,580,332 visitors with 88.8% of these
coming on haliday and 8.6% on business making the tourism industry
Thailand’ slargest fordgn exchange ear ner.

Nearly two-thirds(60.1%) of Thailand’ stourigt arrivasin 1999 were from East
Asia. JapanwasThailand’ shiggest country marketin 1999with 1,064,539
vigtorswith amarket shareof 12.3%. Maaysiaranked second representing
11.5% of Thailand sinbound arrivals. Other top marketsinclude China(9%),
Singapore (7%) and Taiwan (6.5%). Total arrivdsfromEurope accounted for
amog a quarter (23%) of Thailand’svidtors. Of the European countries, the
United Kingdom posted the most arrival s (4.9%), followed by Germany (4.3%).

Theaitical issuesfacing Thailand’stourism industry includethedevelopment
of itshuman r esour cesto meet the demands of theindustry; the pr eser vation
of the environment; and the destination’ s negative image because of sex
tourism. Another critical issueisthesaf ety andprotectionof visitorsto Thailand
and to g& morequality vistorswho will stay longer and spend more money .
Vidgitorsto Thaland stay 8 days on average.

Thailand achieved its growth in visitor arrivals through the mega two-year
“Amazing Thaland’ marketing campaign which commenced in 1998. The
Tourism Authority of Thailand had a budget of US$66 millionin 1999 and
received an 8.7% increase for 2000. The Tourism Authority of Thailand hes
encouraged more travel withinthe ASEAN region by relaxing immigration
regulationsfor touristsfrom China, Taiwan and Malaysa aswell asfor
touristsover 55yearsof age Thailandistrying toincreasevisitor expenditure
with theintroduction of tax free shoppingfor tourists, asthey will be allowed
to reclaim the 7% value added tax pad on dl goods bought in Thailand. The
countryisalso niche marketing in theareasof golf, diving and health.The
Tourism Authority of Thailand will aso collaborate with the Hong Kong
Tourig Association and the Singapore Tourism Board later thisyear at the
World Travel Market to promote the region asthe best value for money.

Future Thalland’ s touriam indugry should continue to
grow in the near future. With the relaxing of
prospects immigration requirements, the Chinese market
showsthe mog potentia. The Thai gover nment
es tourigm as the main driver of economic
growthandwill continuetoimproveThailand’s
infragructure and develop tourist Stes.

Sources: Tourism Authority of Thailand and Bank of Thailand.
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Destination Watch

Increasein US
arrivals in 1999

Botswana targets
tourism

The UShasrecovered from a 2.9% drop in international arrivalsin
1998 to record a “dronger than expected” 5% increase in 1999,
accordingtothe USConmmer ceDepartment’ sOffi ceof Tourismlndudries.
Themajor contributor to thisrebound wasa phenomenal 7% risein
Mexican vigtors, the result of a favourable Mexican peso. Canada's
gronger economy aso resulted in the firg vidtor outbound increase in
three years to the US (5%), while maintai nin? the northern country’' s
dominanceastheUnited States’ premier sourcefor internationd tourigs.
Overseasvisitorstothe USgrew 3% in 1999 after a2.1% letdownthe
previousyear. The consequenceof a gable economy inwestern Europe
was thereceipt of 48.5 million vidtors by the US and an attack by the UK
on Jgpan’ s postion as the US leading oversess arrival source.  Japan
experienced aminor decline (1%) in outbound to the US, compared to a
mass ve 9% dropin 1998. UK vistorsrecorded a 7% increaseand in

tlhgeggroceﬂsreduced Japan’sleadfrom 1 millionin 1998t0 600,000in

From a negligible touriam base in the 1960s Botswana has risen to
become the sixth-larges tourism destination in Africa. Tourids,
especia ly from mainland Europe and North America, are drawn to the
country by its beautiful scenery and rich natura hebitats TheBotswana
gover nment isbe nginstrumental in developi ng thetourism potential

to the many national parks and game reservesin its care - which

themsalvesar eattractingrecordnumber sof vigtor s. Botwanareceived
nearly 800,000 bonafidetourigsin 1998. Tourisminfragructureinterms
of accomodation and trangport isadequatefor present-day needs but wil |

need further upgrading tocopewith thecortinued influx of vistors. There
isals0 needsto bedronger environmenta management if thetounsmwave
is not to damage the very naturd beauty that has attracted it. Source:

Travel & Tourism Intelligence Country Report No. 2, 2000.

Market & Consumer Trends

Keys to selling travel
to young adults

Adventure travel
Impacts insurance
business

Underganding the character and psyche of teenagers and 23 to 35
year oldsistheprimary key tomarketing travel toyoung adults. This
view was expresed by a youh marketing expert at Travel Weekly's
Technology 2000 Conference in Chicago recently. The undersganding
could beachieved by engagingintheir activitiessuchasvistingmalls
bars movies looking at the popular web sites, reading the popular
literature and treating them as “cugomers of technology”. The
generation includve of 23 to 35 year olds are described as independent,
redligic, nogd gic, pessimigtic, skeptica and searching for nove waysof
achieving happiness and auccess. Traved can therefore be utilised as a
means through which the search could be ended and the desred escape
route found. Teenagers are seen as more upbeat and technology
oriented. Hence, the marketing key would be technological
communication. Thegenerad conclusonwasthat youngpeoplewish for
adventuresto new, uniquededinationsand to revel infantasy and learning
experiences.

Travd insurance isnow a lucrative niche from which enterprisgng
brokers can profit. Thisis due to the increase in the adverture travel
market wheretravellers arenow pursuing exotic vacations and dangerous
activities. Thehighrisk associated withthisever-developingtrend has
caused direct insurers to be skeptical about covering “backpack
travdlers’.
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Focus: The German Golf Market

Golf is big The golf tour market was worth US$12 billion in 1998 with the US
. mar ket accounting for US$10 billion and EuropeUS$2 billion. Thetotal
business vaueof thegolf tour marketincreased by 10%in1999and isexpected torise

by 11% in 2000. Indugtry experts predict the Sze of the European golf
mar ket will doubleinthenext 5 year stobeworth US$7 billionandtriple
in the US within the next 10yearsto US$30 billion.

75% of golfers from The number of golfersand golf tourigsrose by approximately 14% in the

Cenral Europe European market between 1996 and 1999. Themajor sour cesof these golf
tourigsincludethe UK, Scandinavia, Germany, Audria, Svitzerland
and France—about threequartersof thetotal 3.2 million European golfers

The number of golfing holidaystaken by Europeansincreased by 11% in
More golf tour 1999 or atotal o? 1,246,667. Almog half thisincrease(45%) wasdttributable
holidays to the German golfers By 2010, experts believe Europeans will take

4,000,000 golfing holidayswith overnight gaysreaching 26 million.

Tour golfers tend to In19%, UK golferstook 353,000 tripsabroad for an averageduration of 9.8
days a atotd cog of US$537,000 million. In comparison, gdfers from

stay for 9 days on  Gamany took 176,000gaifing halidayslating 8daysonaverageandat tota

average cost of US$240,300 million. French golfers holidays(66,000) averaged7.8
daysin length and cogt US$104, 400 million in totdl.

USA - the dream Spainisthepreferred destination of German golfers. However, 40% of

L the respondents in surveys conducted by Albrecht-Verlag and Sports

destination of Marketing Surveys indicated that the US was their choice for the future,

followed by Portugd (11%), South Africa (9%), Grest Britain (6%) then

German golfers Spain and Irdland (4% eac%). The choice of destination for agol? tour
depends heavily onprice.

Golfers like According to asurvey, thenearnessof agolf courseto culturdly, historicaly

.. . or visually interesting places, the possbilities for entertainment other than
additional activities golf., or being dose to good regaurantsare a o criteria in deciding which
edinationtochoose. Proximitytobeacheswasof secondaryimportance.

How much M og German golfers(40%) arewilling to spend US$ 1,100toUS$ 1,650,
while 24% wereinclined to oend lessthan US$ 1,100. Twenty four percent

Germans spend (24%) d=0 dated that they woud consder spoending between USS$ 1,650t0
US$2,200. A tota of 6% were grepared to gpend morethan US$ 2,200, and
only 3% wouldspend US$ 3,300and upvards Femalegolf tourigsaremore
goendthrift than their mae counterparts and are willing to spend US$ 1540
compared to US$ 1480.

Apart from German gdf tourigs respongvenessto prices thefalling value
Impact of exchange of theEuroismakingtheUSaveryunfavaurabledegination. Conversly,

rate Americansare regarding Eurgpe asred value for money nowvadays

Golfers’ Nearly half of therespondents(48%) want to beabletoreservegart times
A total of 45%think that hotel guests should havereduced green fees and

preferences 34% of survey respondents wished the hotd price wasincusive of green
feesk. About aquarter (24%) suggested flight cogsbeincluded inthe golf tour
package.

Mediterranean and Top degtinations Spain and Portugd are on the decline because of over-
. saturation and high feeswhile degtinationsin the Mediterranean and Middle
Middle _EaSt Eadt are on therise, particularly Morocco, Cyprus, Tunisaand the Turkish
upcoming Riviera
Source: Golf Tours 2000, Albrecht Verlag.
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Editorial

Two sgnificant developmentshavetakenplacein thetravel and tourism indugtry. Thefirgistheacquisition of
Thomson's, the largest tour operator in England by the C& N Group, Germany’ sthird largest tour operator.

Germany' slargest tour operator Preussag (owner of TUI) secured aUS$2.7 hillion take over of Thomson Travel,
Britain’ slargest travel company. Preussag would sell its 50.9% stake in Thomas Cook to assuage competition
concerns(andalready, the privately-owned US Travel Business, Carlson Companiesisshowing akeeninterest,
inacquiring all of it). 1t seemsas thoughthe Europeantour operator businessisthe second istheweak showing
of the Euroandtherelative strength non-Euro currendes, particularly theof the dollar and British pound sterling.

Thefate of the Euro,whichhaslost 30% of itsvaluein thelast few weeksisalso aconcernfor travel fromEurope.
Travel tofrom Euro-based European destinationsto dollar-based destinationssuch asthe USA, Latin Americaand
the Caribbeanisnow adversely affected. On the other hand, trave fromdollar-based destinationsto Europe has
now becomevery competitive.

Trendsto Watch

First class air tickets First class air tickets are less profitable than economy far es

| fitabl according to new research by Stockbrokers Robert Flemming & Co.

ess profitable The study reasons that there are too few first class passengers on
each route and seats are often filled by airline management and
travdlers with business-class upgrades that add nothing to the
bottom line. Long haul business tickets are the most profitabl e.
“Excellent prospects’ are expected for premium economy.
Andysts bdieve that premium economy could become the most
profitabl e category as it gives full fare economy passengers better
service than cut-price travellers without undermi ning business class
through automati ¢ upgrades.

Technology Update

i Travel ocity, the internet trave site is very concerned with the gap
Travelocity to fOCl.JS existent between internet travel shoppers and buyers. Although
on customer service accumulatingU S$500millionfrom bookingswithinthelast quarter,

only a meagre 5% of the trave site’s users actually utilise the
services provided. The remaining 95% tend to use conventiona
means of travel planning such as travel agencies. To counteract this
trend, Travdocity plan an increased concentration on customer
service and to provide dtractive, unique services not found in
conventiond travel planners.

Increased interestin Research showsanumerica risei npersonsseeking travel i nformati on
. . . on the web. Yesawich, Pepperdine & Brown found that 50% of a
internet information sample consisting persons in the $100,000 or more household
iIncome category, traveled based on an offer from theinter net.
Thirty percent (30%) of them actudly purchased thetravel package
on-line. Alsodiscovered wasthat 56% of the respondents requested
theoption of personaised vacation activitiesbasedon the rindividual
lifestyle. This demonstrated a4% increase from last year’s survey.

Hotels join forces to Internet users can now secure reservations to three leading hote

. . chains. Granada’ sForteHotds, Hilton I nternationaland France's
establish website Accor, haveformedaconglomeratetoestablishawebsiteoffering
on-linereservations toany one of each chain’sEuropean hotels.
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