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Hl amazing thailand:

Zeavola Resort on Koh Phi Phi.

tourism in the kingdom
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Opportunities and Challenges in the
Hospitality Industry

With 2008 now behind us we can

all breathe a sigh of relief, but it's no
time to think that the coming year

will be any less challenging. We must
overcome the bruising and battering

of the ongoing local political turmoil,
and continue to adapt to the serious
effects of the global financial meltdown
which has caused the country’s tourism
industry to suffer cancelations and
drops in new bookings for the last
quarter of the year; a time where

we usually experience exceptional
business level.

The Tourism Authority of Thailand
(TAT), which in early 2008
maintained the year’s target of 15.7
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million foreign tourists and U.S.$17.1
billion in foreign tourism revenue,
later in July revised the target to 15.48
million foreign tourists. However,

the brief closure of the international
airports at Phuket and Krabi at the
end of August worsened the situation,
resulting in a slower pace of new
bookings for all beach resorts. The
worrying situation prompted the

TAT in late October to revise 2008’s
targets down again to 14.9 million
arrivals and U.S.$15.6 billion in
revenue. The outlook for 2009 is
quite uncertain and TAT again revised
targets downward to 15.5 million
foreign tourists and U.S.$17.1 billion
in revenue.

I've seen many crisis during my 12
years in Thailand and I thrive on these
uncertain, challenging situations. |

see this time as a good opportunity

to make changes, adapt and become
more efficient, thereby bringing
immense opportunities to our business.
Look for the opportunities in the storm,
don’t wait for them to come looking
for you.

We must start anew and focus on what
strategies will work best for 2009. |
have always worked from the premise
that government, political, and bureau-
cratic interference is part of our busi-
ness life, but it should not rule the way
we run our business. A strong focus on
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the core basics of our business is what
we must manage each and every day,
while balancing the other local issues.

Try to remember that this crisis will not
last forever and your business is set-up
for the long term. If you can keep the
goodwill of your customers and staff
in these times it will pay dividends in
the end. This is easier said than done,
but treating everyone with a high level
of dignity and respect — even through
the toughest of issues, has consistently
proven successful to me over the last
30 years.

Let’s focus on the fundamentals:

* Arrivals —Tourist arrivals to the
Kingdom have basically risen year
on year over the last ten years. In
spite of SARS, bird flu, world and
local economic woes, the Tsunami,
and government coups — the foreign
tourists continue to forgive and
return.

e Safety — On a worldwide scale
Bangkok and the rest of Thailand is
safer than most tourist destinations.
Randall Bennett, the Regional
Security Officer for the U.S.
Embassy in Bangkok told me, “We
don’t compile and distribute data
on crime, because the incidents
are so few each year.” Thailand is
ranked as one of the lowest Asian
countries for violent and non-
violent crimes.

* Culture — The overall Buddhist
beliefs and the deeply held Thai
traditional influences are rich
and are one of the main reasons
that tourists who are looking for a
unique travel experience flock here
each year.

* Value - Price for value has always
been, and should continue to be,
an asset whether at the luxury,
deluxe, moderate or economy
tiers of the hospitality industry. At
the peak of last year’s oil prices
of U.S.$150 a barrel, InVision
Hospitality conducted a survey, and
over 80% of the respondents said
they would cut back on the use of
their cars, spend less on clothing
and home accessories, but would
still take their annual vacation.

* Excellent food — The rapid spread

Tourism Statistics in Thailand 1998-2008

Tourists Average

International

Average Expenditure Revenue

Number Change Length of Stay | /person/day  Change Million Change
Ii
1998 7.76]  +7.53 8.40] 3,712.93 2] 242,177 +9.70
1999 8.58] +10.50 7.96]  3,704.54 0.23] 253,018 +4.48
2000 9.51] +10.82 777 3.861.19 14.23] 285272 +12.75
2001 10.06]  +5.82 7.93[  3,748.00 2.93] 299,047 14.83
2002 10.80]  +7.33 7.98] 3,753.74 105 323,484 18.17
2003 1000 -7.36 819 3,774.50 +0.55] 309,269 -4.39
2004 11.65] +16.46 8.13] 4,057.85 +7.51] 384,360 1+24.28
2005 1152 -1.51 8.20] 3,890.13 413 367,380 -4.42
2006 13.82] +20.01 8.62] 4,048.22 1406 482,319 131.29
2007 1446 +4.65 9.19"[ 4,120.95" <180 5477827 11357
2008 14.80 +2.23 9.00™ n/a A vad 4900007 +10.00

Note: /P = Preliminary Data, Source: Tourism Authority of Thailand

of Thai restaurants around the
world is one of our best global
ambassadors and a great marketing
tool that should be better utilized.
* The land of smiles — An
overwhelming majority of the
population is kind and helpful.
e Cost cutting is easy — but is it
the best thing for your business?
Don't be afraid to speak up if a
cost cutting measure is not in the
best interest of your customers.
You should assume a need to have
/ nice to have approach to the
turbulent times we find ourselves in
now.

My wish list for 2009:

e Immigration will start to track and
measure the performance of all
agents and seek to reward higher
efficiency to enhance the process
for arriving and departing guests in
a timely manner.

e Immigration will insist their
staff properly greets all people
approaching their counters. The
“land of smiles” should not allow
the first and last impression to be at
the dismal level it is today.

e The TAT will spend 95% of their
budget abroad. Thailand already
knows that this is “Amazing
Thailand,” to advertise locally is
a waste of good money during a
time where we need to rebuild our
global reputation.

¢ Individual hotels will take this
slowdown to focus on English
& skills training for all staff, to
raise the competency and service
delivery throughout the kingdom.

¢ The government and the Board of
Investment will look for incentives
to bring back leery investors.

¢ Consideration of increasing
the current 30 year land lease
timeframe to 50 years, in order
to compete with neighboring
countries. Thailand must become
competitive after allowing other
countries to take the lead the past
ten years.

¢ Unity & political stability will
overcome the uncertainty that has
dominated the news for the last few
years. We need a comprehensive
plan to go forward and be unified in
our efforts to achieve these goals; all
industries will need to work together.

I've always been an optimist and
continue to believe that greater days
are ahead for us all, but we have to
make informed daily decisions to guide
our future, regardless of the obstacles
and diversions that we may encounter.
I “InVision” a bright future, and with
that | am most grateful to be living and
working throughout Southeast Asia and
hopeful for our future. B

Kevin J. Beauvais is a former AMCHAM
president and the founder and CEO of
InVision Hospitality. He may be reached at:
kevin@invisionhospitality.com



