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The Tourism market was valued at 108.5 Billion EUR in 2023.

This report focuses on Tourism market Revenue at the Thailand and company level. From a Thailand

perspective, this report represents overall Tourism market size by analyzing historical data.
Key Points Covered in the Report

e Market Revenue of Tourism Market from 2019 to 2023.
e Regional Market Share and Revenue from 2019 to 2023.
e Country Market share within region from 2019 to 2023.

e Key Type and End User Revenue and forecast.
e Marker driver, restraints, and detailed COVID-19 impact on Tourism Market.
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Key Type of Tourism Market

Traditional Tourism

Sustainable Tourism

Key End User of Tourism Market

Individual Tourists
Tour Groups
Corporate Clients

Government and NGO-sponsored Travel Programs

Key Sales Channel of Tourism Market

Online Travel Agencies (OTAs)
Tour Operators and Travel Agents
Direct Bookings Through Accommodation Providers
Tourism Boards and Government Tourism Websites

Partnerships With Airlines and Transportation Services
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Key Source Country of Tourism Market

China
Malaysia
India
Germany
United Kingdom
The Netherlands
France
Italy
Nordic Countries

Others
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1 Tourism Market Overview

1.1 Product Overview and Scope of Tourism

The Tourism market was valued at 108.5 Billion EUR in 2023.

Thailand's tourism industry is one of the country's major economic drivers, with Billions of
international visitors flocking to the Southeast Asian nation each year. Known for its stunning
beaches, vibrant cities, rich cultural heritage, and delicious cuisine, Thailand offers a wide range of
experiences for tourists of all interests. The country's tourism market has shown robust growth in
recent years, with the number of international arrivals steadily increasing. As Thailand gradually
reopens its borders and eases travel restrictions, there is cautious optimism for the recovery of the
tourism market. The government has implemented various measures to promote safe travel and
encourage visitors to return, such as the "Phuket Sandbox" program, which allows fully vaccinated
travelers to visit the island without quarantine. Thailand offers a diverse range of attractions and
destinations for tourists to explore, from bustling Bangkok with its vibrant street markets and ancient
temples, to the idyllic islands of Phuket and Koh Samui with their pristine beaches and crystal-clear
waters. The tourism market in Thailand is highly competitive, with a wide range of accommodation
options, tour operators, and attractions vying for visitors' attention. In recent years, there has been
a growing trend towards sustainable and responsible tourism, with an increasing number of travelers
seeking authentic cultural experiences and environmentally friendly activities. Overall, the future of
Thailand's tourism market looks promising, with the country's unique attractions and warm
hospitality continuing to attract visitors from around the world. As the industry adapts to the
challenges posed by the pandemic and embraces sustainable practices, Thailand is well-positioned

to maintain its status as a top destination for international travelers.
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1.2 Classification of Tourism by Type

Thailand Tourism market is segmented by Type into Traditional Tourism, Sustainable Tourism.

1.2.1 Thailand Tourism Market Revenue Comparison by Type (2019-2023)

TABLE 1 THAILAND TOURISM MARKET REVENUE (BILLION EUR) SPLIT BY TYPE
Type 2019 2023
Traditional Tourism 88.9 98.2
Sustainable Tourism 8.73 10.3
97.6 108.5

Total

Source: Thailand yearly tourism statistics

1.2.2 Thailand Tourism Revenue Market Share by Type in 2023

FIGURE 1 THAILAND TOURISM REVENUE MARKET SHARE BY TYPE IN 2023

9.5%

AN

M Traditional Tourism

M Sustainable Tourism

90.5%

Source: Thailand yearly tourism statistics
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1.2.3 Traditional Tourism

The Traditional Tourism segment was valued at 98.2 EUR Billion in 2023 and accounted for 90.5% of
Tourism Market in 2023.

FIGURE 2 TRADITIONAL TOURISM MARKET (2019-2023), EUR BILLION

88.9
41.7

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.2.4 Sustainable Tourism

The Sustainable Tourism segment was valued at 10.3 EUR Billion in 2023 and accounted for 9.5% of

Tourism Market in 2023.

FIGURE 3 SUSTAINABLE TOURISM MARKET (2019-2023), EUR BILLION

4.80

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.3 Thailand Tourism Market by End User

Thailand Tourism is segmented by End User into Individual Tourists, Tour Groups, Corporate Clients,

Government and NGO-sponsored Travel Programs.

1.3.1 Thailand Tourism Market Size and Market Share Comparison by End
User (2019-2023)

TABLE 2 THAILAND TOURISM REVENUE (EUR BILLION) BY END USER (2019-2023)
End User 2019 2023
Individual Tourists 64.8 74.2
Tour Groups 22.2 22.8
Corporate Clients SED 7.00
Government and NGO-sponsored Travel Programs 4.67 4.45
Total 97.6 108.5

Source: Thailand yearly tourism statistics

FIGURE 4 TOURISM MARKET SHARE BY END USER IN 2023

65% 41%

B Individual Tourists
21.0%

B Tour Groups

H Corporate Clients

W Government and NGO-
sponsored Travel Programs

Source: Thailand yearly tourism statistics
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1.3.2 Individual Tourists

The Individual Tourists segment was valued at 74.2 EUR Billion in 2023 and accounted for 68.4% of
Tourism Market in 2023.

FIGURE 5 INDIVIDUAL TOURISTS TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics

13
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1.3.3 Tour Groups

The Tour Groups segment was valued at 22.8 EUR Billion in 2023 and accounted for 21% of Tourism
Market in 2023.

FIGURE 6 TOUR GROUPS TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics

14
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1.3.4 Corporate Clients

The Corporate Clients segment was valued at 7 EUR Billion in 2023 and accounted for 6.45% of
Tourism Market in 2023.

FIGURE 7 CORPORATE CLIENTS TOURISM MARKET (2019-2023), EUR BILLION

2.88

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.3.5 Government and NGO-sponsored Travel Programs

The Government and NGO-sponsored Travel Programs segment was valued at 4.45 EUR Billion in

2023 and accounted for 4.1% of Tourism Market in 2023.

FIGURE 8 GOVERNMENT AND NGO-SPONSORED TRAVEL PROGRAMS TOURISM MARKET (2019-2023),
EUR BILLION

Source: Thailand yearly tourism statistics

16
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1.4 Classification of Tourism by Sales Channel

Thailand Tourism is segmented by Sales Channel into Online Travel Agencies (OTAs), Tour Operators
and Travel Agents, Direct Bookings Through Accommodation Providers, Tourism Boards and

Government Tourism Websites, Partnerships With Airlines and Transportation Services.

1.4.1 Thailand Tourism Market Revenue Comparison by Sales Channel (2019 -

2023)
TABLE 3 THAILAND TOURISM MARKET REVENUE (BILLION EUR) SPLIT BY PRODUCT SALES
CHANNEL

Sales Channel 2019 2023

Online Travel Agencies (OTAs) 53.8 69.5

Tour Operators and Travel Agents 15.2 155

Direct Bookings Through Accommodation Providers 11.9 9.06

Tourism Boards and Government Tourism Websites 8.88 1.72

Partnerships With Airlines and Transportation Services 7.79 6.69
97.6 108.5

Total

Source: Thailand yearly tourism statistics

1.4.2 Thailand Tourism Revenue Market Share by Sales Channel in 2023

FIGURE 9 THAILAND TOURISM REVENUE MARKET SHARE BY SALES CHANNEL IN 2023

6.2%
7.1%
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Source: Thailand yearly tourism statistics
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143 Online Travel Agencies (OTAs)

The Online Travel Agencies (OTAs) segment was valued at 69.5 EUR Billion in 2023 and accounted for
64.1% of Tourism Market in 2023.

FIGURE 10 ONLINE TRAVEL AGENCIES (OTAS) TOURISM MARKET (2019-2023), EUR BILLION

26.7

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.4.4 Tour Operators and Travel Agents

The Tour Operators and Travel Agents segment was valued at 15.5 EUR Billion in 2023 and accounted

for 14.3% of Tourism Market in 2023.

FIGURE 11 TOUR OPERATORS AND TRAVEL AGENTS TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics

19
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1.4.5 Direct Bookings Through Accommodation Providers

The Direct Bookings Through Accommodation Providers segment was valued at 9.06 EUR Billion in

2023 and accounted for 8.34% of Tourism Market in 2023.

FIGURE 12 DIRECT BOOKINGS THROUGH ACCOMMODATION PROVIDERS TOURISM MARKET (2019-
2023), EUR BILLION

Source: Thailand yearly tourism statistics

20
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1.4.6 Tourism Boards and Government Tourism Websites

The Tourism Boards and Government Tourism Websites segment was valued at 7.72 EUR Billion in

2023 and accounted for 7.11% of Tourism Market in 2023.

FIGURE 13 TOURISM BOARDS AND GOVERNMENT TOURISM WEBSITES TOURISM MARKET (2019-2023),
EUR BILLION

Source: Thailand yearly tourism statistics

21
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1.4.7 Partnerships With Airlines and Transportation Services

The Partnerships With Airlines and Transportation Services segment was valued at 6.69 EUR Billion

in 2023 and accounted for 6.17% of Tourism Market in 2023.

FIGURE 14 PARTNERSHIPS WITH AIRLINES AND TRANSPORTATION SERVICES TOURISM MARKET (2019-
2023), EUR BILLION

Source: Thailand yearly tourism statistics

22
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Thailand Tourism is segmented by Source Country into China, Malaysia, India, Germany, United

Kingdom, The Netherlands, France, Italy, Nordic Countries, Others.

1.5.1 Thailand Tourism Market Revenue Comparison by Source Country

(2019-2023)

TABLE 4 THAILAND TOURISM MARKET REVENUE (BILLION EUR) SPLIT BY PRODUCT SOURCE
COUNTRY
Source Country 2019 2023
China 26.7 28.8
Malaysia 17.6 20.5
India 9.67 111
Germany 5.89 6.39
United Kingdom 4.58 5.31
The Netherlands 2.84 3.04
France 3.93 4.24
Italy 1.85 1.92
Nordic Countries 2.77 2.94
Others 21.8 24.3
Total 97.6 108.5

Source: Thailand yearly tourism statistics

23
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1.5.2 Thailand Tourism Revenue Market Share by Source Country in 2023

FIGURE 15 THAILAND TOURISM REVENUE MARKET SHARE BY SOURCE COUNTRY IN 2023

H China
22.4% H Malaysia
H India
2.7%
- m Germany
\/ B United Kingdom
0,
;;yﬁ ‘ B The Netherlands
. (]
4.9% 18.9% Italy

5.9%

Nordic Countries

Others

10.2%

Source: Thailand yearly tourism statistics
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1.5.3 China

The China segment was valued at 28.8 EUR Billion in 2023 and accounted for 26.5% of Tourism
Market in 2023.

FIGURE 16 CHINA TOURISM MARKET (2019-2023), EUR BILLION

26.7
12.6

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.54 Malaysia

The Malaysia segment was valued at 20.5 EUR Billion in 2023 and accounted for 18.9% of Tourism
Market in 2023..

FIGURE 17 MALAYSIA TOURISM MARKET (2019-2023), EUR BILLION

17.6
8.47

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.5.5 India

The India segment was valued at 11.1 EUR Billion in 2023 and accounted for 10.2% of Tourism Market
in 2023.

FIGURE 18 INDIA TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics
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1.5.6 Germany

The Germany segment was valued at 6.39 EUR Billion in 2023 and accounted for 5.89% of Tourism
Market in 2023.

FIGURE 19 GERMANY TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics
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1.5.7 United Kingdom

The United Kingdom segment was valued at 5.31 EUR Billion in 2023 and accounted for 4.89% of
Tourism Market in 2023.

FIGURE 20 UNITED KINGDOM TOURISM MARKET (2019-2023), EUR BILLION

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.5.8 The Netherlands

The Netherlands segment was valued at 3.04 EUR Billion in 2023 and accounted for 2.8% of Tourism
Market in 2023.

FIGURE 21 THE NETHERLANDS TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics
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1.5.9 France

The France segment was valued at 4.24 EUR Billion in 2023 and accounted for 3.91% of Tourism
Market in 2023.

FIGURE 22 FRANCE TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics
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1.5.10 Italy

The Italy segment was valued at 1.92 EUR Billion in 2023 and accounted for 1.77% of Tourism Market
in 2023.

FIGURE 23 ITALY TOURISM MARKET (2019-2023), EUR BILLION

1.85
0.87

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.5.11 Nordic Countries

The Nordic Countries segment was valued at 2.94 EUR Billion in 2023 and accounted for 2.71% of
Tourism Market in 2023.

FIGURE 24 NORDIC COUNTRIES TOURISM MARKET (2019-2023), EUR BILLION

2.77

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.5.12 Others

The Others segment was valued at 24.3 EUR Billion in 2023 and accounted for 22.4% of Tourism
Market in 2023.

FIGURE 25 OTHERS TOURISM MARKET (2019-2023), EUR BILLION

104

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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1.6 Thailand Market Size of Tourism (2019-2023)

The Tourism market was valued at 108.5 Billion EUR in 2023.

FIGURE 26 THAILAND TOURISM MARKET REVENUE (BILLION EUR) AND GROWTH RATE (2019-2023)
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Source: Thailand yearly tourism statistics
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2 Market Dynamics

2.1 COVID-19 Impact on Thailand Tourism Market

The COVID-19 pandemic has had a significant impact on the tourism industry in Thailand, which is
one of the country's largest economic sectors. With international travel restrictions and lockdown
measures in place around the world, the number of foreign visitors to Thailand has drastically
decreased, leading to a sharp decline in tourism revenue. The closure of borders and suspension of
international flights have resulted in a near standstill in inbound tourism. Thailand, known for its
beautiful beaches, rich culture, and vibrant cities, relies heavily on tourism as a source of income and
employment. The sudden drop in tourist arrivals has left many local businesses, including hotels,
restaurants, tour operators, and souvenir shops, struggling to survive. Domestic tourism has also
been heavily impacted, as travel restrictions and social distancing measures have deterred people
from taking vacations within the country. Many popular tourist destinations within Thailand, such as
Phuket, Chiang Mai, and Bangkok, have seen a dramatic decrease in visitor numbers, causing a ripple
effect on the local economy. The Thai government has implemented various measures to support the
tourism industry during this challenging time, including financial assistance packages, marketing
campaigns to promote domestic tourism, and health and safety guidelines to reassure visitors.
However, the road to recovery for the tourism sector in Thailand remains uncertain, as the global
situation continues to evolve and travel restrictions remain in place. As the world grapples with the
long-term impacts of the pandemic, the tourism industry in Thailand faces the daunting task of
reinventing itself to adapt to the new normal. Whether through promoting sustainable tourism
practices, embracing digital innovation, or diversifying offerings to attract new markets, the resilience

and creativity of the industry will be key to its survival and eventual revival in a post-COVID world.

36
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2.2 Market Drivers

1.2.1 Increasing demand for cultural and adventure tourism from
international travellers.

Thailand's tourism industry has experienced significant growth in recent years, largely driven by the
increasing demand for cultural and adventure tourism from international travelers. The country's rich
cultural heritage, stunning natural landscapes, and vibrant local traditions make it a popular
destination for tourists seeking immersive and authentic experiences. One of the key drivers of this
trend is the growing interest in cultural tourism, as travelers seek to explore the unique traditions,
customs, and arts of different societies. Thailand offers a diverse range of cultural attractions,
including ancient temples, traditional festivals, and local markets, which provide visitors with a
glimpse into the country's rich history and heritage. Additionally, the Thai people are known for their
warm hospitality and welcoming nature, further enhancing the cultural touring experience for
visitors. In addition to cultural tourism, the rising popularity of adventure travel is also contributing
to the growth of Thailand's tourism market. The country's diverse natural environment, which
includes pristine beaches, lush jungles, and towering mountains, offers a wide range of outdoor
activities for thrill-seekers and nature enthusiasts. From trekking in national parks to diving in crystal-
clear waters, adventurers can find plenty of opportunities to explore and experience the beauty of
Thailand's landscapes. Moreover, the government and private sector in Thailand have been actively
promoting cultural and adventure tourism through various initiatives and campaigns to attract more
international visitors. This includes the development of infrastructure, accommodation, and tour
packages tailored to cater to the needs and interests of cultural and adventure tourists. Additionally,
collaborations with travel agencies, airlines, and online booking platforms have made it easier for
travelers to discover and book their dream cultural and adventure experiences in Thailand. Overall,
the increasing demand for cultural and adventure tourism from international travelers is expected to
continue driving the growth of Thailand's tourism market in the coming years. With its unique cultural
offerings, breathtaking natural beauty, and diverse range of activities, Thailand is well-positioned to

attract more visitors seeking meaningful and memorable travel experiences.
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2.2.2 Strong government initiatives promoting tourism through campaigns like
"Amazing Thailand."

The Thailand Tourism market is experiencing a significant boost, due to strong government initiatives
promoting tourism through campaigns like "Amazing Thailand." These campaigns aim to attract more
visitors to the country by showcasing its unique culture, natural beauty, and diverse offerings. The
government has been actively investing in infrastructure development, improved transportation
networks, and enhancing tourist facilities to ensure a seamless and enjoyable experience for
travelers. The "Amazing Thailand" campaign, in particular, has been successful in drawing attention
to the country as a preferred tourism destination in the region. Through vibrant marketing strategies
and promotional activities, Thailand has been able to create a strong brand image globally,
positioning itself as a must-visit destination for tourists seeking an unforgettable travel experience.
Moreover, the government's efforts in promoting sustainable tourism practices and preserving the
country's natural heritage have further enhanced its appeal among environmentally-conscious
travelers. By promoting responsible tourism and eco-friendly initiatives, Thailand is not only
attracting more visitors but also positioning itself as a responsible and forward-thinking destination.
Overall, the strong government initiatives promoting tourism through campaigns like "Amazing
Thailand" are driving the Thailand Tourism market by creating awareness, generating interest, and
ultimately increasing visitor arrivals. With a focus on enhancing the overall tourism experience and
maintaining Thailand's competitive edge in the global tourism market, these initiatives are expected

to continue driving growth in the industry for years to come.
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2.3 Market Restraints
23.1 Seasonal fluctuations in tourist inflow impacting revenues

One significant market restraint facing the Thailand tourism industry is the seasonal fluctuations in
tourist inflow impacting revenues. Thailand's tourism sector heavily relies on the number of visitors
it receives throughout the year to generate revenue. However, the industry faces challenges due to
the inconsistency in tourist arrivals, which fluctuates based on various factors such as weather
conditions, economic stability, political situations, and global events. During peak seasons, such as
the winter holiday period or major festivals, Thailand experiences a surge in tourist numbers, leading
to a significant boost in revenue for the tourism sector. Tourist hotspots like Bangkok, Phuket, and
Chiang Mai are usually overcrowded during these times, resulting in higher hotel bookings, increased
demand for tours and excursions, and a rise in retail and dining activities. Conversely, during off-peak
seasons, there is a noticeable decline in tourist arrivals, which directly impacts the revenue generated
by the tourism industry. Businesses catering to tourists often struggle to maintain profitability during
these periods, as they face a decrease in footfall and reduced demand for their services. As a result,
many businesses may have to lower their prices or offer discounts to attract customers, thereby
affecting their bottom line. Moreover, the seasonal fluctuations in tourist inflow can also lead to
challenges in workforce management within the tourism industry. During peak seasons, businesses
may need to hire temporary staff to meet the increased demand, only to face layoffs or reduced
working hours during off-peak periods. This can create instability and uncertainty for employees,
impacting their job security and overall morale. In conclusion, the seasonal fluctuations in tourist
inflow impacting revenues present a significant market restraint for the Thailand tourism industry.
To address this challenge, stakeholders in the sector need to diversify their tourism offerings,
promote off-peak travel, and implement strategies to attract visitors year-round. By reducing the
industry's reliance on peak seasons and finding ways to generate revenue consistently throughout
the year, Thailand can mitigate the impact of seasonal fluctuations and ensure the long-term

sustainability of its tourism market.
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2.3.2 Environmental challenges and overcrowding at key tourist
destinations.

Thailand is a popular tourist destination known for its beautiful landscapes, rich culture, and vibrant
nightlife. However, the country's tourism industry is facing significant challenges due to
environmental issues and overcrowding at key tourist destinations. These challenges not only impact
the natural beauty of the country but also affect the overall tourist experience and the sustainability
of the tourism industry in Thailand. One of the major environmental challenges facing the Thailand
tourism market is the degradation of natural resources. The rapid increase in tourist arrivals has led
to the overexploitation of the country's natural resources, including forests, water bodies, and
wildlife. This has resulted in deforestation, pollution, and habitat destruction, all of which have a
negative impact on the environment and the wildlife that calls Thailand home. In addition, the
increasing carbon footprint from transportation and waste generation by tourists is contributing to
climate change, further exacerbating environmental degradation in the country. Moreover,
overcrowding at key tourist destinations is a pressing issue that is straining local infrastructure and
compromising the visitor experience. Popular destinations such as Bangkok, Phuket, and Chiang Mai
are experiencing high levels of congestion, leading to traffic jams, overcrowded attractions, and a
decline in the quality of services offered to tourists. The overcrowding not only diminishes the charm
of these destinations but also poses safety and security risks for both tourists and local residents.
Furthermore, the strain on resources and infrastructure due to overcrowding can have long-term
repercussions on the tourism industry in Thailand. Inadequate waste management, water scarcity,
and insufficient transportation facilities can deter tourists from visiting the country or result in a
decline in repeat visitors. Additionally, the negative impacts of overcrowding on the environment and
local communities can lead to a loss of cultural heritage and diminish the authenticity of the tourist
experience in Thailand. In conclusion, environmental challenges and overcrowding at key tourist
destinations are significant restraints on the Thailand tourism market. Addressing these issues
requires a collaborative effort from the government, tourism industry stakeholders, and tourists
themselves to implement sustainable practices, promote responsible tourism, and preserve the
natural beauty and cultural heritage of Thailand for future generations. Failure to address these
challenges not only threatens the sustainability of the tourism industry but also endangers the well-

being of the environment and local communities in Thailand.
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2.4 Market Opportunities

2.4.1 Growth in ecotourism and sustainable travel offerings aligned with global
preferences.

The Thailand tourism market is currently witnessing a significant shift towards eco-tourism and
sustainable travel offerings, driven by changing consumer preferences and growing global awareness
of environmental issues. This shift presents a tremendous market opportunity for Thailand's tourism
industry to capitalize on the increasing demand for environmentally friendly and socially responsible
travel experiences. One key driver of this trend is the shift in consumer preferences towards more
authentic and meaningful travel experiences. Modern travelers are increasingly seeking
opportunities to connect with local cultures, support community-based tourism initiatives, and
minimize their impact on the environment. Thailand, with its rich cultural heritage, diverse natural
landscapes, and strong emphasis on sustainability, is well-positioned to cater to these evolving
preferences. Moreover, the rise of social media and digital platforms has made it easier for travelers
to research and book eco-friendly accommodations, tours, and experiences. This has created a
growing market for sustainable travel offerings in Thailand, including eco-lodges, community-based
tourism projects, and nature-based activities such as hiking, birdwatching, and wildlife conservation
tours. In response to this trend, many tourism businesses in Thailand are now focusing on
implementing sustainable practices, such as reducing plastic waste, conserving water and energy,
supporting local communities, and protecting natural habitats. These efforts not only attract
environmentally conscious travelers but also have the potential to differentiate Thailand as a leading
destination for sustainable tourism in the region. Furthermore, the global push towards sustainable
development and responsible tourism practices is opening up new opportunities for partnerships and
collaborations between the public and private sectors in Thailand. By investing in sustainable tourism
initiatives, the Thai government and tourism industry stakeholders can not only attract more
environmentally conscious travelers but also contribute to the long-term conservation and
preservation of the country's natural and cultural resources. Overall, the growth in eco-tourism and
sustainable travel offerings aligned with global preferences presents a promising market opportunity
for the Thailand tourism industry. By embracing sustainability, promoting responsible travel
practices, and offering authentic and immersive experiences, Thailand can position itself as a leading
destination for environmentally conscious travelers and contribute to the preservation of its natural

and cultural heritage for future generations.
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2.5 Porter’s Five Forces Analysis
251 Competitive Rivalry

The competitive rivalry in the Thailand tourism market is high, as there are many players in the
industry offering similar services and products. There are a large number of hotels, tour operators,
airlines, and other tourism-related businesses competing for customers. The intense competition in

the market puts pressure on prices and profit margins.

2.5.2 Threat of New Entrants

The threat of new entrants in the Thailand tourism market is relatively low. The high initial capital
investment required to set up a tourism business, as well as the need for strong relationships with
local suppliers and partners, serve as barriers to entry. Additionally, existing players in the market
have already established their brands and customer base, making it difficult for new entrants to gain

market share.

2.5.3 Bargaining Power of Suppliers

The bargaining power of suppliers in the Thailand tourism market is moderate. While there are many
suppliers of services and products to the tourism industry, such as hotels, airlines, and transportation
companies, the industry relies heavily on these suppliers. This gives suppliers some power to dictate

prices and terms, especially during peak seasons when demand is high.

2.5.4 Bargaining Power of Buyers

The bargaining power of buyers in the Thailand tourism market is high. Customers have a wide range
of options when it comes to choosing accommodation, tours, and transportation in Thailand. This
gives them the ability to shop around for the best deals and puts pressure on businesses to offer

competitive prices and high-quality services to attract and retain customers.

Threat of Substitutes

The threat of substitutes in the Thailand tourism market is moderate. While there are some
alternative destinations in the region that tourists may choose to visit instead of Thailand, the
country's unique attractions, cultural heritage, and hospitality continue to draw tourists from around
the world. However, factors such as political instability, natural disasters, or health crises could lead

tourists to choose alternative destinations, impacting the market.
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2.6 SWOT Analysis

2.6.1 Strengths

Diverse natural beauty: Thailand offers a variety of landscapes including beautiful beaches, lush

jungles, and mountains, making it an attractive destination for nature lovers.

Rich cultural heritage: Thailand's unique culture, historical sites, and traditions attract visitors

interested in learning about new cultures.

Affordable travel options: Thailand offers a range of accommodation, dining, and transportation

options at various price points, making it accessible to travelers on different budgets.

Well-developed tourism infrastructure: Thailand has a well-developed tourism infrastructure with a

wide range of hotels, resorts, and tour operators catering to tourists.

Strong international reputation: Thailand is a popular and well-known tourist destination worldwide,

attracting a large number of visitors from different countries.

2.6.2 Weaknesses

Overcrowding in popular tourist destinations: Some of Thailand's most popular tourist destinations,
such as Bangkok and Phuket, can become overcrowded during peak tourist seasons, leading to

congestion and reduced enjoyment for visitors.

Environmental concerns: The environmental impact of tourism, including pollution, habitat

destruction, and waste management issues, is a growing concern in Thailand.

Seasonal weather patterns: Thailand's weather can be unpredictable, with monsoon rains affecting

certain regions during certain times of the year, which can disrupt travel plans.

Language barrier: Language can be a barrier for some tourists in Thailand, as not all locals speak

English, making communication a challenge in some situations.

Safety concerns: Incidents of crime and political instability in certain regions of the country can deter

tourists from visiting Thailand.
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2.6.3 Opportunities

Emerging markets: Thailand has the opportunity to attract tourists from emerging markets in Asia,

such as China and India, by developing tailored marketing strategies and infrastructure.

Sustainable tourism initiatives: Implementing sustainable tourism practices can help Thailand

preserve its natural resources and cultural heritage while attracting eco-conscious travelers.

Wellness tourism: Thailand has the potential to tap into the growing wellness tourism market by

offering wellness retreats, spas, and healthy dining options.

Digital marketing: Leveraging social media and online platforms can help Thailand reach a wider

audience and target niche markets effectively.

Culinary tourism: Thailand's unique cuisine is a major draw for food lovers, and promoting culinary

tourism can attract visitors interested in exploring the country's diverse food culture.2

2.6.4 Threats

Natural disasters: Thailand is prone to natural disasters such as earthquakes and tsunamis, which can

impact the tourism industry and deter visitors.

Competing destinations: Other destinations in Asia, such as Vietnam, Cambodia, and Indonesia, offer

similar attractions and are competing for the same tourist market.

Health concerns: Outbreaks of diseases, such as the Zika virus or COVID-19, can lead to travel

restrictions and impact tourist numbers.

Political instability: Continued political instability in Thailand can lead to safety concerns for tourists

and impact the country's reputation as a safe destination.

Economic downturn: Economic downturns in major tourist source markets can lead to a decrease in

tourism spending and a reduction in visitor numbers to Thailand.
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3.1 Thailand Tourism Market Revenue and Market Share by Type (2019-2023)

Traditional Tourism segment was the highest contributor to the Thailand Tourism market with EUR

98.2 Billion in 2023.

TABLE 4 THAILAND TOURISM MARKET REVENUE (BILLION EUR) BY TYPE (2019-2023)

Type 2019 2020 2021 2022 2023
Traditional Tourism 88.9 41.7 55.6 80.2 98.2
Sustainable Tourism 8.73 4.8 5.57 8.16 10.3

T 97.6 46.5 61.1 88.4 108.5

otal
Source: Thailand yearly tourism statistics
TABLE 5 THAILAND TOURISM MARKET REVENUE SHARE BY TYPE (2019-2023)

Type 2019 2020 2021 2022 2023

Traditi . 91.1% 89.7% 90.9% 90.8% 90.5%
raditional Tourism

Sustai . 8.94% 10.3% 9.11% 9.23% 9.5%
ustainable Tourism

Total 100.00% 100.00% 100.00% 100.00% 100.00%

Source: Thailand yearly tourism statistics
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THAILAND TOURISM MARKET REVENUE SHARE BY TYPE (2019-2023)

M Traditional Tourism M Sustainable Tourism

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics

THAILAND TOURISM MARKET REVENUE SHARE BY TYPE IN 2023

9.5%

M Traditional Tourism

M Sustainable Tourism

90.5%

Source: Thailand yearly tourism statistics

46



SW!tChaSia - ft:‘engﬁfol:)yean Union D

TOURLINK
3.2 Traditional Tourism

The Traditional Tourism segment was valued at 98.2 EUR Billion in 2023 and accounted for 90.5% of
Tourism Market in 2023.

TRADITIONAL TOURISM MARKET (2019-2023), EUR BILLION

88.9
41.7

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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3.3 Sustainable Tourism

The Sustainable Tourism segment was valued at 10.3 EUR Billion in 2023 and accounted for 9.5% of

Tourism Market in 2023.

SUSTAINABLE TOURISM MARKET (2019-2023), EUR BILLION

4.80

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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4 Thailand Tourism Market Segment by End User

4.1 Thailand Tourism Market Share by End User (2019-2023)

TOURLINK

Individual Tourists segment was the highest contributor to the Thailand Tourism market with EUR

74.2 Billion in 2023.

TABLE 6 THAILAND TOURISM MARKET REVENUE BY END USER (2019-2023)
End User 2019 2020 2021 2022 2023
Individual Tourists 64.8 31.1 41.2 60 74.2
T 22.2 10.4 13.4 19 22.8
our Groups
S diEs 5.95 2.88 3.83 5.62 7
Government and NGO-sponsored Travel Programs 4.67 2.14 2.71 3.76 4.45
T 97.6 46.5 61.1 88.4 108.5
otal
Source: Thailand yearly tourism statistics
TABLE 7 THAILAND TOURISM MARKET REVENUE SHARE BY END USER (2019-2023)
End User 2019 2020 2022 2023
indivi . 66.3% 66.9% 67.4% 67.9% 68.4%
ndividual Tourists
Tour Groups 22.8% 22.3% 21.9% 21.5% 21%
C . 6.1% 6.19% 6.27% 6.36% 6.45%
orporate Clients
Government and NGO-sponsored Travel Programs 4.78% 4.6% 4.43% 4.26% 4.1%
100.00% 100.00% 100.00% 100.00% 100.00%

Total

Source: Thailand yearly tourism statistics
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THAILAND TOURISM REVENUE MARKET SHARE BY END USER (2019-2023)

B Government and NGO-sponsored Travel Programs
B Corporate Clients

W Tour Groups

M Individual Tourists

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics

THAILAND TOURISM REVENUE SHARE BY END USER IN 2023

65% 41%

M Individual Tourists

21.0%
B Tour Groups

H Corporate Clients

B Government and NGO-
sponsored Travel Programs

Source: Thailand yearly tourism statistics
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4.2 Individual Tourists

The Individual Tourists segment was valued at 74.2 EUR Billion in 2023 and accounted for 68.4% of
Tourism Market in 2023.

INDIVIDUAL TOURISTS TOURISM MARKET (2019-2023), EUR BILLION

64.8
31.1

2019 2020

Source: Thailand yearly tourism statistics
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4.3 Tour Groups

The Tour Groups segment was valued at 22.8 EUR Billion in 2023 and accounted for 21% of Tourism
Market in 2023.

TOUR GROUPS TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics
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4.4 Corporate Clients

The Corporate Clients segment was valued at 7 EUR Billion in 2023 and accounted for 6.45% of
Tourism Market in 2023.

CORPORATE CLIENTS TOURISM MARKET (2019-2023), EUR BILLION

2.88

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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4.5 Government and NGO-sponsored Travel Programs

The Government and NGO-sponsored Travel Programs segment was valued at 4.45 EUR Billion in

2023 and accounted for 4.1% of Tourism Market in 2023.

GOVERNMENT AND NGO-SPONSORED TRAVEL PROGRAMS TOURISM MARKET (2019-2023),

EUR BILLION
5 3
< (o]
2019 2020

Source: Thailand yearly tourism statistics

54



° Funded by
SW!tC haSIa - the European Union

m

TOURLINK

5 Thailand Tourism Market Segment by Sales Channel

5.1 Thailand Tourism Market Share by Sales Channel (2019-2023)

Online Travel Agencies (OTAs) segment was the highest contributor to the Thailand Tourism market

with EUR 69.5 Billion in 2023.

TABLE 8 THAILAND TOURISM MARKET REVENUE BY SALES CHANNEL (2019-2023)
Sales Channel 2019 2020 2021 2022 2023
Online Travel Agencies (OTAs) 53.8 26.7 36.7 54.8 69.5
Tour Operators and Travel Agents 152 7.08 9.12 12.9 155
Direct Bookings Through Accommodation Providers 115 5.16 6.17 8.11 9.06
Tourism Boards and Government Tourism Websites 8.88 3.98 4.92 6.68 7.72
Partnerships With Airlines and Transportation Services 7.79 3.54 4.19 5.91 6.69
T 97.6 46.5 61.1 88.4 108.5
otal
Source: Thailand yearly tourism statistics
TABLE9 THAILAND TOURISM MARKET REVENUE SHARE BY SALES CHANNEL (2019-2023)
Sales Channel 2019 2020 2021 2022 2023
Online Travel Agencies (OTAs) 55.2% 57.5% 60.1% 62% 64.1%
Tour Operators and Travel Agents 15.6% 15.2% 14.9% 14.6% 14.3%
Direct Bookings Through Accommodation 12.2% 11.1% 10.1% 9.18% 8.34%
Providers
Tourism Boards and Government Tourism 9.1% 8.56% 8.04% 7.56% 7.11%
Websites
Partnerships With Airlines and Transportation 7.98% 7.6% 6.86% 6.69% 6.17%
Services
Total 100.00% 100.00% 100.00% 100.00% 100.00%

Source: Thailand yearly tourism statistics
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THAILAND TOURISM REVENUE MARKET SHARE BY SALES CHANNEL (2019-2023)

M Partnerships With Airlines and Transportation Services
B Tourism Boards and Government Tourism Websites
M Direct Bookings Through Accommodation Providers

B Tour Operators and Travel Agents

m Online Travel Agencies (OTAs)

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics

THAILAND TOURISM REVENUE SHARE BY SALES CHANNEL IN 2023

B Online Travel Agencies
(OTAs)

6.2%

0,
7.1% B Tour Operators and Travel

8.3%& Agents
H Direct Bookings Through
Accommodation Providers

64.1%

14.3%

B Tourism Boards and
Government Tourism
Websites

M Partnerships With Airlines
and Transportation Services

Source: Thailand yearly tourism statistics
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5.2 Online Travel Agencies (OTAs)

The Online Travel Agencies (OTAs) segment was valued at 69.5 EUR Billion in 2023 and accounted for
64.1% of Tourism Market in 2023.

ONLINE TRAVEL AGENCIES (OTAS) TOURISM MARKET (2019-2023), EUR BILLION

26.7

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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5.3 Tour Operators and Travel Agents

The Tour Operators and Travel Agents segment was valued at 15.5 EUR Billion in 2023 and accounted

for 14.3% of Tourism Market in 2023.

TOUR OPERATORS AND TRAVEL AGENTS TOURISM MARKET (2019-2023), EUR BILLION

15.2

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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5.4 Direct Bookings Through Accommodation Providers

The Direct Bookings Through Accommodation Providers segment was valued at 9.06 EUR Billion in

2023 and accounted for 8.34% of Tourism Market in 2023.

DIRECT BOOKINGS THROUGH ACCOMMODATION PROVIDERS TOURISM MARKET (2019~
2023), EUR BILLION

11.9

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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5.5 Tourism Boards and Government Tourism Websites

The Tourism Boards and Government Tourism Websites segment was valued at 7.72 EUR Billion in

2023 and accounted for 7.11% of Tourism Market in 2023.

TOURISM BOARDS AND GOVERNMENT TOURISM WEBSITES TOURISM MARKET (2019-2023),
EUR BILLION

Source: Thailand yearly tourism statistics
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5.6 Partnerships With Airlines and Transportation Services

The Partnerships With Airlines and Transportation Services segment was valued at 6.69 EUR Billion

in 2023 and accounted for 6.17% of Tourism Market in 2023.

PARTNERSHIPS WITH AIRLINES AND TRANSPORTATION SERVICES TOURISM MARKET (2019~
2023), EUR BILLION

Source: Thailand yearly tourism statistics
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6 Thailand Tourism Market Segment by Source Country

6.1 Thailand Tourism Market Share by Source Country (2019-2023)

China segment was the highest contributor to the Thailand Tourism market with EUR 28.8 Billion in

2023.
TABLE 10 THAILAND TOURISM MARKET REVENUE BY SOURCE COUNTRY (2019-2023)
Source Country 2019 2020 2021 2022 2023
Chi 26.7 12.6 16.5 23.6 28.8
ina
. 17.6 8.47 113 16.5 20.5
Malaysia
Indi 9.67 4.64 6.15 8.95 111
ndia
G 5.89 2.79 3.64 5.24 6.39
ermany
e 458 2.2 2.93 4.28 5.31
The Netherlands 2.84 1.34 1.75 2.5 3.04
3.93 1.86 2.43 3.48 4.24
France
1.85 0.87 1.12 1.59 1.92
Italy
Nordic Countries 2.77 131 1.7 2.42 2.94
Others 21.8 10.4 13.7 19.8 24.3
T 97.6 46.5 61.1 88.4 108.5
otal

Source: Thailand yearly tourism statistics
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TABLE 11 THAILAND TOURISM MARKET REVENUE SHARE BY SOURCE COUNTRY (2019-2023)

Source Country 2019 2020 2021 2022 2023
China 27.4% 27.2% 27% 26.7% 26.5%
Malaysia 18% 18.2% 18.4% 18.7% 18.9%
India 9.91% 9.98% 10.1% 10.1% 10.2%
Germany 6.03% 5.99% 5.96% 5.92% 5.89%
e e 4.69% 4.74% 4.79% 4.84% 4.89%
The Netherlands 2.91% 2.88% 2.85% 2.83% 2.8%
France 4.03% 4% 3.97% 3.94% 3.91%
Italy 1.9% 1.87% 1.83% 1.8% 1.77%
Nordic Countries 2.84% 2.81% 2.77% 2.74% 2.71%
Others 22.3% 22.3% 22.4% 22.4% 22.4%
Total 100.00% 100.00% 100.00% 100.00% 100.00%

Source: Thailand yearly tourism statistics
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THAILAND TOURISM REVENUE MARKET SHARE BY SOURCE COUNTRY (2019-2023)

H China B Malaysia H India B Germany
B United Kingdom B The Netherlands ® France Italy

Nordic Countries = Others

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics

THAILAND TOURISM REVENUE SHARE BY SOURCE COUNTRY IN 2023

H China
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26.5% B Malaysia
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Source: Thailand yearly tourism statistics
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6.2 China

The China segment was valued at 28.8 EUR Billion in 2023 and accounted for 26.5% of Tourism
Market in 2023.

CHINA TOURISM MARKET (2019-2023), EUR BILLION

26.7
12.6

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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6.3 Malaysia

The Malaysia segment was valued at 20.5 EUR Billion in 2023 and accounted for 18.9% of Tourism
Market in 2023.

MALAYSIA TOURISM MARKET (2019-2023), EUR BILLION

17.6
8.47

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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6.4 India

The India segment was valued at 11.1 EUR Billion in 2023 and accounted for 10.2% of Tourism Market
in 2023.

INDIA TOURISM MARKET (2019-2023), EUR BILLION

9.67

2019 2020

Source: Thailand yearly tourism statistics
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6.5 Germany

The Germany segment was valued at 6.39 EUR Billion in 2023 and accounted for 5.89% of Tourism
Market in 2023.

GERMANY TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics
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6.6 United Kingdom

The United Kingdom segment was valued at 5.31 EUR Billion in 2023 and accounted for 4.89% of
Tourism Market in 2023.

UNITED KINGDOM TOURISM MARKET (2019-2023), EUR BILLION

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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6.7 The Netherlands

The Netherlands segment was valued at 3.04 EUR Billion in 2023 and accounted for 2.8% of Tourism
Market in 2023.

THE NETHERLANDS TOURISM MARKET (2019-2023), EUR BILLION

2019 2020

Source: Thailand yearly tourism statistics
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6.8 France

The France segment was valued at 4.24 EUR Billion in 2023 and accounted for 3.91% of Tourism
Market in 2023.

FRANCE TOURISM MARKET (2019-2023), EUR BILLION

Source: Thailand yearly tourism statistics
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6.9 Italy

The Italy segment was valued at 1.92 EUR Billion in 2023 and accounted for 1.77% of Tourism Market
in 2023.

ITALY TOURISM MARKET (2019-2023), EUR BILLION

1.85

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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6.10 Nordic Countries

The Nordic Countries segment was valued at 2.94 EUR Billion in 2023 and accounted for 2.71% of
Tourism Market in 2023.

NORDIC COUNTRIES TOURISM MARKET (2019-2023), EUR BILLION

2.77

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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6.11 Others

The Others segment was valued at 24.3 EUR Billion in 2023 and accounted for 22.4% of Tourism
Market in 2023.

OTHERS TOURISM MARKET (2019-2023), EUR BILLION

104

2019 2020 2021 2022 2023

Source: Thailand yearly tourism statistics
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7 Appendix

7.1 Methodology

We have employed an iterative research methodology along with a combination of secondary and
primary research to provide the most accurate market estimates and forecast. Key research steps

include

e Data mining
This step includes in-depth data mining wherein we procure market data as well as any related

information through different verified databases and sources.

e Dataanalysis

The procured information is then analyzed and mapped to assess the data as well as eliminate any

discrepancies observed.

e Market Modeling

All the gathered data points are then studied to devise appropriate estimation and sizing model in an
attempt to deduce viable conclusions. Subject-matter-expert and analyst perspective & based

heuristic form of market sizing is an integral part of this stage

e Validation & publishing

Validation is the most important step in the process. Validation & revalidation via an intricately

designed process helps us finalize data points to be used for final calculations.
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7.2 Research Methodology

We implemented a combination of primary and secondary research to estimate and size our market.
Secondary research was the initial phase involved in our study. This is where we conducted data
mining and referred to verified data sources, such as independent studies, government and

regulatory published material, technical journals, trade magazines, and paid data sources.

For forecasting, the following parameters were considered:
e Market drivers, challenges and opportunities along with their current and expected impacts
e Technological developments and current status with expected developments
e Products Types and End User trends and dynamics
e Consumer trends

e Unmet need analysis and demand forecasting
Weights were assigned to these parameters and their impact on the market was quantified using a

weighted average technique in order to derive expected market growth rate.

All the estimates and forecasts are verified through extensive primary research with experts

operating in this market, and include:

e Key market participants
e Manufacturers

e Sales and marketing team
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7.3 Assumptions & Exclusions

e Thereport provides market size with 2023 as the base year in consideration and a yearly

forecast till 2023 in terms of Revenue (EUR Billion). The estimates for all seqments including

Type, and End User have been provided on a regional basis for the forecast period mentioned

above

e We have implemented a mix of top-down and bottom-up approach for market sizing, analyzing

the key regional markets, dynamics, and trends for various End User. The Thailand market has

been estimated by integrating the regional markets.
e Inflation has not been accounted for in order to estimate the market

e Numbers may not add up due to rounding off

7.4 Secondary data sources

List of secondary sources includes but is not limited to:

e Hoover’s
e Factiva
e Statista

e Secondary Research

e |nvestor Presentations

e Company Annual Reports
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